





THE NEW 











A new design with 












a fascinating swirl 
To Retail About *19-* 
Available with White Zircons... Blue Zircons... 
Blue Zircon and Cultured Pearl... 
Synthetic Birthstone Colors | 
In 10K Yellow Gold 











Immediate Delivery 
This Colorful, Rich Velvet Display FREE 


— With Any Six Ballerina Rings 


OSTBY & BARTON COMPANY 


Providence 2, Rhode Island 
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In these exquisite rings we have preserved the 

| ‘true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 

manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can 





| be set with absolute safety and assurance against loss. 


Pictured here are three of a large selection of styles in 
1 stock for immediate delivery. They may be purchased unset 
: as shown or, upon order, complete with stones to suit the 


customer’s taste and price range. Earrings available to match. 


Brochures showing 17 designs will be sent upon request. 
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No. 2154/7 
7 stone cluster 


No. 1644/7 
9 stone cluster, 3 large, 6 small 
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No. 4289/7 
Kentucky cluster, 7 to 19 stones 
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A. SAUER @.C@. 
KONITE BUILDING 
Cincinnati 2, Ohio 
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BEHIND THE TRADITION OF W.B.0. CRAFTSMANSHIP... 
is a unique organization that is comprised of the leading technicians 
jn each process of fine jewelry manufacture. From design to finished 
masterpiece all W.B.0. creations are produced under one roof. . . 

every step painstakingly checked to assure the ultimate in quality. 
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by Marce 


Add to Marcés brilliant record of jewelry 

design, his latest series of glamorous diamond- 
studded bracelet-watches . . . “Baguetelle’, shown 
here, is a glowing example of the artistry of 
W.B.O. craftsmen who lend their talents to the , 


execution of all Marce creations. 


WILLIAM B. OGUSH, INC. 


CREATORS OF FINE JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W) NEW YORK 23, N. 
BYU 


























First Showing of 














Another Hamilton “First” 





"G | 


A HANDSOMELY STYLED WATCH 
FULLY PROTECTED AGAINST MOISTURE AND DUST 


A watch for the gentleman who “does things.” The new Brandon 





combines and underlines protection as well as fine performance. 

A really safe and revolutionary watch case guards the excellence 
that lies within—a traditionally dependable Hamilton movement. 
Beauty and precision are united in the styling of this sold-filled, 
tight-fitting case. Simple to service, no special tools are needed. 
This handsome watch will appeal to business and professional 

men — especially those with a flair for outdoor sports. Your copy 
of the Brandon Service Bulletin sent on request. Hamilton Watch 


. ) 
Company, Lancaster, Penna. 


*A HAMILTON 
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THE WORKING AND HANDLING - (an | 
OF JEWELRY PALLADIUM (ay 


Let us send you this new booklet. Goes 


into the subject in detail. 


Lithia ECA LMG 


113 ASTOR ST., NEWARK 5, N. J. 
NEW YORK SAN FRANCISCO CHICAGO 
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UR setting line is so complete that the 
jewelry designer is almost certain to find 
‘either just what he needs or something : — 
so close to it that it can easily be adapted . we) eT a 

to carry out the idea he has in mind. All ; ,? | | —g 
our settings are made in jewelry palladium, iridio- 
platinum and gold. 


Baker Illusion Settings increase the apparent size of 

diamonds to a degree where even the practised eye 

finds it difficult to detect where the stone ends and the 

: reflector plate begins. This is most noticeably true of 

- the fourth member of this group, Series 593. In this, 
we have inclined the reflector plate inward towards 
the diamond, thus throwing all the light possible into 
the stone. 


The beads are upon the reflector plate itself and to 
accommodate the differences in stone sizes, especially 
the smaller ones, the beads are made long enough to 
allow fraising out. The reflector is soldered into place, 
making Series 593 a finished setting. There are 10 
sizes for stones from 5 points to 34 carat. 





MARRERO 















| 113 ASTOR ST., NEWARK 5, N. J. 
NEW YORK SAN FRANCISCO £CHICAGO 
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It started seventy-five veurs avo...when Simmons first made wateh chains 


for railroad men...and it has been going on ever since. 
Yet in spite of the toughest wear test of all... rugged everyday use... 
Simmons Quality Gold Filled Watch Chains are today the outstanding 


favorites of railroad men in every part of the country. 





Because acceptance is contagious... because Simmons Jewelry is 


both beautiful and durable ... men and women alike continue to prefer 


Simmons Quality Gold Filled Jewelry in this, its seventy-fifth year. 


R.F. SIMMONS CO. ATTLEBORO, MASS. 


77 eAnniversar 1 





SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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for automatic OY 4 
opening. DS fi 2 One set of lock- 
——_ ing pawis for 
simple opening 
and closing. 


Button release 


Uniform ratchet 
teeth rolled in 
material. 


Riveted joints 
to withstand at 
least 20 Ib. pull. — 


Entire catch, when closed, 
designed to withstand 
20 Ib. test pull. 





The New, Improved 


BRETTON 
Safety Catch 


works like a charm! 


Here’s the smoothest-working safety catch 
you've ever seen, unexampled for ease and 
speed in opening. Perfected after months 
of intensive engineering research and de- 
velopment, it represents the last word in 
efficient safety catches — and stands as an- 
other example of our determination to 
leave no stone unturned in endowing 
famous BRETTON watch bands with every 
worthwhile mechanical plus for complete 


satisfaction of the millions who wear them. 


CONSULT YOUR WHOLESALER 


Nationally Advertised 


iy mol ake) t | 


FIRST AMONG FINE WATCH BANDS 


BRUNER-RITTER, Inc., 630 Fifth Avenue, New York 20, N. Y. 


moleceldl-t Sam -Jalolol-Jolela mmo lale ME atelalig-tel 
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HERE’S THE EASY, PROFESSIONAL WAY TO 


(AND KEEPS THE SMOKE TO ITSELF!) 


Point out the exclusive hidden-vent 
€ design. Tell the customer: “This in- 
genious feature lets you broil steaks, fish, 
chops—a whole meal, right at table—prac- 
tically without smoke or odors!” 


Mannin 


No other broiler can match this beauti- 
oe ful Manning-Bowman Smokeless Table 
Broiler! Most women buy broilers for table 
use, so talk about the no-smoking feature 
first when demonstrating... 


Show how the notched hinge holds “Grill has two heats: d 300 
€) cover open. Demonstrate the easy-to- Q watts. It’s brilliantly chrome plated, 
clean cooking plate, with drip well for with handsome wood handles—top qual- 
catching juices. Show that cover may be ity. like all M-B toasters, percolators, 
used upside down as a hot plate. And... irons. grills, waffle bakers, heating pads!” 


Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. * In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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pada SEAMLE 


CHICAGO rn 71 NASSAU STREET 
SAN FRANCISCO NEW YORK 7,N.Y. 










































FOR THE 


NEW LOOK 


LOOK 10 


JACQUES KREISLER 


GIACLETTE ANOTHER 
KREISLER FIRST” 


Exciting, dramatic showmanship launches first radically 
different style in women’s watch bracelets. 


To bring the “new look” in women’s watch bracelets to 
American women, Kreisler leads off with magnificent full- 
page, full-color ad in LIFE, April 12th issue. 


TRADE OPINION IS: every step of the way—in designing, sty]- 
ing, merchandising. and in promotion—Circlette will be most- 


talked-about, most-wanted women’s watch bracelet made. 


Three exciting BIG-SPACE ads appear in dramatic, rapid suc- 
cession in LIFE, America’s biggest circulation magazine. 
Radically new sales-making store displays and big-time 
Kreisler showmanship back most important merchandise 
news in field, this year! 


Bettina Bolegard, famous Conover girl wearing a new Swiss 
straw hat designed expressly for Kreisler’s LIFE advertisement KREISLER STYLING and advertising leadership aim at creating extra 
by Mme. Reine, one of America’s top-ranking millinery stylists. traffic and direct store response. Kreisler provides exciting 


“new look” displays, mailers, ad mats. Stores that tie-in. cash-in. 





ONCE 
AGAIN.. 


. «+ Kreisler shows that new 
merchandise is the heartheat 
of successful retailing! 


.. + Kreisler introduces 
sensational new fashion to 
excite public interest! 


... Dominant Kreisler 
advertising shows the 

way to new business, new 
customers alt retail counters. 
NEW STYLES are what most women talk about most. Their talk 
about the “new look” in watch bracelets will send women to 
retail jewelry counters, in a buying mood. 


JACQUES KREISLER MANUFACTURING CORPORATION - 9015 Bergenline Ave., North Bergen, N.J.- New York Showroom at 630 Fifth Ave. 
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GEM-MESH 


1/20th-12 Kt. Gold Filled. In- 
side connectors are of cor- 
rosion-resistant metal; yellow, 
pink or white. 

No. 11507 

FOR MEN 

No. 11038 


FOR LADIES 
FEDERAL TAX INCLUDED 


AVAILABLE THROUGH YOUR WHOLESALE 


14 





footnote for history books 


The moment you see Gem-Mesh, you'll know this watch band 
is headed for a special place in your own history book. It touches 
off with a fresh new concept of the mesh band — dome-shaped 
links that reflect light in a jewel-like pattern. Second, it’s built 
for comfort: supple links, flexible and non-jamming. And finally, 
it will bring you such steady volume you won’t get it out of your 


mind for years to come. 


GEME X WATCH BAND § 


DISTRIBUTOR GEMEX COMPANY, UNION, NEW JERSEY 
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Now—hand-carved 14-karat gold American 
Beauty Matched Sets gain even greater appeal 
through this dramatic new display! Its 
distinctive bible motif is perfectly matched 


to the mood of your altar-bound customers. 


Snr. eae 


This effective merchandising display comes 
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to you complete with 5 matched bride-and- 
groom ring sets in a range of popular sizes. 
Available to American Beauty Jewelers at 


no additional cost. 


UNTERMEYER, ROBBINS and COMPANY « 136 West 52nd Street, New York 19, N. Y. 


timoceaoens| UR] since 1865 
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FOR THE CURRENT 
GIFT-GIVING SEASON 
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Easter - March 28 
- Mother’s Day - May 
Graduations ° Juné 


Make yourself a present of more profits by stocking a plentiful supply 


of the lovely new Lucina Creations . . in sparkling white, 
each brilliant stone hand-set . . and in distinctive gold-filled designs 


Bracelets, earrings, brooches and chokers . . in sets and singly. 


THE ISKIN MANUFACTURING COMPANY 
EST. 13913 


12TH AND CHERRY STREETS, PHILADELPHIA, PA. NEW YORK CHICAGO = 103 © 
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RETAILERS... 


*in a recent survey of 4962 jewelers 


thru wholesalers 


CORPORATION 


VAN DELL 














Tell Your Customers The Story of This 





Skying Deiiy 


- -- and Sessions ‘Catnapper’ Alarm 
Will Help You Sell More Clocks! 


THE SESSIONS “CATNAPPER” Alarm is one electric clock on the 
market today with an honest-to-goodness sales story behind it. 


IT SLEEPS YOU QUIETLY — (Without even a pur-r-r!) because 
Sessions clocks have only half the number of moving parts found 
in ordinary clocks. The fewer the parts, the quieter the clock! 


IT WAKES YOU PLEASANTLY — gently, with a rhythmic, slow 
harmonious bell. Not a buzzer! The bell clapper is built into the 
movement itself without additional gear trains to complicate 
it or become noisy. 

When you consider that, in addition, the Sessions “‘Catnapper” 
is a very handsome clock, modestly priced, and liberally adver- 
tised in the leading national magazines, you'll understand why 
it’s so easy to sell. Give your customers the full story, and watch 
Sessions Clocks help you boost clock sales! 


FREE! ATTRACTIVE DISPLAY 


For counter or window, to tie in with 
current advertising. Wooden base backed 
by photo cutout of sleeping kitty. They 
dress up any counter or window. Ask 
with order, or write to The Sessions Clock 
Company, giving your jobber's name and 
address. 


1% 





























Banjo (463W) $15.80* 


CSSIONS 


(locks 


SELF-STARTING - ELECTRIC 
THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
In Chicago: The Merchandise Mart; 
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In San Francisco: Western Merchandise Mart 
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BRIGGS 





Briggs has never sacrificed workmanship 
for the questionable advantage of cutting 


a few cents from cost in manufacturing. 


2. 


Briggs has maintained high standards of 
excellence for over fifty years in the 
manufacture of the original stretch brace- 


let, BRIGGS CARMEN. 









BRIGGS. BATES and BACON COMPANY 


Now, More than ever... 


Consider these reasons: summ: 








Ev 
OUALITY 


Means profitable business for YOU 








Briggs CARMEN still leads the field in 
style and quality, never bargaining on 
price, believing in the axiom that “you 


cannot get something for nothing”. 


4. 


Finally hundreds of satisfied dealers tes- 
tify to the fact that these dependable fac- 
tors have enabled them to enjoy a steady 
profitable business in all standard jewelry 
made by the Briggs, Bates and Bacon 
Company. 


See your wholesaler, and order today. 


* ATTLEBORO, MASS. 


SALES OFFICES: W.A. Robertson 150 Post Street, San Froncisco, California + Frank D. Newburger, 29 E. Madison 
Street, Chicago, Illinois * V.H. Dennis & Sons, Ltd., 169 Yonge Street, Toronto, Canada. 
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THE MARQUISE 


Women have always thrilled to this charming creation. First cut 
in the last decade of the 19th century, it has been constantly 
improved as new cutting methods and improved machines came 
into use. : 

The Marquise ranks importantly in Stone’s large selection of dia- 
mond rings of all types . . . which for quality and price range are 
the sensation of the trade. 

All our lines are produced in a large variety of styles and wide 
price range. Some are trimmed with various fancy shaped dia- 
monds as illustrated in this ad. 


Fast Turnover Guaranteed 


Our mountings are of exquisite design and are produced by expert 
craftsmen in 14 and I8 Kt. yellow and white gold, as well as 10% 
iridium-platinum. 

Samples on request to established jewelers. 


State price range and styles. 
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Sold by Authorized Distributors 
FORSTNER CHAIN CORPORATION, IRVINGTON I|1, NEW JERSEY, U.S. A. 
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| SERVICE AT NO COST TO You! 


DIAMONDS — 
ANNOUNCE THE 
GREATEST 
SERVICE PLAN. 
EVER 
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DIAMOND RINGS 
VALITY 


Se 


* Diamond rings 
enlarged to 
show detail 





Diamonds by Lovebright are styled to 
satisfy the most exacting taste ... and in the 
popular price range, too. The Lovebright 
Certificate Of Guarantee and Registration 
means greater customer satisfaction . . . more 
traffic and more profits for you! 


Call or write to our New York offices for further details. 


A al WA R D ' | S H [ R & C | | \ [ eMaparsers of Diamond ( Pacific Coast finjcnetninaibiaiin 
z + 39 years of Service to the Trade | Louis BOW: ¢. 0. DOBRA 


Sth St: 5) SW 3rd Ave 
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® Holds 2 quarts. 


© Ice cubes last over 
12 hours. 


Bucket and cover 
insulated with 
genuine Owens- 
Corning Superfine 
Fiberglas. 





nouglet 


ICE BUCKET 


e@ Beautiful — and non-breakable. Heavy-weight ham- 

mered aluminum. Embossed chrysanthemum motif. 

Handsome ice tongs included. Yes, lovely to look at! 

And lovely to use, too! Keeps ice cubes frozen and 

cold drinks cold, LONGER, because of the genuine 

Owens-Corning Superfine FIBERGLAS insulation for 

bucket and cover. Permanently sealed. No “fillers” to re- 

place. Also used to keep hot drinks or hot dishes, HOT. | 

Continenta! Percolators in hand-wrought aluminum 


Irresistible in looks, utility, price*. A good profit item. 
and chromium-plate are now available with the ex- 


Immediate delivery. Order today — and you'll be re- wel MULLT-FUSE ° feat eames Beas Ree 
: clusive -T- eature atents pending). 
ordering tomorrow: Eliminates all danger, bother, repair, expense. 
*$9.75 with tongs, f.o.b. Brooklyn Aluminum urn set shown, $18.75 f.o.b. Brooklyn. 


Hand-wrought aluminum with the famous silverlook finish 
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Kushner & Pines Inc. now brings you 

a policy of presenting each month, a 
particular set of mountings.....which, by 

_ reason of design, most clearly portray 


\the newest trend in styling..... 


\For even the most beautiful precious 


° if ‘/ . 
stone Is lost’ as an article of personal 


SAAMI anna» 


adorament without a mounting that 


complaments and displays it with equal 
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Styled for Class Appeal hes 
Priced for Mass Appeal... os 
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es | iE. Especially designed for Spring pro- 
ej | .  —<— motions this new Regalure ensemble 


holds great profit potential for jewel- 
ers .. . Studded with brilliant rhine- 
stones, the set is styled, crafted and 
finished in the Palm Royale tradition 
of quality. And so attractively priced 
each piece is a grand retail value! 
Sugeesied Retail Prices 
A—Necklace .... $12.50 Tax included 
B—Pin ................ : 5.95 Tax included 
C—Bracelet ....... 5.95 Tax included 


1: BLON- 0:0. Bde LOPMen Ese Gen er@n ete: e Paemeseme = D—Earrings ........ 2.95 Tax included 
630 meeaae Avenue, New York 20. N. Y. Plan a Promotion... Order Now! 














ADVERTISING 


in every issue of The Saturday 


Evening Post from January 24th 
through July 24th will tell your 
customers about Apex. Color 
pages in Vogue this spring and 
summer will send customers into 
stores looking for Apex “Glare 


Bar” Sun Glasses. So don’t miss 


this great opportunity for profit. 


30 








— glasses are fast becoming a 
fashion with both men and women—and 


you know how fashion sells goods. 


Apex Sun Glasses give eye protection, of course. But you expect that. Apex 
gives more. Apex 1948 line offers the widest selection of frames, designed by 


the world’s leading fashion experts. 


And the price—made to retail for only $5.00, complete with handsome zipper 


case which also makes a handy purse catch-all. 


Remember—your 1948. customers will expect more for their money than ever 


before. More value—more fashion. And Apex gives both abundantly. 








Your introduction to entire Apex Line! 
DISPLAY CABINET DEAL 


36 pairs of the best numbers, the best assortment, 
the best colors are included in this merchandise 
unit, attractive display case free. 


WHOLESALERS AND RETAILERS ARE INVITED 
TO SEND FOR FREE CATALOGUE RIGHT NOW. 
YOU WILL BE AMAZED AT THE VALUES. 


APEX speciat 


EMPIRE STATE BUILDING 
THE JEWELERS’ CIRCULAR-KEYSTONE 








TIES CO. 


NEW YORK 1,N./Y. 











Gabriel Willian 












§ Co., Ine. - ee 
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A real star phenomenon, rivaling nature in asterism, a A 








color and beauty, achieved through exclusive. techhiques 
which make the star an inherent part of the stone. 
Sold in standard ring sizes exclusively 


through America’s leading ring manufacturers. 








Gabriel Williams Cos, Inc. 
17 West 60th Street, 
New York 28, N.Y. 





*Reg. T.M. 


U.S. & Foreign Potents pending 
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. . presenting 
Wadsworth 
advertisement 
throughout 


distinctive 
ELERS’ CIRCULAR-KEYSTON 


magazines and 


appearing 
Life with its 
26,000,000* 
readership 
*C.S.M.A. No. 9 
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Color Photograph by Wesley Bowman 


The Write Gift in the Right Paekage by Farrington 


Like other Sheaffer products for more than fifteen years, the 
beautiful new “Threesome” is Packaged by Farrington. 

Long known as the maker of metal boxes that enhance sales appeal, 
Farrington’s experience has run the gamut from watches to 
biologicals, from micrometers to perfume. 

Distinctive showmanship that sells, Farrington Packaging helps 
insure your product a faster, smoother start on 


the journey from showcase to home. 


FARRINGTON MANUFACTURING COMPANY 


General Offices: 76-) Atherton St., Boston 30, Mass. 
Canadian Plant: Farrington Mtg. Co., Ltd., 1191 Bathurst St., Toronto 4 





SPECIALTY BOXES DISPLAY TRAYS METAL SPECIALTIES ~©-§ CHARGA-PLATE SERVICE 
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A wide range of Eastern Star 
pins, scintillating with the 
brilliance of stone-set 
points; in karat- 

gold, of course. 
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Synthetic Stone Points: 
A — No. 3735, 14K Yellow Gold 
B — No. 3768, 10K Yellow Gold 
C — No. 3733, 14K Yellow Gold, 

with 5 diamonds 


D — No. 3789, 10K Yellow Gold 





Imitation Stone Points: 
E— No. 3674, 10K Yellow Gold 
F — No. 3509, 14K White Gold 

No. 3553, 10K Yellow Gold 
G — No. 3676, 10K Yellow Gold 
H — No. 3514, 14K White Gold 
No. 3516, 10K Yellow Gold 
J— No. 3513, 14K White Gold 
No. 3515, 10K Yellow Gold 


TRADE PARQ K 


RONS & RUSSELL COMPANY & 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK ROVE eene.s CHICAGO 














Expansion Products 





e ALMOST UNBREAKABLE 
e CORROSION-RESISTANT 
e GUARANTEED ONE YEAR 
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“ FLEX-LET EXPANSION PRODUCTS 





* the urge to buy starts with the eye 





THE GLOUCESTER “WE 
CANDLESTICK 


ee 
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masterpieces 








WATCH CASE §$ 


LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BEAUTY AND LASTING 
PROTECTION 





— designed to custom-fit fine watch movements 
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-- in the Gordon program of buying jewelry stores and stocks. 
And just because we do buy so many and have the 
resources and organization for always buying and using one more - - 
you're sure, in selling to us, not only of a good price but of 


an efficient, quick, reliable transaction. 
If you plan to sell, save time and beating-around-the-bush - - call 











Mass. 
| 18 Province Street, Boston ” 
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Scimitar Pin Klip 





- i 


see 


4 . _ : 
. SWANK — ca Swank, Inc., Attleboro, Mass. 
Ap . Ay The super-favorite Pin Klip* is a steady and 


dependable source of revenue 12 months a year. That's because, 





like all SWANK jewelry, it is designed and advertised as a 
perfect gift—not just for special occasions, but for any occasion, any 
tome. This regular turnover, plus the fact that you deal directly 
with the factory, makes the SWANK line one of the most profitable. 


Dagger Pin Klip *Patented Sabre Pin Klip 
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ConvINCES Your CUSTOMERS Tuey GET 
Extra VALuE. . Quality At No Exrra Cosr! 


Cross section of Prism-Lite Dia- 
mond showing fully polished 
girdle which costs you no more! 


Cross section of ordinary 
diamond showing girdle dead 
spot which cuts down brilliance. 











Using this graphic illustration, you can show your 
customers conclusive evidence that Prism-Lite 
Diamonds offer intensified radiance, greater beauty, greater resistance to chipping, and 
seemingly greater size at no more than they would pay for ordinary diamonds. 
The revolutionary Prism-Lite achievement creates 100% fully polished diamonds, 
from 5 point sizes upwards. And in addition Prism-Lite is backed by a powerful nation wide 
promotion plan. . . FREE, comprehensive dealer help material — as well as a new diamond 
merchandising plan that permits maximum inventory at low cost investment. 


COMPARE ...SEEING IS BELIEVING... ASK YOUR DISTRIBUTOR... 


2 WEST 46 STREET, NEW YORK 19, N. Y. 
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Those whose interests are various 
Must belong to Sagittarius! 
With so many things to do 
They are very seldom blue. 








Aquarians go in for card tricks, 
Both the easy and the hard tricks, 
They like parlor games and dice, . 
And take their drinks with lots of ice. a 














Geminians, whose sign is twins, 
Have double virtues, double sins — 
The fact is everything they do 
ls always multiplied by two. 


Ekin Anentartt new ZODIAC COMPACTS 







The cleverest new compacts to date, are 
Elgin American’s exclusive Zodiac designs. 
Each of the twelve signs of the Zodiac is 
humorously portrayed in bright colors on 
jeweler’s bronze, has an amusing verse on 
the back and retails at $3.95. 

For all their wit, the designs and verses are 
based on the popular concepts of the twelve 


constellations. Here are the compacts your 
customers will want on sight for their own 
merry use and for gifts as personal as a 
birth date. 

Get these conversation pieces on your 
counter, in your windows. They'll be 
the fastest selling compacts you’ve seen in 
many a year. 


Tune in the Groucho Marx Show Wednesday nights, ABC Network 


COMPACTS 


E Gg i n A m e r C @ | n ELGIN, ILLINOIS + New York + Chicago « Los Angeles « Toronto 


CIGARETTE CASES 


DRESSER SETS 


© 1948, ELGIN AMERICAN 
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Memo 
14KT GOLD MOUNTINGS 


Metro Jewelry Corporation 





MANUFACTURING JEWELERS 
21 WEST 46TH STREET NEW YORK 19, N. Y. 
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GREAT RHINESTONE HIT 


sell the consumer. 


= 


t. Here’s a rhinestone item 


atv & Sons Corp., 119 W. 24th St.,N. Y. IL 


= 


Send Jubilee promotion kit... 
NAME 
ADDRESS 


CITY AND STATE 
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If you now sell Wakmann watches... 


If you would like to sell Wakmann watches... 


this announcement 
concerns you! 


:; hee payment of $1. You issue the policy, retaining : 
- one coupon for your records. The other you for- 
_ ward to the Wekmann Mew York Office. | 





a Neral, hee one year, your eostomer bes obse- 2 
lute protection for his Wakmann watch. tf ‘the . ) 
watch is defective or damaged in any way, your 





customer returns the ‘watch to you. You in turn : 
send it to Wekmons for —— and efficient ¢ re- ve oe ee 








ewelers everywhere know of the record-smashing sales increases 
produced by the Wakmann one-year unconditional guarantee. 
Present Wakmann dealers know the score, first-hand. 


Now, to write a new and trail-blazing chapter in jewelry merchandising, 
Wakmann relinquishes the one-year guarantee. In place of it, 
Wakmann offers the new and profit-making — 


ON WAL 
IIB PAU POLICY 


As a successful jeweler, you are also a psychologist. You know what 
makes people tick: you know nobody expects anything for nothing. 


That observation ties in squarely with the Certified Opinion Survey 
conducted recently for the Wakmann Watch Company. 
The Survey proves conclusively: 


1. Many manufacturers have misused the word, “‘guarantee.”’ 


2. Many manufacturers have failed to make good the promise implied 
in their guarantee. 


3. Many consumers place great reliance in repair insurance policies 
of the type issued for more expensive merchandise. 


4. Consumers are willing to pay cash for this type of policy. 


The verdict is plain. Entirely secondary is the fact that Wakmann, 
in common with reputable manufacturers, has unfailingly 
honored its quarantee. Your customers must have full protection! 


You see, in this announcement, an exact reproduction of the 
Wakmann ONE YEAR REPAIR POLICY. It doesn’t hedge, hide or haggle. 
It lays the cards on the table. 


Mind you: the Wakmann ONE YEAR REPAIR POLICY is not free. It costs 
one dollar. It is genuine protection, bought and paid for 
by your customer. 


lt is performance protection, of the type trusted and respected 
by most consumers. 


it is the most startling development in the recent history 
of jewelry merchandising! And it’s yours, to use with 
powerful and profit-building effect, beginning foday. 


WAKMANN WATCH COMPANY, Inc. 


452 FIFTH AVENUE « NEW YORK 18, N. Y. 














Atomic Energy Lights a City... 
A MIRACLE OF TOMORROW! 


It's just around the corner—the day 
when entire cities will be scientifi- 
cally powered and lit by Atomic 
Energy! 











¢ A Diamond Chat Looks |) 
At Least 25% Larger... P Bin 


THE WHEL OF TODAY! ,; 
Ws 











Today's Miracle is the MIRACLE* aerate a RA 
Diamond Ring—in which the dia- [ Nee 
mond looks at least 25% larger! L 

The registered Miracle Setting en- Rings enlarged 

hances its lustre and brilliance and a ee 

gives it a magnificent radiance! The 










MIRACLE* Diamond Ring is today’s 
Miracle of Modern Craftsmanship! 





Ne SHIMAN BROS. & CO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 









WARNING: 
None Genuine Unless Stamped “‘MIRACLE”’ 










No connection with any other firm 


234 WEST 39th STREET*¢NEW YORK 18, N. Y. 





FREE 


Mats and Dealer Helps on Request 
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Pra Lo) ™. 


° 18K Gold Case! 


‘* Made by Breitling! 
e 17 Jewel Movement! 
e Small, Attractive Face! 
e Immediate Delivery! 
"16K GOLD CAS... 


*GOLD PLATED TOP AND STEEL BACK........ $57.00 


*IN CHROME STEEL CASE............................ $44.00 


*Prices Quoted Are Keystone 
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Twice Actual Size 


Here’s an unusual opportunity to cash in on a 
fortunate Wakmann purchase! Now you can 
satisfy the huge demand for fine chronographs 
in your locality. Doctors, lawyers, scientists, pilots, 
sportsmen, engineers, ex-servicemen and many 
other professionals and non-professionals are 
potential purchasers. Each watch is a master- 
piece of fine construction by one of the finest 
watch firms in the world. Your customers. are 
assured years of satisfactory st | 
worries either . . . for Wakmann: 


plete stock of all Breitling parts. F 
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1898 
FIFTY YEARS OF SERVICE 
1948 








TRADE MARKS Executive Offices and Factory: LUDINGTO N, MICH IGAN 
Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 
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This Crosby sales-leader offers a real opportunity to corner Spring business 
and rise above competition. A superb gift set that every lady will love. 
Exquisitely styled and crafted in the quality tradition of all Crosby jewelry. 
And priced amazingly low for volume retail sales! Impressively presented 
in the twin-heart gift box, the most beautiful package of the year! 


A. COHEN &§ SONS CORP. 


27 West. 23 ¢d' Str ¢ et , an ae ce oe ee 






Y. 





Made by the creators of Lady Crosby 
Diamond Rings and Crosby Jewelry for 
Men and Women. 
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creations destined to further distinguish this celebrated 


ine . . . famous through six decades for proven quality, 


fashion-wise styling and top saleability. As America’s largest selling diamond 


s Sealed i 


ring, Keepsake is constantly promoted by the most extensive advertising 


program in the diamond ring field. 


wnt 


If a Keepsake Franchise is available in your area, we will be pleased 


to arrange a private showing of the entire 


r oe 


irect to the A. H. Pond Company, Inc., Sytacuse 2 


merica 7 ae : oii g 


AH. POND CO.. INC. SYRACUSE. N. Y¥_ 





BARA GOL 





The Mark that means Full Zuality® 


The Karat mark is firmly implanted in everybody’s mind as a symbol 
of high quality. Combined with a manufacturer’s trade mark it is 
looked upon as the maker’s signature attesting that an article is up to 
quality standards. People accept it with the same confidence accorded 
a written guarantee. 


That confidence is one of the Jewelry Industry’s most valued assets — 
and maintaining that confidence is one of our most sincere. endeavors. 





Through special manufacturing techniques developed by our metal- 
lurgists we make Karat Golds in all colors which are uniform in 
composition, in physical properties and true to Karat. 


A MANUFACTURER USING HANDY & HARMAN KARAT GOLDS CAN 
BE SURE OF STARTING WITH GOLD ON WHICH HE CAN STAMP HIS 
SIGNATURE WITH CONFIDENCE. 


82 FULTON St; NEW YORK 7, N. Y. 


Siteopt. Conn * Chicege, mi. . tos Angeles, Col. » * Providence, R.i « Toronto, Canede 
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for a Basic 


eltah TAKES the BOWS 
Control Unit 


JEWELERS everywhere hail Deltah’s Basic 


Control Unit for its comprehensiveness — 
since it embraces the fastest-selling Deltab 
necklaces — and for its maximum profit po- 
tential on the smallest possible investment. 

This unit was arrived at as the result 
of a thorough study of Deltab sales records. 
In addition, impartial surveys were studied, 
with the result that Deltah’s Unit is really 
basic — the foundation of any modern simu- 
lated pearl department! Look it over and see 


for yourself! 


CONSULT YOUR WHOLESALER 


AT BETTER oe JEWELERS 
— 


DAT 


SIMULATED PEARLS 
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OOUBLE RING CEREMONY 
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SHOWPIECE FOR YOUR WINDOW. Beautiful KEEPSAKE WEDDING RING COUNTER CARD. 


in its simplicity . . . brilliant in its showmanship. The Eye-compelling . . . sales compelling, this window and 
Cupid, displayed against a deep rose background, counter card suggests and promotes the trend toward 
gives the appearance of a piece of fine sculpture. doubleringceremonies. Subtly starts off many a doublering 
Display tray shows eight Keepsake wedding sets. sale for you. Dramatic... beautiful... in full, natural color. 





HOW TO TRIPLE 
YOUR PROFITS 
WITH KEEPSAKE 
DOUBLE RING SETS 


Sell Two Wedding Rings 
Instead of One! 








More and more the trend is toward matched 
wedding rings for her . . . for him! Custom de- 
crees it... fashion prefers it .. . and Keepsake 
~~ 4 helps you turn every sale into TRIPLE 

—_ PROFITS with Keepsake Matched Ring Trios 
KEEPSAKE’S TRIPLE PROFIT TRIO! Setting the ... two wedding rings . . . and an engagement 
fashion pace . . . the profit pace for jewelers. Keepsake ring. Now is the time to capitalize on this 


adds to its famous line another great selling idea... ee f k - » lie 
DIAMOND WEDDING RINGS FOR MEN matched WEY PEOMt package poms a promenens p= 


with the bride’s engagement ring and weddings band. desioned to build volume wedding ring sales. 
£ g =) tom 7, 7) 
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FOR EASIER SELLING! Your complete wedding ring 
inventory is placed at your fingertips. This compact 
time-and-space saving stock control tray provides 
fast, sure selection of sizes in both men’s and women’s 
rings. Accommodates complete style and size range. 


NATIONAL ADVERTISING 
WORKS FOR YOU AS AN 
AUTHORIZED KEEPSAKE JEWELER 


Life, Look, the Saturday Evening Post and 15 
other leading magazines regularly promote 
Keepsake Matched Ring Sets while Keepsake 
dealers are backed by the most extensive 
point-of-sale merchandising program ever 
put behind wedding rings. Now, as never 
before, you can step up wedding ring volume 
. . . easily double your sales and TRIPLE 
your profits with Keepsake Double Ring Sets. 
Remember, the great consumer acceptance 
built by Keepsake through six decades now 
carries over to seeps Wedding Ring Sets. 


Keepsake 


WEDDING SETS 


Ifa Keepsake Franchise is available in your area, 
we will be pleased to arrange a private showing 
of the entire Keepsake line. Simply write to— 





A. H. POND €O., INC., SYRACUSE 2, NEW YORK 
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TO COMPLIMENT YOUR SHOW CASE. ~- This 
impressive tray displays six Keepsake Matched Wedding 
Sets in one artistic unit. Presents customers with 
ample style selection ... facilitates easy comparison We « 
helps turn “just looking” prospects into customers. 





RING FOLDER. This 


KEEPSAKE WEDDING 
catalog in miniature presents the newest and most popular 
styles in Keepsake Matched Ring Sets. Designed as a 
self-mailer, a package stuffer or a counter give-away. Im- 
printed with your store name and address ‘free of charge. 








NEW SPAPER ADVERTISING SERV ICE. 
Here is a complete mat service which provides 
everything you need for a sales-getting local news- 
paper campaign. Expensive artwork . . . and sound 


selhi ing copy give you a real edge over ™ al advertisers. 


oo 

















“FOR MOTHER'S DAY” 


Classic jewelry she loves! 


en Circles, gracefully overlapping 
and entwined to form pins and 
earrings in 14kt. gold. 


#5445—Four overlapping circles. 
14kt. pin. .... . $16.00 ea, 


aid Knot earrings. 14 
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IT’S GOOD BUSINESS 
TO BUILD YOUR WATCH BUSINESS 


AROUND 





NATIONALLY ADVERTISED 


asatete : . : Soe See aa 





(The above watches and many other models available in 14K gold as well as white and yellow rolled gold plate) 


“Exquisite as America’s Beauties’ « Engineered for Accuracy 


Paul V. Eisner & Co. - 580 Fifth Avenue, New York 19 
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UPPER: 

LYNX BY LANDAU... 8% ligne, 17 jewel 
Swiss movement... gold filled case and 
mesh strap, dome crystal, rhinestone 

Set dial... Priced to retail at $58.50, 
federal tax included. 


LOWER : 

LANDAU’S CHICHI... bracelet watch... 5 ligne, 
17 jewel movement... Glucydur balance, 
Nivarox hair spring ...in rhodium finished case 
set with rhinestones... Priced to retail 

at $65, federal tax included. 


VARIETY...FOR VOLUME 


Unconfined by exclusive commitments with any manufacturer and 
unrestricted on supply sources... Landau resident buyers abroad 
can contract for limited quantities from a number of leading Swiss 
watchmakers ... procure movements of superb precision for upper 
price lines, insist on outstanding values in the popular priced... 
are always able to match market requirements for short seasonal 
Styles or staples. 

This selective buying policy provides the Landau line with a 
variety and value that has increased volume for every jeweler 
fortunate enough to hold the Landau franchise... still provides any 
enterprising jeweler ample opportunity for worthwhile promotion 
and profit!... more chance to sell in any competitive situation! 
Landau prices range from $27.50 to $750 retail... Inquire for further 
details... now! 





MAX LANDAU & COMPANY, INC. 
22 West 48th Street, New York City 


... opposite Rockefeller Plaza 
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NEET 


“PADENTE 


peer of cushion watch straps 





YOu'vVE never seen two-piece cushioned 


















ao 


genuine Alligator and Lizard watch 


straps to compare with these fast selling 


ao 


NEET ‘*Padettes’’. They're simply 
incomparable, as one glance will quickly 
tell you. Designed for those 
who prefer the very best-— and 
already established favorites 


coast to coast. In all popular shades. 


NEE 


ARISTOCRAT OF 











WATCH STRAPS 


























LASKO STRAP COMPANY 


This attractive counter book 206 Hudson St., New Yacks), 
display features six Alligator . ee eS 
and six Lizard NEET '‘Padettes'’. - ay 4 REPRESENTATIVES: Eastern, Dave Kay; 
SOE Middle West, Sidney Geller, 29 E. Madison, Chicago; 
CONSULT YOUR WHOLESALER “sor 9 Denver West, Mo Diamond, 220 W. 5th, Los Angeles. 
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can you hear it 








Just one word is whispered by your 


BouLevarpD Watch . .. over and over again as the 











finely balanced mechanism counts the seconds 
a whispered so softly it may escape your 
hearing. That word is quality. Appealing 
beauty and unfailing accuracy through all the 
years—both are yours in a BOULEVARD 
Watch. See your jeweler’s selection 


of these distinguished timepieces. 





GIVE THE Besy_,. givt 


P elas 


CRowlemanl 





BY MEAD 


For @ Lady—So tiny, so exqui- For a Gentleman— Trim modern 
sitely flattering. 17 jewels. styling. Gold-filled, 17 jewels. 
$34.75 tax incl. $39.75 tax incl. 


; 


M. A. MEAD & COMPANY © Fine Watches Since 1883 * CHICAGO * NEWYORK 


ANOTHER BOULEVARD WATCH AD! 


In the Saturday Evening Post and in Sunday roto sections . . . aimed squarely at 
people right in your own sales area .. . BOULEVARD’s hard-hitting nationwide 


advertising continues to build profits for dealers everywhere! 
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COAST TO COAST DISTRIBUTION AND 


SERVICE 











A glance at this list of BOULEVARD offices and distributors will show 
you what more and more dealers are learning every day — that 
BOULEVARD’s nationwide distribution network enables us to give 
better, faster service to every Community in America. 

In national advertising, too, BOULEVARD is doing an outstanding job. 
Arresting, appealing ads with a fresh new approach to the quality story 
(see Opposite page) are appearing regularly in the Saturday Evening 
Post with its vast Coast-to-coast audience and in Sunday roto sections 
covering concentrated retail markets across the country. 

NOW is the time to take advantage of this better service and better 
advertising. NOW is the time to join the thousands of dealers who are 
profiting with BOULEVARD—America’s best watch for the money in the 
$22.50 to $49.75 price range. 


BOULEVARD retail prices range to $525.00 








OFFICES 


607 Fifth Ave. 
New York 17, N. Y. 


717 Liberty Ave. 
Pittsburgh 22, Pa. 


220 Bagley Ave. 
Detroit 26, Mich. 


15 E. Washington St. 
indianapolis 4, Ind. 


58 E. Washington St. 
Chicago 2, Ill. 


231 W. Wisconsin Ave. 
Milwaukee 3, Wis. 


DISTRIBUTORS 


The Non-Retailing Co. 
Lancaster, Pa. 


Gleeson Jewelry Co. 
604 W. Main St. 
Louisville 2, Ky. 


Ross-Beck Co. 
1006 Grand Ave. 
Kansas City 6, Mo. 


Oklahoma Ross-Beck Co. 
15 N. Robinson 
Oklahoma City 2, Okla. 


Decker Jewelry Co. 
107 W. Second St., S. 
Salt Lake City, Utah 


North Coast Jewelers 
1511 Third Ave. 
Seattle 1, Wash. 


M. A. MEAD & COMPANY « Fine Watches Since 1883 * CHICAGO « NEW YORK 
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we 

don’t 

like 

to be 
EXCLUSIVE 
but... 


A tableware so beautiful and so heavily plated as 
Guildcraft naturally attracts consumer demand. 


And to manufacture such a fine silverplate takes so 





much more care, time and painstaking skill. 

So you ll understand that the makers of 

Guildcraft have found it necessary to limit retail 
distribution to a relatively small group of jewelers 
and silver departments. 


With continuously increasing production, a 








few of these Guildcraft franchises will 
soon be available. We invite you to write 


in now for further information. 


GUILDCRAFT 


MASTERPIECES OF SILVERPLATE 


Revd Desinn of AN tinenall Slion Company 




















* CHICAGO + DETROIT + DALLAS *« MIAMI * LOS ANGELES + ATLANTA * SAN FRANCISCO * PORTLAND (ORE.) - SEATTLE 
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KIDDIE KRAFT S 


WINDOW DISPLAY CONTEST 


RULES 


1. Any jewelry store (not department store or specialty shop) may enter. 
. Any number of photographs may be submitted — size 5” x 7". 
. Kiddie Kraft Windows must appear sometime between March Ist and May 15th. 
1, All photographs become the property of The Marathon Company. 
3. Decisions will be based upon beauty, originality and effectiveness. 
. Preliminary judges will consist of officers of The Marathon Company. Final judges will be 
prominent men in the jewelry field, non-members of The Marathon Company. 
7. In event of ties, full awards will be made to each of the winners. 
8. TO OFFER A FAIR OPPORTUNITY TO EVERY JEWELRY STORE — REGARD.- 
LESS OF SIZE — CONTEST IS DIVIDED INTO GROUPS “A”, “B”, and “C”. 
(based upon Jewelers Board of Trade Index as follows: “A” — AAtoJ; “B” — K to N; 


“C” — Oto S. If you are not rated, choose your own contest group). 








a 





CONTACT YOUR WHOLESALER FOR FURTHER INFORMATION AND OBTAIN THE 
NEW ITEMS NECESSARY FOR A SUCCESSFUL KIDDIE KRAFT PROMOTION. 
THE MARATHON COMPANY. ATTLEBORO. MASS. 

Creators of the Finest Children’s Jewelry for Over 40 Years 























Since” 1905 many, many people have worn our | illustrated: Distinctive crosses in 10K and 14K — 
: welry proudly. ‘Their purchases have been a gold ... exquisite cameo ring and pendant 
ree ¢ istant pl d stec | sets in 10K and 14K gold... delightful baby 
age in | 10K. and 14K ay hee i ae cna’ tie 


more than ever, your customers are . 
; pre , produced by s ‘ted e croft ismen, 











Morry Goldstein 


8639 W. Olympic Bivd. 
New England Chicago, Illinois hen denis, Bett 


Neil D. Sofman 
32 Liberty Street Chas. Weithas William G. Frizzell 


New York 7, N. Y. 
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Jhe Synthetic Stars 
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Ws. the forces of nature work quietly 


for thousands of years to produce im- 
perfect stones, LINDE researchers, 
exerting their scientific skill, produce 
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a star ruby and a star sapphire that 
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rival nature’s finest... 





To do proper justice to these beautiful 
synthetic stones, Rosenthal & Kaplan have 


mounted them in settings such as only 








they can produce, guided by nearly half a 
century of master craftsmanship and crea- 
tive design. See the full R & K line of 
synthetic star rubies and star sapphires in 
rings for men and women, in gold and 


platinum ..-all in the Rosenthal & Kaplan 





tradition of beauty and quality. 


ROSENTHAL & KAPLAN 


126 West 46th Street @ New York 19, N. Y. 
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A NEW PATTERN IN 


TUDOR 


“The 7J-plus Silverplate” 




















by ONEIDA COMMUNITY 
SILVERSMITHS 





You'll show it with pride . . . this new- 
est pattern in Tudor Plate, America’s 
Favorite Medium Price Silverplate. Its 
beauty will speak for itself . . . that 
unusual depth of design and careful 
craftsmanship. Sweet Briar will rate 
high in popularity polls in the mod- 


erate priced silverware market! 
* Trade-mark 








BENJ. ALLEN & CO.. 


SILVERSMITHS BLDG. 
10 SO. WABASH AVE. CHICAGO 33, ILL. 
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; q res plant now nearing completion is the 
new home of Kestenman Bros. Mfg. Co... . 
where the most modern production facilities 
will abet the native skills of our craftsmen 
... to bring you even finer KESTENMADE 
Watch Bands than ever before! 





$ 4] 
* ~@ . : 


* 


150 CHESTNUT ST., PROVIDENCE 3, R. lI. 
PIONEERS IN WATCH BANDS — FOR OVER A QUARTER-CENTURY 


KESTENMAN BROS. 
Mec. Co. 
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FINESSE BANDS 





WORLD \ 





EASTERN MIDWEST 
Harold Sabin low Houser 
Palmer House, Chicago 104 


New York 





IDE PRAISE! 










< 


TG 


F BEAUTY 


x 


(Rhodium Finish). 
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Beautifully designed in 1/20, 
12k gold filled. Yellow, Pink, White 


Finesse Wristlet Inc. 


JEWELRY CRAFTSMEN 


SINCE 


1903 


36 East 20th Street? New Yorke 3eN_Y. 


SOUTH PACIFIC COAST 
Low Armer A. Rubin 
Poplar St., Atlanta 707 5. B'woy, los Angeles 
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SOUTH AFRICA 


Mox Frank {Pty} Ltd. 
Johannesburg & Capetown 





More than 15,650,000 readers will see 
this ad in “LOOK” April 27th issue 
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Brera Diamond Rings 


‘lq. 7, PO 
906 Chestnut St., Phila 
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Distributed by “Md Stokes zhong 906 CHESTNUT ST., PHILA. 7, PA. 


FOR MA 
MARCH, 1948 67 








% 


4's la 
IT’S THE NEW tect Le via 


BY 


TUDOR 


“The 7- plus Silverplate” 


BY ONEIDA COMMUNITY SILVERSMITHS 
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We are proud to introduce this newest pat- 
tern in Tudor Plate, America’s favorite medium 
price silverplate. You'll be proud to show 
Sweet Briar . . . whose beauty is genuine in 
its unusual depth of design and in the careful 
craftsmanship given to each detail. 


And you'll be proud to sell Tudor Plate... ; 
with its 7-Plus quality features: | 
Heavy Plating * Superior Finish * Popular 
Patterns * Mirror Stainless Knife Blades » 
Solid Silver Overlay * Unqualified Replace- 
ment Guarantee. 


A Great Name in Silverware... 
Oneida Community Silversmiths 
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The BALL Company, 6 North Michigan Ave., Chicago 2 
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A bit of gleaming jeweler’s bronze 
...an artist’s imagination...and voila! 

K & K creates the most exciting new 
compacts of the season, “Golden 
Miniatures”. They’re the just-right size 
for evening bags and the new small 
purses. And no teenager’s charm is more 
cunningly contrived than K & K’s tiny | 
golden heart. Each compact boasts that 2 


The sophisticate of the K & K trio 
— gleaming stripes on the lid of this 
surprisingly new “squeeze-catch” 
compact. Press its sides and the 
top springs back to reveal a full- 
view mirror and spill-proof powder 
well. Retails about $7.95 


EXC. 
\ e=— K & K compacts are nationally-advertised in 

Tooled panels criss-cross on : -° Vogue, Harper's Bazaar, Mademoiselle, 
shining square jeweler’s bronze ni 

ie teliph bas Rn apece in. 96 aan Charm, Glamour and Town and Country 

evening bag. Patented touch- > = 

catch opens the lid at the flick 
of a fingertip, full-view mirror 


and deep, spill-proof powder P = . 
well. Retails about $2.95 NBC —Honeymoon in New York 


CBS —Give and Take 
Look Your Best 


Participating on Radio Network Shows 


Plus a variety of local radio shows 


Cupid himself could 
have fashioned this 
tiny bronze heart 
treasured by teen- 
timers for its trick 
beauty and amar- 
ingly ample powder 
well. There's a heart- 
shaped mirror, too! 
Retails about $1.95 
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KOTLER & KOPIT, INC. 303 FIFTH AVE., NEW YORK 16. Factory: Factory: Pawtucket, R. I. 
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_ exquisitely carved flowers 





reaven-blue chalcedony* and pale, 





opalescent moonstone* combine with golden 






Trifanium and rhinestones in this newest 












tribute to Springtime by Trifari. 
Clip-pins to wear singly or as a pair— 
$15.00 each. Earrings $12.50. 


Tax extra. 
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Your double 
assurance of 
dependability... 


WAICHES (2s 
SPONSORED BY 


\ ’ 


oe Se ae 





ve — st 


, oe ee 














LOUIS AISENSTEIN & BROS. INC. 29 E. Madison St., Chicago 2, Il. 


Ernst Schuler Strasse 6, 


630 FIFTH AVENUE, NEW YORK 20, N.Y. Bienne, Switzerland 


> 
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# PIECE Electip 
ercalaty. 


A complete Electric 2 lceclaler Sel... fact ensr wr te 
teh Scup size ential with electric stove, yeti ese sit 
plus” chrome plated sugar creamer, and 163%" x 114” 


Ww Ww What ‘sles See your customer! What profit possibilities for 
ys HF _ order now for _ delivery. | ee 


“L. LURIA & SON. INC 


The Silver House 
400 S.W. Second Ave. 


160 Fifth Avenue 219 Volunteer Bldg. 
Atlanta, Ga. Miami 36, Fla. . 


New York 10, N. Y. 
THE JEWELERS’ CIRCULAR-KEYSTONB 
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EXPANSION LINKS £43 
BASKETWEAVE DESIG 


! Here’s how MARVEL helps yous 


ES! NATIONAL ADVERTISING 


. - - in Esquire and PIC to 10,000,000 readers 


ES NEWSPAPER MAT ADS 


. « e available from us or your wholesaler 


EE SMART faquitc_ DISPLAY CJ 


. - - available from the factory; write for your. 


9 EYE-CATCHING PLASTIC 


. - - sales-compelling display units 


Expansion links ... basketweave design! The two 
popular watch bracelet ideas now combined in the 
selling MARVEL ‘44’! Get your share of “44” 
and profits ... don’t delay ... order from your wih 
saler — TODAY. 


Se 


» « « and these other MARVEL’S for brisk 


5 (imanvel) od “BIJOU” and “ALEDA” ladies’ expansion watch Bt 
, 33 , TOO! lets; the famous “COMMANDO” expansion 
bracelet for men; ‘’VELLURE”’, “‘WRISTEEN” 
mepPonigs e "44" is the NEW “33” . . . slim, “TOOTSIE” expansion bracelet sets for ladies, 


truly masculine in appearance. . 
44” and the “33” are 1/20 12K Gold agers and children. 


with Stainless Steel backs. 
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...say jewelers the country over 
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Throughout the whole jewelry 
trade, Marvella Pearls enjoy an 
enviable reputation... for consis- 
tent, unexcelled quality, for out- 
standing beauty, for fair pricing. 

Small wonder, indeed, that men 
who build their own reputation 
on integrity, make it a point to 
feature and sell Marvella — “the 
loveliest pearls made by man” 








Available Through Your Wholesale Distributor. 
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No other watch carries a more complete 


whe o 


cuarantee of efficiency... 2 
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flexible balance wheel. 





watch with the 


The only 








The Incaflex is the balance wheel 
with the flexible spiral spokes that 
absorb shocks from all directions 


Home Office: 630 Fifth Avenue, New York 20, N. Y. Chicago Office: 29 East Madison Street, Chicago 2, Il. 
15 
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IT’S THE NEW 





bree Lyriar 


BY 


TUDOR 


“The 7- plus Silverplate” 


BY ONEIDA COMMUNITY SILVERSMITHS 




















We are proud to introduce this newest pat- 
tern in Tudor Plate, America’s favorite medium 
price silverplate. You'll be proud to show 
Sweet Briar . . . whose beauty is- genuine in 
its unusual depth of design and in the careful 
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craftsmanship given to each detail. 


And you'll be proud to sell Tudor Plate... 
with its 7-Plus quality features: 





Heavy Plating * Superior Finish * Popular 
Patterns * Mirror Stainless Knife Blades ° 
Solid Silver Overlay * Unqualified Replace- 


ment Guarantee. 





A Great Name in Silverware ... 


Oneida Community Silversmiths 






*TRADE-MARKS 
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THE A. H. FICKEN COMPANY 
850 EUCLID AVENUE CLEVELAND 14, OHIO 
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Elegantly displaye 

in rich two-tone 
velvet bex | 

with ease! stand. | 


Geis atwe oe 


A differ  » 


& me | shows watchface — ae oe oe Pe ‘ | A | + rn a re 


Completely new — extremely different— 
| | something all your customers will 
® Opeted, it “makes ¢ beautiful, . Ee 2. o - = : es . 1 want to own! ... this beautiful 
and ‘practical boudoir timepiece. ~ a 5 inside’ designed to carry photo. i¢ | watch-lavalliere-locket created by one 

’ Qe oe” of America's foremost craftsman. 
Luxuriously designed for gracious living. 
Cleverly adaptable for'many uses. 
1/20,—12-kt. gold filled, palladium 
filled and 14-kt. solid gold. | 
Also available as a locket 
only without built-in watch space. 


Sages nea 





OR, Em. 40 west cath street, New York 23, N.Y. 
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Ivde Park 
mn 1943! 


SUPPORTED BY INTENSIVE 
NATIONAL ADVERTISING IN 


LEADING MAGAZINES.... 


Get set now for bigger and better 

HYDE PARK watch sales during 1948. 
Because HYDE PARK watches will continue 
to be pre-sold for you in America’s top 
mass and class magazines — in the most 
extensive HYDE PARK national advertising 
campaign to date. And remember — 
HYDE PARK watches sell easily and stay 
sold — because they are second to none 


for beauty and dependability. 


CONSULT YOUR WHOLESALER 


THE WATCH THAT TIMES AMERICA’ 
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CHT Wartcn, COMPANY, 
551 FIFTH AVENUE, new vork 17 





INC. 
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IFIEILGIEIR 
RINGS 


SINCE 1880 


Luadies’ Fine 14K Rings, set with 
Precious and Semi-Precious Stones, 
ornamented with Diamonds, Star 
Sapphires, Star Rubies, Catseyes, 
Oriental Sapphires, Rubies, Emer- 
alds, Tourmalines, Aquamarines, 


Topaz-Quartz, Amethyst, Garnet. 


IFFFD 


Reg. Trade Mark 


F. & IF. FIEILGIER, INC. 


Manufacturing Jewelers 
480 Washington Street - Newark 2, N. J. 
New York Office: 608 Fifth Avenue 


Correspondence should be addressed to Newark, New Jersey 
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A dramatce now’ utter i 
Bracelet AZ Cases 


Score another important “‘style-first” for |.D... 
another outstanding example of original 











thinking and inspired designing! 4 
The new |.D. Bracelet slides > 
over the hand as easily as : 
an expansion bracelet, Né 
yet presents a smooth 
unbroken surface to the eye. " NA 
a 
* 
- pee 
No. 2002 2° ' 
a 
. . No. 2002 104° 
\A Set with Rhinestones 


The finish is endowed with a gleaming radiance 
by the HYLAP process. The NANCA crystals 

are unsurpassed for clarity. Truly, 

these new Bracelet Watch Cases 

are in the best |.D. tradition er ss 
of precision craftsmanship. F ts, 











WATCH |. D. FOR 
BRACELET WATCH CASE 
IDEAS IN 1948. 





Sold to Watch Importers Only 


|. D. WATCH CASE COMPANY, INC. 


137-11 90th AVENUE, JAMAICA, N. Y. 


Creators of BR atch Cases of Superlative Stvle. Beauty and Oualitv 


No. 2000 90 


Set with Rhinestor 






















exclusively 
designed by 
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24 hour 
service on 





all special 
elaelsia; 





The Bridal Ring Co., Inc. presents exquisite 
Hand Carved, matched wedding ring sets 
of unmatched beauty. In Fred Barel’'s 
original designs that include a great 
variety of shapes, curves, and ornamental 
effects—the largest exclusive assortment | 
of Hand Carved wedding ring sets | 

in the country. Sold directly from the 
manufacturer to you. Greater Profits for 
you. Greater Value for your customers. 
Greater Prestige for your store. 


ridall trios 








Newspaper Mats and Counter Cards 


available. | 
87 Nassav Street, New ¥ ork 7, N. Y. 
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distributed thru selected 
Wholesale Jewelers 


Excellent quality and accurate 

timekeeping are distinguishing 

features of Normandie Watches. The 

fine 17 jewel movements are fitted into 
smartly styled and beautifully finished 
cases ... and when you offer your 
clientele Normandie Watches, you are 
assured of complete customer satisfaction. 


Write for illustrated booklet and 
name of nearest wholesale distributor. 





NORMANDIE WATCH COMPANY ° 71 Nassau Street 






inegayecr DISTRIBUTORS 
OVER T 
NE COUNTRY 
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No. W1081 . . Platinum 
fishtail wedding ring set 
with fine diamonds all 
around. 




















No. W1084. . Platinum 
wide fancy wedding ring 
set with fine diamonds 
all around. 
































No. 1244M » Platinum == =a ORM princess ring with 14K 
soli aire ring set with a oe - : ee : SA s : : yellow gold shank set 
fine diamonds. oe oe TRIN & se with fine diamonds. 









































No. W1083. . Platinum 
| prong wedding ring set 
No. W1082.. Platinum jf with five large fine dia- 
channel wedding ring jj@ monds. 

set with fine diamonds jj) @ 
all around. 


No, 1198M . . Platinum 
diamond mounting set 


with fine diamonds. 
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“ ” Reves “th Nitlebore. Ginssae! 
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“ 3 i m Hl] | it ” ($5.00 Keystone) 


HEW and NAAROU 


FULL EXPANSION 





Now, another Bugbee & Niles creation is a sensation in the women’s watch band field. A stylish 
narrow snake-type band that is full expansion. Only one spring. Few parts. Automatic stops 
prevent damage— insures minimum of repairs. Take a ‘‘new look”’ at the watch band market and 
you'll see new business and greater profits with ‘‘Simone”’ at $5.00 Keystone—1/20-12 K. Gold 
Filled quality. Bugbee & Niles products are sold through wholesale channels exclusively. 
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‘CONFIDENCE, based on 
experience, is the key to 
repeat business, and the 
backbone of a profitable 


yee 


retail operation! 





olen, wopreenive ‘diamond aaueun ke focture | Loupe-Tested 
Love Bird Diamond Rings. 


Ea You see, Leunetousd Love Bird is a nationally known, netionelly 
promoted brand name . . . which means that the quality of perfection 
must be maintained at a uniform high. In addition, every Loupe-Tested love _ 
| Bird Ring is critically inspected before it can be placed on the market. _ 
No wonder then, that Loupe-Tested Love Bird dealers report 
remarkably consistent repect-customer business! 











A few select Loupe-Tested Love Bird franchises are still available. 
Franchises include a result-tested dynamic Merchandising Plan 
and traffic-creating point-of-sale-promotion material. For sweet 
profits sake, investigate at once! 
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RING ILLUSTRATIONS ENLARGED TO SHOW DETAIL 630 FIFTH AVENUE, NEW YORK 20, N. Y. ¢ 
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Fine Watches Since 1868 





AS ADVERTISED IN... - 
LIFE-posr- Colliers: fa quince. 


RADIO TIME SIGNALS 





Gotham Watches ; 
Product of (Mlendorft Watch @ INC, 20 W 47th STREET. 





SUCCESSFUL IN 1947— 
_ TRIUMPHANT IN 1948! 





Jewelers selling more and more 
men’s Onyx rings—easily and profit- 
ably —are jewelers who fecture these 
distinguished Remembrance creations 


which are matchless for quality, craftsman- 





ship, beauty, striking design. Available as you 
as them —with initials or emblems, 

with or without diamonds. They went BIG in 
1947 —just watch them go BIGGER in 1948! 


Indeed—there’s no better bet in ONYX rings! 





% 
MMO UIC RING COMPANY, Inc. 


1] WEST 47th STREET, NEW YORK 19, N. Y. 





‘Reg. U.S. Pat. Off. | 
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More than bread 


and butter! 


The Lonville line is not confined to conservative, staple 


















































ge 


’ Ee enalor 
Rolled gold case, 


types of watches. ‘True, these are the foundation of any 


permanent watch-importing business. stainless steel back, 
$24.50* 


In our desire to augment the sales and profits of 
our Wholesalers and their customers, we have included 
popular priced diamond, rhinestone, lapel and bracelet 
watches. The 14K yellow or white gold, diamond 
watches have a special appeal far beyond the typical 


watches in this price class. Beauty becomes a sure sales- 


. td : f ; ee 
man for you. 14K re poi 


extra quality a a 


$62.50* Go. SF | 


Soon we shall show you the new Lonville Work-and- 
Play water- and shock-resistant watches in new cases. 
These are basic year-round sellers. Lonville dealers 


should dispose of a definite number of this type every WHAT OTHER WATCHES 
at these prices, give so much 
_ . - appearance—value—such relia. 
position to deliver watches priced as low as $24.50 to bility and iadineiers pen 

in time 
keeping? Made in Switzerland 
in a factory dated 1873. As a 


gift or to grace your own wrist, 
buy a Lonville. 


month of every year. Your Wholesaler is even now in a 


the consumer, including Federal ‘Tax. 


LANGENDORF WATCH Co; *Fed. Tax Incl, 





Lonville watches are made in Switzerland, famous OFLV Z /, fs ag 

AE CH E CF cmic 

for scenic beauty —and fine watches HARRY RODMAN INC, Sole U. S. Agent 

- . 9. Agen 

The mechanisms are made under All the parts are standardized and °80 Fifth Avenue, New York 19, N. Y. 
one roof—a rare accomplishment interchangeable so that in any civi- 
even in Switzerland, where most lized country a Lonville watch may 

watches are assembled from parts be repaired quickly and at low cost. This advertisement appears in The Saturday 


Evening Post, Collier's, American Magazine 


made by various factories. 
and Cosmopolitan. Our national advertising 


Lonville watches are noted for 


One undivided control and re iabili is , ¥ 
e- reliability and consistency. You ma 

ieee cies Meet , wi assures you of our continued effort to build 
sponsibility governs the rigid, high sell them with assurance that at the goodwill and increase sales acceptance. The 
od ’ Rie 2 a ; . NTe c c ° 
standard of quality in all Lonville prices there are no better watches — extending of the line gives you so many 

re " 4c . e cq ae c / Jd 
watches. and no finer service at any price. more opportunities for sales and profits. 


§°.9.°.9.9.9,9,9,9.0 0.9 0 * 
OOOO OOO CIC ir ar aot OO a ne 
Brera eteetete si atatetste teeter eta atatgtgtgtgth teteteteteh ett eeeerare re tete ns ttehsts%,%,9,9,9,9.% 999.96 0.0% 09 0 0» @ 
OI I i he RN NI ON a ee D SOOO OO OI wn IP PP a a a a a at a ee * 
SOOO Poe etnias stain? 8 .*.8 8,0 0 00 0 ere ois siete ete ests etetetatetetntnts®s*.*L et eee, ee Lem £2.” FK~ }, FF Ee”~ EF  eZPG FF FF QB F£ BQ frm Dy PR em Beetle ee 
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580 FIFTH AVE, Sole U.S. Agent NEW YORK 19, N. Y. 
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“SBICB — Ladies’ ‘case with - 

_ basket weave ratchet brace- 
let. Small opening for 834 
ligne sweep or regular. Large — 
' opening for 834 and 9 ligne 
"sweep or regular. Heavy flat 
‘top. crystal. : ) 





ee. he 83, 

or regular. Heavy flat top 
crystal. Also “available as 
strap or ) 

let model. — 


703L—Ladies' case with sport 
strap. Full opening for 834 
and 9 ligne sweep or regu- 
lar. Heavy flat top crystal. 
Also available as cord or 
basket weave bracelet model. 
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Since LIOO 


HARRY & BEN FRACKMAN 


set 8 BPree &B OAOhUTThUmDTlUCUD 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. : 

















DALLAS ATLANTA 
Emil F. Burger Tracy W. O'Neal 
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Memo to Merchants... 





Travel Alarms in Assorted 
Genuine Leather Cases. 





Desk or Boudoir Easel Alarms in 
Gleaming Chrome Case. Radium Dial. 


That's right! 


You've never sold such design and performance for so 
little! These handsome and accurate Oris timepieces 


combine eye-appeal with moderate prices. 


They have an established reputation the world over 


FAMOUS and are sold with pride and confidence by dealers 
GUARANTEED he 
TIMEPIECES everywhere 


Oris Fine Timepieces — to the consumer $12.50 to 
approximately $25.00. Write for illustrated folder. 








L. HARRIS CO., INC. ° U. S. DISTRIBUTORS ° 665 FIFTH AVE., DEPT. D ° NEW YORK 22, N. Y. 
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WINDOW PLATFORMS - BOXES 
DISPLAYS « SHOWCASE TRAYS 


designed and manufactured by 
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mY ROSS JEWELERS in Mobile, Alabama, typify 
the many sales-minded jewelers all over the 
country who choose Mautner platforms, show- 
case trays, displays, and boxes to sharpen the 
selling personality of their store. Astute jewel- 
ers know that in Mautner display equipment 
they get the finest — at consistently low prices, 









THE MAUTNER COMPANY, 
20 WEST 477 ST., NEW YORK 19, N. Y. 
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THE GREATEST NAME IN THE JEWELRY BOX AND DISPLAY INDUSTRY 
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7600M. Natural 10K 
r.g.p. Steel back. Link 
bracelet. 7 jewels. $27.50 


7608B. Natural 10K r.g.p. 
Steel back. 1/20 12K snake 
bracelet. Domed crystal. 


7 jewels. $29.75 


7608R. Natural 10K r.g.p. 
Steel back. Domed crystal. 


ONALLY 


“IN RHY™M 


Each of these strikingly 


ADVERTISED 


WITH TIME 


lpyerhelabatl Gn. e-lcel elec cesan rletia. 
contains a fine KINGSTON 


movement fully guaranteed 


to give long-lasting, depend- 


able service. 


7609. Natural 10K r.g.p. 
Steel back. Domed crystal. 
17 jewels. $33.50 
9305. 14K gold case.* 
1/20 12K snake bracelet. 
Domed crystal. 17 jewels. 

$49.50 
9374. 14K gold.* * Domed 
crystal. 17 jewels. $49.50 


9382. 14K gold.** 2 dia- 
monds. Domed crystal. 17 
jewels. $65.00 
9384. 14K gold.** 4 dia- 
monds. Domed crystal. 17 
jewels. $100.00 
9392. Natural 14K gold. 
Domed crystal. 17 jewels. 

$52.50 


*available in natural or pink gold. 


9667A. 14K gold.** 
Domed crystal. 17 jewels. 


$55.00 


9684. 14K gold case.** 
1/20 12K snake bracelet. 
Domed crystal. 17 jewels. 

$65.00 


9843. 14K gold.** 4 dia- 
monds. Domed crystal. 17 


$150.00 


‘*available in natural, pink or white gold. jewels. 


17 jewels. $33.50 


Above quotations are suggested retail prices. Write in for our confidential price list. 


LOS ANGELES 
315.W, 5eh ST: 


NEW YORK 
48 W. 48th ST. 
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Stones—genuine and synthetic—of exotic color and scintillating 


beauty! Rich, golden settings expertly styled! No wonder R & $ rings 


appeal to people of discriminating tastes! 


A new variety of R & $ ring creations for men and women 


now available. Display unit and advertising mats free. 


Sold through wholesalers only 


ROTHMAN & SCHNEIDER, INC. 


Manufacturing Jewelers 


2 West 47th Street, New York 19, N. Y. 














; 
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Enticing new fashions in watch bands. Introduced by JB .. . your 
guide to the finest in watch bands. Heavily, provocatively advertised 
as Jewelers’ Best to make the jeweler first stop for watch band value. 


3036-Ladies’ Oval Mesh with Prest-O-Slide Buckle. In 1/20 12 kt, 
gold filled, yellow, pink, white. Retail $7.00 


6060 - Ladies’ La Royale Petite. In yellow, pink, white. Retail $8.50 


3050 - Ladies’ JB Linda. Telescope expansion. In 1/20 12 kt. gold 
filled, yellow, pink, white. Retail $7.00 


7001 -Men’s Royal Champion. In yellow, pink, white. Retail $9.75 


Prices include Federal tax. 


JACOBY-BENDER, INC. 
161 AVENUE OF THE AMERICAS 
NEW YORK 13, N. Y. 





oss.» 


” Sinticnanen eee 
Tae ey aaah A) ths, 


3331 -Ladies’ Round Snake Chain with Prest-O-Slide = 
Buckle. In 1/20 12 kt. gold filled, yellow, pinks. one 
white. Retail $6.00 


6024 - Ladies’ Semi-Expansion Center, Link Ends. Ine 
yellow and pink. Retail $7.50 | 


3035 -Ladies’ Double Strand Square Snake 
with Prest-O-Slide Buckle. In 1/20 12. 
filled, yellow, pink, white. Retail $7. 78 


6050 -Ladies’ La Petite Expansion *: in 
white. Retail $7.00 


Prices include Federal tax. 


- 


60 ) Million Times, JB Shouts 
“SEE YOUR JEWELER FIRST” 
in a Gigantic Spring Ad Campaignin 
LIFE * COLLIER’S 
LADIES’ HOME JOURNAL 


COSMOPOLITAN 
and leading Sunday Supplements 


60 milion advertising impressions to “Se 
Your Jeweler First’, all plugging you, it 
jeweler, through JB’s revolutionary nev 
watch band theme, JB, Jewelers’ Bes 

the watch band America’s jewels 
recommend. It’s a campaign that packs 
whale of a wallop for you this Spring 


YOUR GUIDE TO THE FINEST 
IN WATCH BANDS 


6001 - Men’s Champion eee 
white. Retail $8.50 _ 


AMERICAS, NEW. Y 





Wing dys 0 ig 


_. And you should be ready to meet the increased demand 
Spring always brings to jewelers. The Rings-O-Bliss tray is 
the sure way of satisfying every bride-to-be’s desire 


for a ring which suits her personality. 


Now you may have FREE the Rings-O-Bliss tray that has 
increased jeweler’s sales everywhere. A few days after your 
initial order, your Bliss tray will be selling for you. . . adding 
to your profits. Here’s how: 
The satin-silk lined tray contains a full range of styles . . . sizes 
are represented, doing away with large, costly inventories. — 
Twenty-four hours following your order of almost any size or design, 
that ring is on its way to your store. What’s more, we’ll engrave 
desired initials on any Bliss ring for a very small charge. 
We replace discontinued styles . . . recondition or replace 
trays . ... refinish samples once a year. 
You can invest less than $200 in this sales help that has increased 
ring profits (sometimes as much as 8!% times) for more than | 
2700 profit-wise jewelers. We’ll make 
arrangements. . . send you rings 
suited to your class of customers. 


_ SEND For RINGS-0- 


The new Rings-O-Bliss catalog is coming off the presses. It’s filled with pic- 


tures and descriptions of the exquisite wedding bands and engagement rings 
designed to enchant the bride-to-be. Just write us a letter or card . . . we'll 
mail this valuable sale help by return post. SALESMEN! Add the Rings- 


O-Bliss line to your sample case— AND WATCH SALES CLIMB. Re- a LI S S n j N G C O M PA N Y 


member, you Can’t Miss with Bliss. 29 East Madison Street, Chicago 2, Illinois 
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14K GOLD WATCH CASES AND BRACELETS 


| UNLIMITED CHOICE OF COMBINATIONS AND WIDTHS 











ESTABLISHED R. PEARLMAN, INC. a 


-062/ 
1903 83 CANAL STREET, NEW YORK 2, N. Y. " 
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see your jo 


NANAST COMPANY, INC. 


6219 MADISON STREET. e WEST NEW YORK, N. J. 


FOR MARCH, 1948 





* TRADE MARK REGISTERED 


Spectacular performers... 
in style, in sales appeal, 
in greater volume for you... 
the Ringmaster line for 1948 
is flying high indeed— 
stealing the show in many 


. ’ e 
a smart jeweler's window. 


Distributed through America’s 


most progressive wholesalers 


; 


“Operating Wy, BARDACH @& CO. and &D CHARLES-THORNTON CO. 
Downtown Office 15 E. Washington St. + Factory 448 N. Capitol Ave. « Indianapolis 4, Indiana 


\\\ BARDACH BROS. wc 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking —sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in I4 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 
580 Fifth Avenue New York 19, N. Y. 


SO CO IS, 
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W David Karp/ 
stamp of @thievement . 
bme approval of the lov, 
race. 





| ... exclusive in ¢ 
proudly presents excl 

‘in Distingtive Diamso 

! Rents, Diamonm 

land Wedding 
Wedding Ring 





and Mounting Sets. 


See these David Karp ere 
....and feature them 








31 WEST 47th STREET 
NEW YORK 19,N.Y 
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The new Louis Watches for men and 













women are now ready, modern in design 
and priced for quick profits. Our sales- 
man will be in to see you soon, or you 


can write now for full details. 





ional Advertising 


A big advertising campaign in leading 







women’s and men’s publications will tell 
your customers about Louis, Watchword 


of Time and Beauty. 


Dealer Helps 


The new Louis full-cOlor window and 










counter easel makes your selling easier. 
Write us today for your free copy. To 
help you sell, a complete free mat service 
will be available in 1948 for all Louis 


dealers. 







Louis Watch Company, Inc. 





F I AVENUE © NEW YORK 9 - Ve 
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TENEN BROS. announces the opening 
of its new and larger showrooms and 
manufacturing plant at 36 W. 47th 
St. in New York City. 

If atcmereloltitearolmcoleliiit- mudi m-tile] o)(- 
the Company to meet the ever increas- 
Take mmel-Vailelalomcol@mirm-—ulecolel ual mallets 
Mike iosliate Mmyd-teLellale ME ALileMmelile mm olatelor— 
rings. 

At the same time maintaining its 
alkolaMeciicelalekelgek Mme) MEA al-yame lUlelllAvamelite 
service. 

TENEN BROS. mountings are made 
in 10% iridium platinum and 14K 
white and yellow gold. 

They are available for memoran- 
dum both semi-mounted and un- 
aitelUalicter 








. 


Tenen ‘Brothers 


CT ee ee A ee ee e Ew YORK 19; MN. tT 
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» QUALITY CREATIONS IN EXQUISITE*HARMONY 


or more than a quarter of a century, America’s most successful 


jewelers have relied upon the craftsmen of Seidman for always 


: 
4 


“different” and distinguished creations in Watches, Attachments, | 
Rings and Mountings. Arrangements are made by our repre- 


sentatives, by mail and by visit to our New York offices, 


BELOW ARE BUT A FEW OF MANY EXAMPLES. 


SEIDMAN & COMPANY f[ 


——————< 31 WEST 47th STREET § 





NEW YORK 19, N.Y, 
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serviced 














Anyone ...anywhere...can get ANY part 
for the repair of ANY Pierce Watch! 


When you sell a Pierce Watch you can recommend it to 
your customer with complete assurance that, if at any time 
it should need repairing, spare parts are readily available. 





Illustrated catalogues, containing tables of all Pierce 





Pierce spare parts also are featured in cat- 
alogues issued by such renowned Chicago 
houses and their branches as: 


THE NEWALL MFG. CO. © SCHWARTCHILD & CO. 
C. & E. MARSHALL CO. «¢ HENRY PAULSON & CO. 








spare parts with numbers, names and calipers, are supplied 
free to jewelers for their convenience in ordering. We honestly 
believe that this is the simplest, and most comprehensive 
service of its kind offered by any watch company. 


Write for this Free catalog! 


PRE 


PIERCE WATCH CO., INC. 


FOR MARCH, 1948 
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a new Swiss watch _ 
of the family |. hoe 
at Family-budget prices 






CALENDAR WATCH— 


Since 1888 Certina has meant consistently a fascinating mechanism of great- 
superb quality—a reflection of Pride in our est accuracy. All-steel water- 


resistant Swiss case, steel crown, 
17 jewel movement, luminous 
dial, black or white background. 


Craft. Entire movement manufactured under 
one roof, in Switzerland—in 60 smart designs 


—to retail from only $30 to $70. An appreciated gift. 
DAD’S WATCH—14k gold case. 17 jewel 

movement. 12k gold-filled adjustable bracelet. new 
MOTHER’S WATCH—r.g.p. case. 17 jewel . 

movement, 12k gold-filled adjustable bracelet. profits I 4 
SISTER’S WATCH—r.c.p. case with steel with 





back. 17 jewel movement. 


JUNIOR’S WATCH —10k gold-filled case. 17 


jewel movement. Empire State Building ¢ 350 Fifth Avenue © New York 1, N.%. 


CERTINA WATCH CORP. OF AMERICA 
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LeSTAGE MFG. CO., 


NORTH ATTLEBORO, MASSACHUSETTS 


LeStage Chains are the product of genera- 
tions of chain-making experience. From 
priceless tools, to final assembly, the quality 
of LeStage hand-made soldered-link chains 
is under LeStage control. Jewelers have 
learned from many years of satisfactory deal- 
ings that LeStage quality-stamped, trade 


LeSTAGE Chains 
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KNOWS CHAINS: 





ALC 





marked 1/20-12k gold filled chains are dis- 
tinctively styled — absolutely dependable. 
LeStage makes chains of all descriptions, for 
men and women. Ask your Wholesaler for 
LeStage—your satisfaction safeguard when 
buying gold filled Chains—-Lockets—Baby 


Jewelry—Knives. 


and JEWELRY 


NEW YORK @ 9 MAIDEN LANE, A. H. BETZ 
CHICAGO @ 29 E. MADISON, ALLEN B. PINERO 
MONROVIA, CAL. @ //0 EL NIDO ST., F. J. LOVERIDGE 
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The glamorous Benrus Embraceable 
bracelet-watch that was the sensation 
of 1947 will soon be available in 





that promise to exceed even last year’s 


record-smashing sales peak. 


***EMBRACEABLE” is a trade 
mark owned and used exclu- 
sively by BENRUS. It has been 
registered in the United States Pat- 


ent Office, Registration Number | 
“= The Embraceable 


435,471. No other concern is au- 


thorized to use that trade mark. | rem emb er 1s exclus ive 
with Benrus 


BENRUS intends to take all steps necessary to protect 
its trade mark “EMBRACEABLE” against infringement and 
colorable imitation. 
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New Shock-Resisting 
“ENDURABLE” 


Terrific is the word for the revolutionary con- 
struction that makes the “Endurable” movement 
really shock-resisting. And it’s exclusive with 
Benrus! What a watch . . . what a sales story! 





New Series of 
DIAMOND WATCHES 


On the face of it... America’s most brilliant 
watch. Yes, they’re exquisite . . . they’re exciting 
...they’re popular-priced. No wonder we feel 
they’re headed for nation-wide popularity! 


or Men — New 


21-JEWEL WATCHES 


Another attractively priced, exciting Benrus 
value. These watches are designed to outshine 
and outsell any other 21-jewel watch on the mar- 
ket... and we’re determined to see that they do! 


Each of these sensational new lines will 
be backed by its own hard-hitting promo- 
tion campaign... in typical Benrus style! 
And that means plenty of PUNCH... plenty 
of POWER... plenty of PROFITS FOR ALL. 

Here’s what you can count on from 
Benrus to help you reach new sales peaks: 
intensive national radio advertising; per- 
sonalized radio jingles; window and coun- 
ter displays; booklets; newspaper mats; 
car cards; billboards. 

Feature these sensational Benrus lines 
and keep your sales curve climbing! 


BENRUS means business 


—more than ever in ’48 


*Reg. U.S. Pat. Office 
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How the Fashion World’s talking about Kramer — why, it’s up. 





heard of! Imagine — three Fashion-making magazines buzzing 





excitedly about the diamond-like magnificence of Kramer Jewelry 


VOGUE selects Kramer to s parkle from cover and editorial pages, 


JUNIOR BAZAAR ‘pins’ Kramer on their 


N | | H February cover. 


sorry ~ Now, MADEMOISELLE splashes Kramer 


Jewelry across.a full-color editorial spread 






in March. Such praise... 


} | Yq. . 
. : ig 
VI SELLE gosh, you'd blush too! 


Sieben ses 





SPARKLING JUST AS BRILLIANTLY 
FROM ADVERTISING PAGES 


Gay. captivating ads capture the Fashion mood—giving Kramer's Spring 
line the biggest. most impressive send-off in Kramer history. Full pages 


in VOGUE, MADEMOISELLE and other leading fashion magazines. 





RICHLY BOXED FOR JEWELERS 
IN LUXURIOUS BLACK VELVET. 


A star-studded Spring line . . . pastel 
and colored stones, pearl-and-rhinestone 
pieces. and Kramer’s famous, fabulous 


imported rhinestones. Ask to see a Kramer 





representative. And when you're in New 





York, rush to this town’s most unusual, 






exciting new showrooms. 


raMeEL sewetry 


48 WEST 37th STREET * NEW YORK 18, N. ¥. 
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What rapture in the capture of 
such diamond-brilliance. Rhinestones 
so exquisitely cut, so glamorously 
fashioned, so magically hand-set 
that, on your throat and wrist, 
they seem near-to-bursting 


with radiance. 
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KRAMER JEWELRY © 48 West 37th Street, New York 18. | 
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ULTIMATE BEAUTY IN 
MEN’S EXPANSION WATCH BRACELETS 
Designed hy EVAD 
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HHA ig sey 
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CURVED TO FIT THE WRIST 





Sensation of 1948! Men’s Expansion Watch 
Bracelets with the new masculine massive 
look and full expansion centers ... setting 
a new trend in watch attachment design. 


GOLD FILLED. 
STAINLESS BACK. 


SOLD THROUGH WHOLESALERS ONLY “CONSTRUCTION PATENT PENDING 


STONEWALL PRODUCTS CO. Inc. 


719 Seventh Avenue at 15th Street, New York lI, N.Y. 


WAtkins 9-4874 
M. DIAMOND 


>. GELLER 
29 Madison St., Chix ago 220 W. Sth st., Los Angeles 
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gaa, caftems Like charms for ber bracele 


or jewels for her lapel . . . a> woman collects 





theres a year round market for Superb compacts! 












beautiful compacts. Small wonder, then, that 
| 
| 


Each style is a ‘collector s item’ in its own 
right... made by jeweler-craftsmen . . 


designed for love at first sight: 





CIGARETTE CASES 
COMPACTS | 
| 








ora $i: Deen a DO! Oe 



















SAT. EVE. POST 
COLLIER’S 
ESQUIRE... VOGUE 
MODERN ROMANCES 
TRUE EXPERIENCES 














'T will be reached by Rima ads in 





HARPER’S BAZAAR PHOTOPLAY 
TRUE. CONFESSIONS MOTION PICTURE 
TRUE ROMANCES MOVIE STORY 
TRUE LOVE STORIES MODERN SCREEN 
SCREEN ROMANCES RADIO MIRROR 


Rima... always first with timely merchandise . . . 

_ the biggest national advertising campaign in its 
he history —noteworthy, salesworthy ads in the most 
influential national publications in the country! 
And the result is bound to be an ever-growing, 
ever-more profitable Rima volume for you! 











BOG FIFTH AVENUE, NEW YORK 2O.N. Y= 
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THREE-WAY SET 


FEATHER-LIGHT and FASHION-RIGHT! 


Can be worn as individual brooch, choker, or 
pendant necklace, with matching earrings. Very 
light weight necklace, available in assorted sizes. 
All units in either white or yellow 1/20 12 karat 
gold filled. Set with best quality stones in choice 
of clear or brilliant colors. 


FROM NANCY LEE—FOR OVER HALF A CENTURY 
MANUFACTURERS OF BETTER GOLD AND GOLD FILLED JEWELRY. 


1/20 12 karat gold-filled bracelets, chokers, pendants, 
watch bracelets, chatelaines, and earrings. Complete sets 
or single pieces. 


Distributed through the better jobbers. 


PROVIDENCE STOCK COMPANY 


rawvVriBpENCE, RHOVE ISLAND 


21 Maiden Lane 29 E. Madison St. 1047 Flood Bldg. 
NEW YORK CHICAGO SAN FRANCISCO 
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The precision accuracy of POST’S superbly-made 
seventeen jewel Swiss movements . . . the 
handsome design of POST’S magnificent dials 


and cases .. . the prestige and selling power 





of ‘‘America’s Most Distinctively Styled 
Quality Watches,” nationally advertised .. . 
the tremendous variety of dress and 

utility watches, ranging in price from 


“All Post Watches are pre- $39.75 to $1500.00—all combine to give 
tested and timed by Western 


Bhentete Timer POST watches ready consumer acceptance. 


Write today for illustrated catalog. ad Or) 57 





Prices Include Federal Tax 








AY 
Trade Mark Reg. f, 
deer too | Lewd 
POST Watch Company, Inc. © Dept. 1JC, 607 Fifth Avenue * New York 17,N.¥. 
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AUTOMATIC LIGHTERS 
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COMPACT S 





The plastic Mortarboard 
= . box has a hinged cover. 
20 civ 4 | The tray holding compact 
or lighter lifts out, leaving 
a useful, velvet lined box 
that makes a lifetime sou- 
— . venir of a great event. 


















Either Lighter or Compact 
. plus Mortarboard box 


| | retails at $5.50 










— §& , | Newspaper mats of these two il- 





eS ee lustrations are available for your 


- oe : — oe - = own advertising. Ask for them 
| | : — : : when you place your order, 














watch cases 





ne in the Country 











$$ 


) 
| 


For the Man of Distinction 


our Diamond Dial watches 


are a prized possession. 


Individualism is the essence of 
style ...and Platinum Watch 
Cases and Attachments 
created by Frank Levine 

are distinguished for their 


superb style-flair. and 


exquisite craftsmanship. 


; ; i ais vel 


Manufacturing Jewelers 


48 West 48th Street 
BRyant 9-3911 New York 19, N. Y. 
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LIFETIME GUARANTEE* 

















-anorue (///) CO-OPERATION with the Jewelers of the Natioy 


The Finest Name in Men’s Watch Bands 


OLal2E#, 












7 


KOMEIT 











A fine band makes a good watch better ...and Ry i 

makes an extra profit for the retailer. Make =" Xb 

every watch sale a tie-in sale. Every customer S ) 
will appreciate the unique adjustability of 


Forstner’s famed Komfit band . .. Fits the wrist 


to exact size. Enduring quality ...smart custom Excellent Retail Values .. 

appearance. A sales leader you'll be proud All Stainless Steel, $6.00 

to feature always ...nationally advertised 1/10 14 Kt. Gold Filled, $15.00* 
and universally demanded. Also 10 Kt. and 14 Kt. Gold 


*Fed. tax not included 


WM eonixow s GAUL, INC. 


WHOLESALE JEWELERS 


UNION PLANTERS BANK BUILDING...MEMPHIS, TENNESSEE 
New York Office: 580 Fifth Avenue 
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* Graceful hinged bracelet of 
sterling, engine turned and del- 
icately Hower-engraved by hand — 
one of many attractive numbers in 
the Ballou line. Available in 
several widths. 


B. A. BALLOU & CO., INC. *® ESTABLISHED 1868 * PROVIDENCE 2, R. I. 
NEW YORK CHICAGO SAN FRANCISCO DIRECT TO RETAILERS 
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CARL-ART, inc. 


MANUFACTURERS of CHAINS and JEWELRY 


PROVIDENCE - RHODE ISLAND 
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sparkling, modern creations 
in chrome and fine glass 








SNAPS OFF —- Oj 















See 
AZ} SNAPS ON 
a (pat'd) 


strikingly different table 
accessories and hospitality sets 


that sell fast year-round! 


Krome-Kraft not only offers you an 


No. 5990 COCKTAIL SET — Ultra. 
modern meta! shaker—11/, aft, 
Six 3-o0z. glasses with snap on- 
off chrome holders. Amethyst, 
amber. Oblong tray. 

(Below) No. 5566 figurine com- 
pote. No. 5569 chrome pedestal 
compote. No. 5564 candy dish. 
All in amber or amethyst. 


impressive line of quality giftware unmatched 
in beauty or utility, but one that does not 


duplicate anything else in your store! It’s a 





fast-moving line of lustrous non-tarnishing 
chrome and fine hand-made colored 
glass. Patented chrome holders protect the 


glass, snap off -on for easy cleaning. 


Sack 


Some Krome Kraft items, as shown below, are 
in chrome only. Send today for 


descriptions and prices of complete line. 


15 Crosby Street, New York City 
NATIONALLY ADVERTISED 


No. 5654 CHEESE DISH — Duchess 
Filigree design—10” pierced plate. 
Crystal dish with cut cover 5” 
diameter. 

No. 5490 BREAD TRAY — Pierced 
design edge with etched center. 


No. 6097 SILENT BUTLER — Chro- 
mium plated round shape. Walnut 
handle, diameter 6”. Beaded edge. 
No. 6098 SILENT BUTLER — Chro- 
mium plated oval shape. Walnut 
handle. 7” x 5” excluding handle. 
































No. 5874 SALT AND PEPPERS — Colored glass liners; snap 
on-off metal holders. Ht. 31/.". Amber, amethyst. 

No. 5450 SALT AND PEPPERS — Gay jug-type containers. 
Snap on-off holders, 21/2" high. Amber, amethyst. 

No. 5454 CONDIMENT SET — Tilted colored glass oil and 
vinegar, and salt and pepper liners in patented snap on- 
off metal holders. Colors: amber, amethyst. 
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ELIGHT cusToO 


EEDY ENGRAVING” 
Beerman’s Jewelry Co., Long Island City, N.Y. 


“We have won many new friends with our New 
Hermes Engraving Machine. Customers are de- 


lighted to receive immediate engraving service 


right in our own store. The machine is foolproof, 
easy-to-operate and lends prestige fo OUF 
operation.” 


ENGRAVING ELIMINATES 
RETURNED MERCHANDISE 
e Makes everybody an engraving 


expert. 


Engraves on jewelry, fountain pens, 


silver flatware, watches, compacts, ef. 


SEND FOR DESCRIPTIVE FOLDER MODEL G 


"S Finest ENGRAVING MACHINE 
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A NEW LONGINES HONOR 


UNITED STATES OLYMPIC COMMITTEE 
Selects Longines as 
I948 U.S.OLYMPIC TEAM 


cares 


(D 
SeeMirldi STtonoted Walch 


A LONGINES-WITTNAUER PRODUCT 
































LONGINES IS tHE WoRLD’S MOST HONORED WATCH 





LONGINES 
Wiudé- Reuned in Sport 


Longines, official watch for the 1948 U.S. 
Olympic Committee, is also official watch 
for timing championship sports events in 
all fields all over the world — football, 
big-league baseball, track, swimming, skiing, 
boxing, basketball, rowing, Gold Cup Motor 


Boat races, International Polo matches, etc. 





LONGINES 
Mast Sneed Walch at Worlds Doin 
and. Sotnationnt Crifosilions 


Longines is the only watch ever to have won 10 
World’s Fair Grand Prizes and 28 Gold Medal 
Awards in international competition with 


the leading fine watchmakers of the world. 





LONGINES 
Most ; Waleh in Swinton 


Used by: virtually all the great fliers of history; 
official watch for the National Aeronautic Asso- 
ciation for timing world records: Thompson 
Trophy Races, Bendix Trophy Races; etc. 





























LONGINES 
Ted by _ | ae 


Winner of highest honors from observatories 
at Geneva, Neuchatel, Kew-Teddington, Wash- 
ington, and elsewhere, for chronometers, deck 
watches, chronographs, pocket watches, and 
wrist watches. Winner of the highest award in 
the wrist watch class in three successive compe- 
titions at Neuchatel Government Observatory. 





LONGINES 
Honored by Great Explorers 


Used by Admiral Byrd on his North Polar and 
South Polar Expeditions, and by the Duke of 
Abruzzi, Sir Hubert Wilkinson, Raoul Amund- 
sen, and other great explorers in historic ex- 
plorations to remote parts of the entire world. 





LONGINES 
Saeed by World Aecof lance 


Longines watches are sold and serviced in every 
civilized country, North, South, East, and West, 
throughout the entire world. There are long 
established Longines agencies in 77 countries. 
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Manlreal Gupetnt 
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#246: 8-DAY Camera Travel Watch with 
ALARM. 15J. Super, gold-finish. Applied gilt 
numerals, luminous dots and hands. Stem wind. 
Size 4”x214”, Genuine Leather. 
#244: (not illus.) Same features but Ql 
Folding Case. 


Keystone—$64.00 
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#326-A: 8-DAY, elegant Boudoir watch with 
ALARM. 15J. Silver dial, luminous dots and 
hands. Applied gilt numerals. Size 3”x3”. Separate 
genuine pigskin case. Perfect for travel. Watch 
beautifully finished in gold-finish. 


Watch: Keystone—$50.00 
Pigskin Case: Keystone—$7.00 


#287: 8-DAY, Folding Travel Watch with 
ALARM. 15J. Key wind. Radium numerals and 


hands. Genuine Leather. Size 3”x3”. 


#286 (not illus.) Same features but Camera 
Case. 


Keystone—$45.00 
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Nationally Advertised in Leading Consumer Magazines 


Our Service Department has a full line of replacement parts for all Angelus timepieces 


nd CHRo 
LOCKS ; Since 1891 NOGRAPHS CANADA: Paul Hefer Ltd., Montreal 132, St. James St. West 


for PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes 
are molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with 
beautiful colors of velvets. - 


Write for prices and information on additional 
numbers 


Sold through leading jobbers in U. S. A. and 
Canada 








NDARD NOVELTY BOX CO., INC. 
: Gerard Avenue, New York 51,N.Y. — 


Chicago Office: 29 East Madison St. H. A. BREDEL, Representative 
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START RIGHT 


WITH 


MAKEPEACE QUALITY 


GOLD FILLED AND ROLLED GOLD PLATE AND SILVER 
PALLADIUM AND PALLADIUM FILLED 


FROM WHICH WE MAKE 
FANCY WIRE AND TUBING BRACELET WIRE AND TUBING 
BEADS, BALLS AND TAPERS SPECIAL FINDINGS TO ORDER 


GOLD AND SILVER SOLDERS 


& 
Your inquiries are cordially invited 


D. E. MAKEPEACE COMPANY 
MAIN OFFICE AND PLANT, ATTLEBORO, MASS. 


NEW YORK OFFICE, 30 CHURCH STREET /“ 
CHICAGO OFFICE, 55 EAST WASHINGTON STREET 4 











Largest Selling Item In MARCASITE JEWELRy 
TIE HOLDERS 








acy So Dnt be) (© a ae, & 


$12.60 KEYSTONE 





$14.40 KEYSTONE 


709 —$13.50 KEYSTONE 712—$14.40 KEYSTONE 


An ideal personalized gift for men—most appropriate for Father's \ 
Day, Graduations, Birthdays, Anniversaries, the Best Man and 
Ushers at Weddings. 
Hand set, genuine Marcasites, in Sterling Silver Mountings—Rhodium 
Plated. 
We also make a distinctive line of Marcasite Earrings, Bracelets, 
Brooches, Rings, Pendants and Cuff Links. 
All goods will be shipped the same day that the order is received 
at our factory in Newark. 

Write for copy of our forthcoming New 24 Page Catalog. 


FRIGERIO DIAMOND TOOL CO. 
Manufacturers of ge oe Marcasite Aewelry 


Vo SAPATST IE STREET NEWARK 5, N. 
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LEADING JEWELERS 
and DEPARTMENT STORES 


in NEW YORK STATE 


are featuring 


PACTITC 
(fio bid 


ACTUALLY PREVENTS TARNISH! 





Pacific Silver Cloth covers the country! Wide-awake jewelers and department 
store buyers in towns and cities of all forty-eight states have discovered how 
much Pacific Silver Cloth can do for sales volume. Of twenty-two stores inter- 
viewed in Syracuse, Rochester, Utica, Schenectady, Troy and Albany, twenty now 


carry Pacific Silver Cloth. Here are the reasons they give, in order of importance: 


It is the only cloth which actually prevents 
tarnish with lifetime effectiveness. 
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It makes silver easier to sell by removing 
objection to polishing. 

It adds a profitable line to the store. 

It creates customer good will. 

It gives the dealer an extra sales feature and 
talking point. 


Ma “OO ara ante eaencntaea tase 5 It crea tes store traffic. 
It preserves the natural sparkle of gift silver 


\ LOy @ |) snags 
— a a. MT It preserves factory-bright quality appear- 
se PO iecmy os, ° ° ° ° ° ° e 
3 al ance of silver, eliminating the repolishing job 
j for busy dealers. 
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ser can ‘ j Women know about Pacific Silver Cloth, look for it, and ask for it. They read 
a ' Pacific Silver Cloth advertisements in nine leading women’s and home maga- 
zines. Ask your distributor about chests, bags, rolls, wraps and packets made 
with Pacific Silver Cloth or send us the coupon below. 


*This is #9 of a series covering major cities 
Previous surveys showed similar results in 26 Eastern and Middl... West cities. 


. 
4 NR nr, 


PACIFIC SILVER CLOTH IS BEST BY TEST 


This is what happened to five gleam- 
ing new spoons in a tarnish test* 
conducted by the United States Test- 
ing Co., Inc. Only Spoon A, protected 
by Pacific Silver Cloth, retained its 
original sparkle! The other four 
spoons, though wrapped in various 
“anti-tarnish’’ and “tarnish - proof” 
cloths, did tarnish as shown. 


“Test #70448, Mar.6,'46 (photos absolutely unretouched) 





















: PACIFIC MILLS, Decpartment JC 3 : 
cMtnt em > s 214 Church Street, New York 13, N. Y. 5 
‘S'Gu aranteed b K> - Gentlemen: I am interested in [)wraps, [ichests, [hollow ware bags, [J place-settingrolls,{’ pack- ! 
3 ets made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. : 

Good Housekeeping : 
* 40 as s NAME 
TAs ADVERTISED qut® ee ae ew ee ee eee ee ee ee ee ae ee ee ee ; 
g POSITION... cccccccccccccccccccccccccccceecccccese BEGOs 2 ccccecasvcvedsceesescgansesas . 
Pacific Silver Cloth is guar- © CG .. .. avearsennihttine atenin ike cewn beilet ween ane es eee ee ‘ 
anteedby Good Housekeeping 8 1 
as advertised therein, and it STREET ADDRESS... ccc ccc ccc cc cece ccc cc cccccccc cece ccc cc cece cc ceseccccccesescecesceces : 
is recommended by leading g CITY. .cccce 0666064004080 00860 seeeas Wa é 606 04 sseedsu’ SRA kk cecicccdccscncenéeatasse . 
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It saves customers hours of silver polishing. ° 




















A true refiector with an ts ee | iz 
concave surface, SHORES” ey teal 
show YP the full brilli - oe ar am SERIES 
of the diamond. Not A, 

following special feature 


1 __pOUBLE REFLECTOR ? 
ed into base. just $s 


and solder 
shank and ring 's made 


setting on 

2 —STRONG SINGLE SETTING BE! ‘ee ‘ _ < 

gher than ysual Te “oem & f-) 
TOP VIEW 


this is Pott of reflector, hi 
se a bead. 


in setting- Plenty of metal to ral 
4 —SHANK SIDE 15 FLAT AND SOLID for easie 
especially for Palladium Settings: 

4— OBLONG BASE .-- wider shanks © 

5 —WIDE RANGE OF DIAMOND SIZES: 05 .10 
Note the 5 point spread between 


Gold, Palladium on 


EXCLUSIVELY 


pRODU CERS OF 
G BLANKS 


¢ soldering --- a desirable feature, 


an be ysea on.small sizes: 


15 .20 25 .30 30 - 


widely ysed sizes- 


d 10% \rid-Platinum. 


45 .55 -629 RY 


Available in AK & 18K White 


ome lal- MANUFACTURING TRADE 


WE ARE ONE OF THE LARGEST 
SEAMLESS GOLD WEDDING RIN 


ALS SPECI 


11 Vincent Street 


PRECIOUS MET 


$s 
a E 
& s eg $s 
a 
x 


CULAR-KEYSTONE 





Two stand-out offerings in Francine 
Zircon Rings specifically designed 
for profitable Spring promotions ... 
These rings feature selected Zircons 
of fiery brilliance and color, set in 
exclusive 10 Kt. Gold Mountings... 


Their low prices assure unbeatable 





value and worthwhile retail volume. 







9 - 
Mashing Valyes for Profits and QU 


A memo packet of these two 


MANUFACTURING JEWELERS | 
16 West 45th Street, New York 19. 


rings will be sent to wholesalers 


on request. Also inquire about mats 





of these rings for newspaper ads. 
Ladies’ and Gents’ Stone Rings - Fraternal Rings - Platinum Mountings 








FAMOUS NEW HAVEN CLOCKS - 


‘The Right Time Since 1817'' 


HALO ALARM CLOCK—Exquisitely designed case in ivory finish (34, 
inches high). 30-hour spring-wind alarm, single key winds both clock and 
alarm. New Haven’s exclusive Vital Nerve Center (compensating hair. 
spring) makes it keep better time in all types of weather. Luminous 


hands and numerals. Unbreakable crystal. 


Price to Consumer $7.95 plus tax Your Cost $4.77 


IDEAL ALARM CLOCK—Beautiful, new all-purpose alarm clock. 
Simple modern lines and gorgeous gold finish (314 inches high). 30-hour 
spring wind alarm; single key winds both clock and alarm. New Haven’s 
exclusive Vital Nerve Center (compensating hair spring) makes it keep 
better time under all weather conditions. Luminous hands and numerals. 


Unbreakable crystal. 


Price to Consumer $7.50 plus tax Your Cost $5.00 


PULLMAN TRAVELING CLOCK—Beautifully designed timepiece, 
encased in genuine leather (stands 3)4 inches high). Choice of red, brown, 
black or green, in compact folding case with gold-finish metal trim. 
Unbreakable crystal. Luminous hands and numerals. 30-hour spring-wind 
movement. New Haven’s exclusive Vital Nerve Center (compensating 


hairspring) makes it keep better time. 


Price to Consumer $6.95 plus tax Your Cost $4.60 


PORTIA ALARM CLOCK—Perfect boudoir alarm clock! Transparent 
lucite case covers pink-flowered gold-finished quilting. Base and metal 
rim also have gold-finish. (Stands 334 inches high.) 30-hour, spring wind 
alarm; single key winds both clock and alarm. New Haven’s exclusive 
Vital Nerve Center (compensating hairspring) makes it keep better time. 


Luminous hands and numerals. Unbreakable crystal. 


Price to Consumer $7.50 plus tax Your Cost $5.00 








Free Advertising Mats, Counter and Window Displays 


BROWN & SON, INC. 


Wholesale Jewelers 


723 CHESTNUT ST. PHILADELPHIA 6, PA. 
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FAMOUS NEW HAVEN WATCHES 


"The Right Time Since 1817" 
























“DICK TRACY” WRIST WATCH—This perfect first-watch gift for 
children features the famous detective character, “Dick Tracy,” on its 
dial. Traditionally good value—backed by the unique New Haven guar- 


antee! Exclusive New Haven compensating hairspring makes it keep 





better time under extremes of heat and cold. Chrome-plated, tarnish- 


proof top and stainless steel back. 





Price to Consumer $6.95 plus tax Your Cost $4.87 


BRANTFORD WRIST WATCH—Chrome-plated top and stainless steel 
back. This rugged timepiece has New Haven’s exclusive Vital Nerve 
Center (compensating hairspring) which makes it keep better time in all 


kinds of weather. 


Price to Consumer $7.50 plus tax Your Cost $4.85 
Luminous Dial $8.75 plus tax Your Cost $5.65 





“ORPHAN ANNIE” WRIST WATCH—\tThe ideal children’s first-watch 


gift—features the famous comic character “Orphan Annie,” on its dial. 








Sturdy and reliable—backed by the famed New Haven guarantee! Exclu- 
sive New Haven compensating hairspring makes it keep better time under 


extremes of heat and cold. Chrome-plated, tarnish-proof top and stainless 
steel back. 





Price to Consumer $6.95 plus tax Your Cost $4.87 





NEW HAVEN 7-JEWEL WRIST WATCHES—Lowest priced American 
Made 7-Jewel Wrist Watches. Smartly styled, reliable timepieces—backed 
by the famous New Haven guarantee. Each watch has New Haven’s exclu- 


sive Vital Nerve Center (compensating hairspring) to make it keep better 





time under all weather conditions. Chrome-plated, tarnish-proof top and 


stainless steel back. 





Price to Consumer $10.75 plus tax Your Cost $6.19 
Color of Natural Gold $12.50 plus tax Your Cost $7.15 





Free Advertising Mats, Counter and Window Displays 


BROWN & SON, INC. 


Wholesale Jewelers 


723 CHESTNUT ST. PHILADELPHIA 6, PA. 
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PUT Cun. 


ON YOUR WRIST 


AS 


Step into spring with 
this lovely new wide 
bracelet creation. Of 
sterling silver, it’s com- 
fortable to wear, will 
add dash and verve to 
your costumes. At your 
jewelers. 


a , (RY 
Yes, Vogue, Glamour and CAVAMSRES 


the latest Catamore bracelet \ | ” a me PROVID ENCE 3° Role) 
are naturals for feminine sales! ~~ | >. 4 


It will be love at first sight when 
they see this sterling silver, grace- 
fully distinctive Catamore bracelet in 
your display case. 


Ads appearing in spring editions of Vogue 
and Glamour will start women reaching 
for this new Catamore creation. It’s got 
eye-appeal, it’s comfortable to wear, 
it’s going to sell fast. Order from your 
wholesaler today. 





CAIANORS, 


(endo Leman 
e231 PINE STREET ¢ PROVIDENCE 3¢Rele 
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Handsome | NEW 


Line of Cuff Links 
in 10K and 14K Gold 


PH ILIPS 


j 





; 


proudly presents 


| its fast-selling 
| NEW 











) arat Gold Jewelry 


A wide selection of smartly 
styled designs in each style. 
All engine-turned. Superb 
quality at popular prices. 

. PLEXIBLE type. Exquisitely con- 


structed, with beautiful, engine- 
turned design. 

. ACTION type. Cross boar turns for 
quick insertion. 


. DOUBLE-FACE type. Both sides 
beautifully engine-turned. 





Smartly Styled Line of Jewelry 
for the Gentleman 
in 10K and 14K Gold 


Beaseled back for 


in 10K and 14K gold. ag a 


DISTRIBUTED THROUGH WHOLESALERS 


PHILIPS mec.co. 


SPRL ENV Wy -W4 1.16) -m:] vole) dma 6, %. ¥. 


MAKERS OF GOLD JEWELRY 





SIDNEY GELLER, 29 E. Madison St., Chicago 


eo -_Pr me a ee ~__ th 


JUVENIA for prestige 
The ARITHMO 


Retails at $98.50 F.T.1. in steel 
$292.00 F.T.1. in 18K gold 


An excellent timepiece with an 
accurate patented slide-rule. 


An dell elt= of JUVENIA'S glertness in 


presenting new items which bring pres- 
tige customers to your store. 
One of a complete line of ladies’ 
and men’s watches in steel and gold, 
: magnificently designed in exclusive 
Mv g cases, to appeal to your luxury-minded 
Fcustomers. Exquisitely styled to win 
; ip restige with your coveted prospects... 
Sj to maintain prestige with your cherish- 
fed customers. 
To retail from $63. 
A descriptive booklet of the ARITHMO 
will be mailed at once upon request. 


JUVENIA WATCH AGENCY, INC. 


we <6 -— 604 Fifth Avenue, New York 20, N.Y. ¢ Juvenia 
* 
ACCURACY AND ELEGANCE SINCE 1860 Factory at La Chaux de Fonds, SWITZERLAND. 
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ENTIRE COLLECTION ON VIEW 
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Tremendous Variety 1n Men’s Rings 


With Plus Values that 
Make Them ‘Best Sellers’ 


Uncas is famous for the extent of its line — in men’s popular- 
price rings — as in other classifications. Here are six typical examples 
that show why. They represent extra value at low cost. Items like 
these are in tremendous demand all over the country, and Uncas 
meets that demand! 


You will find the U-Arrow symbol not only on rings but also on 
costume jewelry, novelties and plastics. Look for this mark — it 
means you need look no further for products that sell fast and 
stay sold! | 


1/20 — 12K 
Gold Filled 








AANUFACTURING CO, 
623-631 Atwells Avenue, Providence, R. I. - 


Established 1913 
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Chicago Representative: H. S. Rubin, 29 East Madison Street Les Angeles Office: 707 South Broadway 
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THE VZ2/W LAIGLON FOR MEN 


Here’s the newly-styled’ watch bracelet that justifies your 
confidence in L’Aiglon dependability. Leading its field in 
style, quality of materials and efficient design this new 
L’Aiglon bracelet is just what your customers want and 
expect. 





tn 1/20 - 12 K Gold Filled in yellow or pink gold with stain- 
less steel back . . . also stainless steel front and back. The 
links are newly styled, fittings scientifically designed, and 
the springs are non-corrosive stainless steel. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
36 GARNET STREET *© PROVIDENCE, RHODE ISLAND 


REPRESENTATIVES IN NEW YORK * CHICAGO * LOS ANGELES 
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STERLING SILVER CREATIONS 














Our new, modern plant enables us to offer you 
: now a wide assortment of sterling baby-ware. Only 
a few items are illustrated. Write for full information 
about our line. Inquiries invited from wholesalers. 


Derepk M Stents 


MANUFACTURING SILVERSMITHS 


723 Sansom Street 
Philadelphia, Penna. 
Miami Los Angeles Chicago New York 








Beautifully 
chased comb and 
brush set in ." | = | : 
sterling silver — 

with nylon 

bristles CB-] 
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Pol 


V4 | 
N e 
Vary cepee 


Birthdays mean gifts. Gifts mean 
sales — so every day, this famous qual- 
ity line of little-girl jewelry offers you 
a perfect sales opportunity — for every 
day is some little girl’s birthday! 


With a different stone for each 
month, the personalized appeal of her 
birthstone is irresistible in dainty 
lockets and matching bracelets — 
heart-shaped or round — to sell as sets 
or single pieces. 


Handsomely crafted in 1/20 14K 
gold filled, firmly set with colorful, 
high quality synthetic stones. 


Popularly Priced 





Sales are Born with 

\ 

Baby Snocks- 
BIRTHSTONE JEWELRY 


waa 8 a" es Ce PR rrr **e es 8 eee en ee **-. Se ROGERS: 


ORDER NOW THROUGH YOUR JOBBER! 









- 


Pre near ah ahah ere a ete Sete erate ahah tea ehat ete eater shah Selena hearst st atatitrareta! “J 




















LEVY-ANDERSON COMPANY 


45 .Baker Street 


Providence, Rhode Island 
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NO. 219 PILOT MODEL 
BAROMETER $12.00 


A s 
7 TU Ue 


WEATHER INSTRUMENTS 


sss 









eee8s 







sk we ae = © 


friendships are already made 
f hy — a - x NO. 103 JUNIOR MODEL 
INDOOR-OUTDOOR THERMOMETER—HYGROMETER 
or you t roug a vertising THERMOMETER $7.50 $2.00 













| WARM 


in leading nationai and sport magazines. 


These readers are.... 





prospects, because they remember the 
famous AIRGUIDE name on these 


6 b | 
ever-useful weather instruments. They re NO. 505 COMMODORE MODEL COMBINATION UNIT 
$18.00 














known everywhere for high caliber 


workmanship, reliable performance and superb design. 


Don’t be left out in the... . 


ry by failing to cash in on this famous Bp: SS ~~ 
name and national advertising ), Latte 206, 





support. For prestige and profit alike, smart “s10.00 
dealers all over the country display the 

AIRGUIDE line. Forecast your sales now by sending 
in your order for the fall and winter season. 


NO. 203 OXFORD 

MODEL BAROMETER— 
FEE AND STEMWEDEL, INC. MODEL BAROMETER— 
2210 WABANSIA AVE., CHICAGO 47, ILL. 















NO. 210 FORECASTER 


| 2 ;. 9 — BAROMETER $9.00 
a * : 2 : | 
Be ‘ a a < ‘Ys a / 4 


NO. 401 PITT MODEL 





The Complete Line of Weather Instruments eo 20 cuecce. uae 
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IN CONJUNCTION WITH OUR FIFTIETH ANNIVERSARy 







Al nn ouncing 


THE FORMAL OPENING OF OUR 
NEW YORK STATE DISPLAY ROOMS 


IN 


Syracuse 





To facilitate buying and to render speedier service to 
our expanding list of retail jewelry stores throughout 
New York State, our Syracuse showrooms will display 
at all times newest and best-selling merchandise from 
world-famous resources. Under the personal super: 
vision of Aaron A. Alberts, the complete services of this 
ofice and abundant stocks of quality gifts, invite your 
early consideration. Make this centrally located, air- 
conditioned showroom your headquarters when in the 
vicinity. A cordial welcome awaits you. 


L, HLERERTS SONS, INC. 


Wholesale Jewelers 


Second Floor Eighth Floor 


Empire Building 373 Washington Street 


Syracuse 2, New York Boston 8, Mass. 
Phone: SYracuse 2-3508 Phone: Liberty 2 -251 : 
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ASK FOR OUR LATEST FOLDER 


e line of 14 kt. Ladies’ and IMen's Watch Cases—Watch Attachments 


Chokers—Signet Rings, etc. 
@ Jewelry Manufacturers 


Complet 


13, 


New York 


82 Bowery, 


FRANKFURT CO. 


L. 


948 
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Always Sold 





Once Told.. 


A little bit of information nets a lot of sales... particularly 


with Gold Filled jewelry. 


Strange as it may seem, not enough people know enough facts 
about the value of Gold Filled jewelry. But those who are 
told... those who know that Gold 










HARD COMPACT 
LAYERS OF 
KARAT GOLD 





Filled is made the “Old Sheffield” 
way, with layers of Karat Gold first 


permanently fused to a strong sup- 

























porting base and the combination 
then rolled under great pressure ... are permanently sold on 


the merits of Gold Filled jewelry. 


So tell more and sell more. Pass the word along that Goid 

Filled jewelry, although popularly priced, is quality jewelry 

in every sense of the word. You will be repaid many times 

over in sales .. . repeated sales, year after year after year. 
Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE 1, RHODE ISLAND 
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ou maxim mum ‘paction * tiiniesg behind the workman- 
ip f all our products. We give you brand name packaging, 
advertising aids, repair work and special order service. 


: po NOT HESITATE TO ASK US TO BE OF SERVICE 
in any of the above capacities. We invite your inquiries regard- 

ing the many other products we make, sold directly to the 

retailer: men’s and ladies’ gold rings, silver rings, rhinestone 
chokers, pendants, earrings, bracelets, pins and ladies’ rhine- 
stone watch attachments. 





WRITE FOR CATALOG OF ILLUSTRATIONS 
of our 1/20 — 12 Karat gold filled genuine cameo brooches 
priced to you from $2.50 up. 





GMMAIiho 


SAMMARTINO BROTHERS COMPANY 
PROVIDENCE 3, RHODE ISLAND 


*Copyright and Patent Applied for 
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Shier” 


“Write for name of 
nearest distributor. 








A definite step forward 





ratchet construction ... the 
product of years of research 
and development. . . a ratchet 
that has greater tensile strength 
for longer service and satisfac- 
tion, permits complete adjust- 
ment and can be glided or 
snapped shut for absolute 
safety. Combine this wonder 
ratchet with the exquisite 
styling, perfect craftsmanship 
and streamline beauty of Glen 
ee bracelet designing and you 
have the sales winners of this 


and every season. 


Feature Glen-”Glider” * bands 


on the attractive “6-on” display. 


BUCKLE THAT 


NE FINGER Catalog on request 
° 


—E ONE 
- e USE OF BUT 


MGLIDES"' OPEN WITH TH 





SOLD THROUGH WHOLESALERS ONLY 





MANUFACTURERS OF WATCH BRACELETS 
WITH THE GLEN-’’GLIDER’’* RATCHET 


dl : een  |82. BROADWAY, NEW YORK 1,N. Y. 
JEWELRY COMPANY. Bis. ioc iee*- 
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All Gift Buyers Want 


Gift Enclosure C 


Now They Serve Themselves From These 


MN Ww ft AST1C 


Enclosure Card 
Cabinets 


Two Revolutionary Designs 
In Four Gleaming Colors 


eAMBER Cy ur octane 
eBLUE Serge ror 





Cabinet No. 1125—Provides space 


supply of enclosure envelopes. Top 
compartment displays eight dif- 


@ pe | N K a gee ee ; e ferent card designs. When open, 
a o£ ig easy-sliding drawer displays eight 
: ot fs more designs. Size: 8°’ x 8’ x 8\y"’ 

ver ae 
e 1 ca Rosie :. ae | Price (including 1600 assorted 
rysta ear etn Occasion-ALL Enclosure Cards 


Cabinet No. 325—Provides space 
for 800 enclosure cards and a sup- 
ply of enclosure envelopes. Dis- 
plays eight different card designs. 


Size: 8’ x 8 x 51%” (not includ- 
ing sign panel). 

Price (including 800 

ny assorted Occasion- 

ALL Enclosure 

Cards and a sup- 

ply of enclosure 

envelopes) $12.50 _ 

Cabinet only $10.50 , neti wie 


ee: 


ruc WOHN © HENRY oo. 


Enclosure Cards Envelopes Tags Stationery Labels 
aE EEE 


LANSING P. O. BOX 1410 MICHIGAN 





and supply of enclosure envel- 
opes) $20.30 


Cabinet only $15.75 














ards 





y, 


/ 
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See 


1600 enclosure cards and a 


You know it for fact—when a customer buys a gift 
item he wants a suitable enclosure card to put with 
it. You gain goodwill and build repeat business when 
you include as part of your service a selection of 
enclosure cards, attractively displayed in one of 
these beautiful plastic cabinets. Streamlined, richly 
designed, made of transparent plastic in your choice 
of four colors — either of these sparkling cabinets 
will complement the decorative scheme of your 
establishment. And check these utility features: 


@ DURABLE—Heavy plastic construction through- 
out makes them practically unbreakable—insures 
years of use. 


@ CONVENIENT—All the cards are easily accessible. 
The customer makes his choice and serves himself. 


@ COMPACT—All your cards are on display in one 
space-saving cabinet. You have a ready ‘'stock 
control,'' so that you can replace depleted items. 


@ DUST-PROOF—Cards are kept clean and crisp. A 
dry cloth rubbed over cabinet surfaces keeps them 
gleaming. 


Fine, you say, but what about the enclosure cards 
themselves? Here's our answer: We have been 
producing enclosure cards for over 30 years. Our 
new Occasion-ALL Line offers a variety of designs 
and sentiments which covers every possible occasion 
where a gift is in order. So order your plastic 
cabinet today. If you prefer to choose your own 
cards, we'll include samples of cards and envelopes 
with prices. Write for full-color brochure showing 
entire Occasion-ALL Line. 





The Symbol «) of Quality 
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SOLD THROUGH WHOLESALERS ONLY 


EWELRY MANUFACTURING CO. 


SILVERSMITHS 
PHILADELPHIA 7, PENNA, 


LOS ANGELES CHICAGO 
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STERLING SILVER 
Rhodium Finish 


Priced for Quick Turnover 


Illustrated 


@ Heavily made for extra-long wear ® Individually and handsomely boxed; 
mounted on rich, colorful velvet 


@® Hand tooled, brilliantly polished, 
UNCONDITIONALLY GUARANTEED @ In stock now for immediate delivery 


@ Sold exclusively through wholesalers 
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ON SALE BY LEADING JEWELRY JOBBERS FROM COAST TO COAST 


Reece 
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ie CARVEL HALL 


steak knife set 


Isn't this beautiful, specially designed 
knife just what you've wanted at each 
place when serving meat? Its graceful 


blade of finest chrome-vanadium cut- | 


lery steel is purposely long, tapered 
and full hollow-ground for lasting 
sharpness. The handle, of gleaming 
chrome and rich ivory “Lustrex,” is 


resistant to boiling water. On the most | 
smartly set table, the exquisite Carvel } 


Hall will be at ease. See this lifetime 


steak knife set—at better department, f 
house furnishings, gift and jewelry 


stores. 
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4g STARTLING FACT: W%thout a word of 


5 consumer advertising, every Carvel Hall 
x set we've been able to make has been 
ny snapped up. The trade tells us .. . “Never 
Bs: sold an item that had so much public 
es. acceptance”. . . ‘““Most beautiful steak 
KS knives I’ve ever seen”... “Will be a 
a: tremendous item.”’ 

+a Now, production is rolling faster, more 
Za sets can be allotted to more stores. 


. Carvel Hall—more beautiful than its Pic- 
Fe ture—is a year-round seller that is a 

“natural” for special promotions: Moth- 
er’s Day, Father’s Day, June Brides, Girl 
Graduates, Anniversaries, Christmas. It’s 
















steak knife set 


a “natural,” too, for increasing average 
sale in silverware departments. 


Our big consumer push starts in the 
March 27 POST—full column, shown 
reduced at left. In the same issue, on 
facing page—and also in the March 
Better Homes & Gardens— Monsanto 
(from whose _ boiling-water- resistant 
““Lustrex’”’ our handles are made) features 
the set—half-page, full color, shown re- 
duced above. Both ads direct readers to 
see and buy at retail stores. 


Be a “ground-floor partner’ in Carvel 
Hall’s success. Order today; delivery in 
about 30 days. 


Briddell 


INCORPORATED 











FINE QUALITY CUTLERY 


ICE TOOLS SEA FOOD TOOLS 
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WITH 
TH PRIDE Son 4 ANNOUNCES THEIR 


6-PIECE PLACE SETTING A LV : ny 





muro, | 9975 
BUTTER SPREADER ' KEYSTONE STER LIN G 
thea SPOON (TAX INCLUDED) Di S$ T RIB U TO te 4 pré | >) 


we! 









Deliveries about March 1 


ALVIN ... ANOTHER 
FORWARD STEP BY e CALL e 


JENKINS &SONSTO ee WIREOR WRITEe 
SERVE YOU BETTER 





Sonn, chee 


Wholesale Jewelers Electrical Distributors 


Lynch Bldg., Jacksonville 2, Fla. 
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‘BUSTER’? GOODMAN 
@ MORE COMFORTABLE 
@ FINISHES BETTER 





INNOVATION 











Go0ooop»DM A N 


oe oe ee KAHN, SOUTH 
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-+- BY “BUSTER” GOODMAN 












Imaginative styling ... perfection in detail... 
these mark every ‘‘Buster’’ Goodman ring creation 
as a masterpiece. There’s a complete selection, 
olaka-to Male lil Mma-loloh Mio MmuleL <M ledilielli- 


sales for you. Ask Your Wholesaler 


MANUFACTURIN G c oO. 
CHNCINNATI, @HIEO 





SID GAINSBERG, MIDWEST PETE WALDMAN, PACIFIC COAST IRV MARX, EAST 
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AMERICA’S MOST COMPLETE LINE Sensational, Transparent 
(oases wea epee eae = WATCH STRAP DISPLAY 


Made of clear acetate, this 
beautiful new display unit offers 
every important sales advan. 
tage: perfect visibility, glam. 
orous appearance and absolute 
protection. Equipped with q 
sturdy wire easel. 










Complete with 12 straps in: 
Alligator, Alligator Lizard, 
Calf, Pigskin, Padded Calf 
(the “Hump”), or Cordovan, 





- 


#1100 THE “HUMP”-PADDED STRAP 
Gallun calfskin. Sizes: 58 and 34” 
Russet, Brown, 
Gray, Black 


KARLTON 1-PC. STRAP 


America’s most famous 
novelty Western leath- 
i e : er strap, made of ar- 
ent ee ee thet | tistically tooled Steer- 
: al hide . . . will fit any 
watch. 


















Ql grq; 





Top in 
n. Size. es: yr 2” ” leathe, 
os, YY” 














#306 Fin 
E 
Brown and 0 : Sm or 
ef, Sizes. VAG Norwegian gro; 
SOLD TO AND THRU 1, Spe” 800. Bloc 


WHOLESALERS ONLY—WRITE FOR SAMPLES! 


DAV I D G U Ssh & C eo) ,",| PA Ni Y CALIFORNIA OFFICE: LOEW'S STATE BLDG. 


707 S. Broadway, Los Angeles 14, Cal. 
PHONE: VANDIKE 6695 


121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. BE SALES REPRESENTATIVE: GEORGE DOLIN 


MAKERS OF FINE WATCH STRAPS SINCE 1922 
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“HALO” 
ALARM CLOCK 
retails for $7.95 plus tax 


SO ea ae 


NEW “IDEAL” \ Die, 7-JEWEL Wrist Watches 


ALARM CLOCK 
retails for $7.50 plus tax 


“WARWICK” 
ALARM CLOCK 
retails for $8.95 plus tax 


retail for $10.75 plus tax 
and $12.50 plus tax 


“PULLMAN” 
TRAVELING CLOCK 
retails for $6.95 plus tax 


NEW HAVEN EXCLUSIVE! THE “‘VITAL NERVE CENTER" [= traditional quality cee buy-on-sight-prices cee 


Every New Haven clock and watch has MeN 


=——_ 


this famous patented compensating hoir SY 
spring to make it keep better time. _— 


THE NEW HAVEN CLOCK uno WATCH 


COMPANY 
THE RIGHT TIME SINCE 1817 


pre-sold in nation’s mass-million magazines! 


NEW HAVEN 4, CONN. 
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RAYELL MANUFACTU 
CO., INC. 


FOR BABY 
FOR BIG SISTER 


Baby Love Lock Bracelet 


sterling silver or gold filled 
Baby Engraved Locket 


gold filled e 


4 ~ 
ed r 
— 


~~ SSSI ee. 


#, 
og ‘ 
rv 





“7 Txry wt 4 
FSS S52 , ¥ a3 55 


DISTRIBUTORS 


See ee Baby Love Lock Necklace 


- SING and ROGERS, INC. 20 WEST 37th ST. a silver or gold Baby Identification Bracelet 
MAYFAIR JEWELRY CO. 366 FIFTH AVE. "© sterling silver or gold filled 
LA MODE BEAD & NOVELTY CO. 307 FIFTH AVE. 


. A. S. LAZARUS & CO. 135 WEST 36th ST. Send for 


IN BOSTON, MASS. ae 
price list 


| THOMAS LONG CO. - 42 - 46 SUMMER ST. 
CAROUSEL CREATIONS, INC. 387 WASHINGTON ST. 
A. BERK CO., INC. 52 CHAUNCEY ST. 


: IN BALTIMORE, MD. ’ 
JACK EPSTEIN & CO. 207 W. BALTIMORE ST. EACH AND EVERY ONE A WINNER 


IN CHICAGO, ILL. 


$ 
t 


- PAULA LOUIS CO. 35 S. DEARBORN ST. , 
“ig These most wanted gifts are available as bracelets or 


aca ipa cet pendants with highly polished backs for engraving. 


_ B. M. WYNN CO. | 241 ORANGE ST. 


i : wi come off. 
IN NORTH READING, MASS. Cloisenne front guaranteed forever; will not 


A. E. FURZE CO. NORTH READING, MASS. 
© to put on @ Easy to take off 
IN PHILADELPHIA, PA. Easy P Y 


| 4LEVIN-MYER CO. 1001 MARKET ST. 


$ 


IN PITTSBURGH, PA. Also available in larger sizes for teen-agers 


KEYSTONE JEWELERS 717 LIBERTY AVE. 
Write to us for your nearest jobber 


THE RAYELL MANUFACTURING CO., INC. 


251 W. 40TH ST. @ N.Y. C. 18, N. Y. 
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INTRODUCES TWO RE, 












Exclusive with FACILE are these two new features 
— each one a basic improvement in watch attachment 
engineering and construction — each one a strong 


selling point that no other attachment cah duplicate! 
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LADIES WATCH ATTACHMENTS 
ey Vip Ps , y ry, Ss 


e. > > Po. 
4 Yo 
f y "%, + 4 
Be. , By > hy, eg 
Pg ‘” d ‘ > PN Ne Pe 
< Fs : : me *. ae oui 
: Be Ags, ° 
Nd % C- 


y ‘vag? ‘i 
f F 3 
Y 7 


















of rare beauty 


x 






kf, and distinction 


4 | f 


Outstanding for their 
delicacy of design and 
exquisite craftsmanship are the 

Ladies Watch Attachments 

by Facile. They sell on sight 

because of their incomparable 
beauty... build customer good-will © 

because of their mechanical 

perfection. Non-corrosive. 

Guaranteed. A wide selection 

of lovely styles to choose from. 













Re Me , 4 > 


WATCH B 


Ren 3 : oa ~: 2 ; 


~~. ee ee 
1/20 12K gold-filied 
in yellow, pink and white 


To shorten: Simply lift lock that holds 
the basket weave; remove from box and 
shorten to the desired length. Then re- 
insert the chain, so that it meshes with 
teeth in the box and close lock. This 
feature cuts down your inventory be- 
cause you can readily shorten one 
length to fit all wrists. You lose no sales. 


, 
Whit wh 
TH 


Press secondary snap with finger 
nail. This releases catch. Only this 
deliberate and positive action can 
cause clasp to open. 


Catch is open, but band is still held 
securely together. Band cannot come 
apart through the accidental open- 
ing of the catch. 


Mg OMe SELLS FASTCR BECAUSE IT'S TWO WAYS BETTER THAN ANY OTHER WATCHBAND! 


Facile Watch Attachments Are Sold Exclusively Through Jobbers and Wholesalers 


FACILE WATCH ATTACHMENTS 


31 WEST 47th STREET, NEW YORK, N.Y. 


Manufacturing Jewelers Since 1898 








*PAT. NO. 2220642 





Now! A New Dial Construction 
RAISED RHINESTONE-SET DIALS 


PAT. PENDING 


Each Stone in an Individual Raised Setting 


New! The oldest manufacturer of watch dials in 


the U.S.A. brings you the newest, most modern dials. 


* Each stone is in an individual setting in a tube, 
similar to a genuine diamond dial. 


All dials are regular, standard thickness... 





will fit any standard watch case. 

And the new, superior construction makes 
it simple to assemble watches. 

Dials come in all shapes, sizes and finishes. 


Stones come in all colors. 


énlarged detail 
Oo} stone mounting. 


SWISS RADIUM AND DIAL PAINTING CO., Inc. 


ESTABLISHED 1915 
79 SEVENTH AVENUE, NEW YORK 11,N.Y. * WATKINS 9-4874 
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| by New Improved Lighters.. for Extra Sales and Profits in 1948 


lar 





























45,000,000 
Consumers 
will see the 
agai Ride along on the Colby comet to new highs for 
story of Colby > extra sales and extra volume this Spring! Colby s 
“Miracle Touch” 1948 line of lighters is incomparable —for new 
: ; exclusive features—for new smart styling—oat 
in impressive new popular prices! Colby s Nationo! Adver 
N ationa tising will build strong consumer interest in the 
lighter with the miracle touch ! Get the facts 
| 
| 
| 
| 


Advertisin 
Send the coupon 


Panes aoocaesococesseceoe&S|! 


COLBY LIGHTER CORP. 
11 HARTFORD AVE., MT. VERNON, N. Y. 


Please send me catalog of the new Colby line for 1948. 


Address 


The name of my wholesaler is 
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BRASS and GENUINE LEA 
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BOXES are being made of 


JEWEL 
ALUMINUM 
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Sturdy, aluminum body adds strength 
and durability to the beauty of this 
latest Tory Jewel Box. 


Wf... Tory leads the way again in the de- 


sign and manufacture of jewel boxes. This time 
he brings a completely new forward stride in 
jewel box construction. 

When William Tory designed this jewel box, 
he reached out for materials no other maker 
had used in the field. He selected an aluminum 
body which he covered in genuine leather, beau- 
tifully lizard-grained. He added eye-catching 
brass end caps to enhance and enrich its beauty 
... to give it still more sturdiness. 

For more than a year, this latest creation was 
given the roughest treatment a jewel box could 
get in test after test. It came through with fly- 
ing colors! It can now be offered to your trade 
with the full assurance that the beauty of design 
is perpetuated because of the strong, light con- 
struction of the frame of the box. 
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Now, Tory offers you this jewel box 
that is truly an everlasting beauty! 


Non-tarnishing solid brass fittings are used 
throughout—including the new, improved set-in 
lock and two 21-inch hinges. It’s lined in fine 
rayon velvet. Automatic self-rising tray has 
special earring bars, ring bed and pin sections... 
is decorator-tooled in 24 kt. gold leaf. Overall 
size 10344 x 7% x 3% inches. Comes in ten 
colorful tones: rose, red, wine, baby blue, me- 
dium blue, navy, brown, green, ivory, black. 

Leading department, luggage, jewelry and 
other stores from Maine to California know 
from experience what tremendous sellers Tory 
leather creations are. They know the quick turn- 
over and quick profits that are to be made. We 
are confident they will enjoy an even greater 
sales success with this new model. 

Take advantage of this new source of quick 
profits. Order your Model No. 7 jewel boxes 
NOW for immediate shipment. Free newspaper 
mats available. Write for the latest Tory Cata- 
log B describing the complete line of fast-selling 
jewel boxes and overnight cases. 


TORY MANUFACTURING COMPANY, INC. 


150 West 22nd Street, New York 11, N. Y. 











DESIGNERS OF GENUINE AND SIMULATED LEATHER JEWEL BOXES AND OVERNIGHT CASES 


FOR MARCH, 1948 173 








the 


smart woman's 
compact For Mother’s Day Selling... 


~. double-duty, double-beauty 
compacts by Metalfield 


: Designed for modern living and sentimental 
giving . . . Metalfield’s trio of double-duty, 
double-beauty compacts. For special-events selling 
to discriminating customers . . . conversation- 


worthy compacts, twice-as-bright and 


Pic-Pact —— —_ ; fashion-right . . . as functional as they are 


, ‘ . 
old-fashioned sentiment in a compact beautiful. It’s the sweetest selling story ever 


for moderns. A secret compartment a. told . . . signed by Metalfield for Mother’s Day 
with a removable frame for inserting 
a favorite photo PLUS an efficient 
inner-door powder compartment and 
a bezelled mirror. Retail $5.00 7 
(notax). © She looks to... 


and all year ’round! 


Duette 


Duo ¥ a powder above... cigarettes below.. 


eae and a solid metal wall between so 
er lipstick and powder, as she that never the twain need mix! 


wants them .. . together! The free- (> To retail at $5.00 (no tax). Or with 
wheeling container for her favorite rich jeweled ornament at $12.50 
lipstick is lodged securely in a (subject to tax). 

handsomely crafted compact .. . 

_and stays there until the compact is E> 

opened! This one style only. = Crafted by Metalfield for smart selling in rich 
Retail $4.00 (no tax). c combinations of satin and polished brass and polished 


brass and ruby, emerald and sapphire Jeweltones. 


Metal field, Inc., 17 West 34th Street, New York 1, N. Y. 


Mastercraftsmen for over a quarter century 
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ATURALLY the beautiful Camfield is fully automatic, 


with every feature you’d expect in so fine a toaster... 


>: CC : 
cushioned > pop-up... also finger-trip Ft— 


UGHTER 


lease... .© color selector... hinged S #4 crumb 
tray. Its exclusive ““Equa-Therm”’ times toast exactly 
to taste, despite current variations... supreme 
achievement of Camfield engineers’ long experience 
ideveloping fine appliances. A gracious gift .. . a joy 


to own... Camfield, the Blue Ribbon ‘loaster! 


<s 
CS 
S 


oF >> 
edby @ 
Good Housekeeping 
4oy \ 


45 apveanisto WES 
amfield Manufacturing 
mpany, Grand Haven, Mich. 


Canada, Addison IndusStries, 
d., Toronto 
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Over 41 million copies 


of magazines carry full-color Camfield ads 
during this campaign—continually adding 
still further to Camfield’s prestige—mak- 


ing the public more and more conscious 


of Camfield quality. 




















NO. 31 2'2-POWER 
SPORT GLASS 
WITH CASE . $3.50 
* 














NATIONALLY ADVERTISED_LINE 


P 


att Ls = ~ NO. 5 5-POWER 
NO. 40 3-POWER . # i oh | ra - a Loot a 
FIELD GLASS as cath NO. 27 3-POWER $1.25 . 
WITH CASE . $5.50 " eso & | BINOCULAR 
3 = £ NO. 39 3-POWER WITH Caccs . $4.25 
FIELD GLASS 
WITH CASE ; $5 


NO. 36 4-POWER 
FIELD GLASS 
WITH CASE . $9 


FIT YOUR MARKET 


YOUR PRICE RANGE is broad and your offerings wide and handsome when 
you carry the famous AIRGUIDE line of field, sport and opera glasses. Dealer 
discounts are generous. AIRGUIDE glasses are known everywhere for 
their fine workmanship and ever-réliable performance. And whether you're 


catering to the smart set, the young set or the “in-betweeners,’ there's 





an AIRGUIDE model to fit every need and suit every budget. 


YOUR CUSTOMERS are pre-sold, for AIRGUIDE backs up its trim, 
sleekly-designed glasses with impressive national advertising 


in Life, Holiday and leading outdoor magazines. 


ALL TOP QUALITY GLASSES have finely-ground 


44-A 2%4-POWER 7 . - 4 achromatic lenses and come with fine 


ACHROMATIC 3 ; % , ; 
SPORT GLASS ’ * : we f leather carrying cases. Other models have 


ee optically ground and polished lenses and 
are provided with convenient leatherette 


cases. Better order these better Glasses today. 





hs ) s mel A postcard inquiry will bring you complete 
EN eda . 1 i. : oe ”™ at “_ information on the AIRGUIDE line 


ACHROMATIC 
s, A + G | 
47-A 5-POWER “ 


FIELD GLASS 
WITH CASE . $22 
ACHROMATIC [a Sport, Field and Opera Glasses 
FIELD GLASS ; 


WITH CASE . $24 





FEE AND STEMWEDEL, INC., 2210 WABANSIA AVE., CHICAGO 4/ 
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NO. 1002 
ASSORTMENT 


BUY NOBLE FINDINGS ... 
FROM YOUR MATERIAL DEALER 





MORE ADVERTISEMENTS THAN EVER! 


Right! More and more famous Art-Carved Ring bride 
ads will appear this Spring than ever before in his- 
tory! Week after week, millions of young people 
about-to-be-engaged, many right in your own com- 
munity... will see them...and remember that Art- 
Carved means quality and beauty in diamond rings. 


MORE MAGAZINES THAN EVER! 


Now, in addition to Life and Look, another influential 
weekly is added to the Art-Carved campaign—The 
Saturday Evening Post! These three, plus Glamour, 
Mademoiselle, Charm, Esquire, Pic, Holiday, Photo- 
play, Junior Bazaar and Modern Screen, will carry 
Art-Carved messages to 262,408,293 readers! 
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Scales 


MORE DEALER AIDS THAN EVE 


Designed to help bring local sales right to your 
counter! New signs, folders, newspaper ads, stock 
displays. Use them to tie into the greatest campaign 
in Art-Carved* history—appearing now in 12 power- 
packed national magazines—appearing more often than 
any other ring advertising in 

LIFE * LOOK « THE SATURDAY EVENING POST 
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to Clinch the Sale= 
Recommend GARLAND 


Many jewelers report: “To close 
the sale, promote GARLAND.” That 
goes for GARLAND Diamonds and 
Watches alike—because both repre- 
sent high quality, craftsmanship, 
beauty, styling, value—everything 
customers want. You know, too, 
that GARLAND stands for reliabil- 
ity, backed by the long-established 
reputation of The Ball Company. 
You can stake your own good rep- 
utation on every GARLAND you sell. 





pn RAG 





Avenue View of New Ball Offices Source of GARLAND Diamonds 
Looking north from the Art Institute Amsterdam— Ball buying center for 
down. Chicago’s famed Michigan GARLAND Diamonds. At-the-source, 
Avenue. Arrow identifies THE Batt _ selective buying by Ball Company 
Company’s new office building—at experts brings to retail jewelers quality 


6 North Michigan Avenue. GARLAND Jewelry—at prices bound 
Asc to be right! 


#4 " ° 


~ 
we 


AVA The BALL Company 


JEWELRY 


TBBic* 6 North Michigan Ave.-+ Chicago 2, Il. 
*“GARLAND” is the registered trademark of The Ball Company, Reg. U. S. Pat. Off. 
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W® HAVE a query on hand from 
a subscriber whom we = are 
pleased to consider a King Midas in 
reverse. You'll recall that Midas, 
after wishing that everything he 
touched would turn to gold, experi- 
enced a rough time trying to eat 24-K 
steak, vegetables, etc. Well—our 
friend is in the opposite position. 
Specifically, he wants to turn a potato 








into gold—or, at least, render it per- 
manent by encasing it in metal or 
plastic. 

The spud, it appears, belongs to 
one of his customers and possesses “a 
very unusual shape.” For this reason, 
it is desired that some permanent cov- 
ering be applied since, as you doubt- 
less know, an aged potato tends to be- 
come flabby and, eventually, gets it- 
self into a family way in a number 
of places. 

No elaboration of the potato’s 
“very unusual shape” appears in our 
friend’s letter but, from our point of 
view, it must really be something! 
Possibly a configuration akin to Lana 
Turner’s. After all, anything less 
spectacular would hardly be worth 
the trouble involved. 


© © 
TF YOU HAPPEN to have an old 


diver’s suit laying around, not do- 
ing anything useful, here’s your 
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chance to put it to work. Climb in, 
close the hatch and take off for Hud- 
son Bay, Canada. When you've wan- 
dered out into the middle, somewhere 
(almost anywhere will do), start dig- 
ging. Who knows? You may find 
some diamonds and become the Bar- 
ney Barnato of North America. 

And then again, of course, you 
may not. 

From time to time the theory of 
diamonds in Canada’s northland pops 
out into the open—roughly about 
every 25 years. The most recent out- 
cropping came as a result of the Ot- 
tawa Geological Congress and, al- 
though the scientists merely touched 
on the matter at their meeting, the 
popular press (as is to be expected) 
got somewhat hot and bothered over 
the possibility of raking gems up 
from the icy waters. 

The late Dr. H. M. Ami, one of 
Canada’s most renowned geologists, 
strongly favored the theory that dia- 
monds were to be found somewhere 
in the vastness of Canada’s north. 
Trouble is, he couldn’t say exactly 
where. He reasoned that diamonds 
found in the central part of the U. S. 
were certainly not native deposits and 
had, apparently, been dragged down 
by that busy little glacier we all 
learned about in school. And figur- 
ing that the gems had to come from 
somewhere, he narrowed their origin 
down, roughly, to the area now occu- 
pied by Hudson Bay. 

However, the original home of the 
diamonds (and the present home of 
any which might remain) is a pretty 
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small spot on the map of Canada, or 
even of Hudson Bay. Just as the 
diamond-producing areas of South 
Africa are just a tiny spot on that 
continent. 

So go ahead, slip into that diver’s 
suit and start prospecting. 

But don’t blame us if the suit 
springs a leak and you only come 


back with a cold. 
© © 


] ) ROSTEN Jewelry Co., St. Louis, 

Mo., apparently believes in get- 

ting newspaper publicity the hard 
way. 

True, the firm did make the front 







THIS WATCH 15 SUCH A 
_ BARGAIN (T ~_ ™%- 
HURTS ME’ (Ao 











pages of the local newspapers, and 
two news commentators mentioned 
the firm over the air. But the story 
was, to say the least, hardly institu- 
tional promotion. 


It all came about when an inspector 
from the Federal Laboratories, Chi- 
cago, dropped in to check Drosten’s 
tear gas guns, installed to protect the 
store against hold-up men. Suddenly, 
the guns went off, flooding the store 
with tear gas and driving six custom- 
ers and 14 employees out to the side- 
walk. 

Nonplussed, the inspector stoutly 
maintained that he hadn’t set the 
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things off. Wouldn't do it on a bet. 
“Why, this is the first time in 20 
years anything like this has happened 
to me,” he practically sobbed to re- 
porters. “In fact,” he added somewhat 
hastily, “‘it’s the first time it ever hap- 
pened to me!” 

The mystery remains unsolved, but 
the publicity may have been worth it 


at that. 
© © 


IRTUALLY every modern form 
of transportation, as well as the 
very clothes on our backs, can be 
traced to the inventive genius of some 
watchmaker, according to Carl W. 
Mitman, curator of the Smithsonian 
Institute, writing in the January, 
1948, issue of the H. J. A. Journal. 
Among the horologists whom Mr. 
Mitman lists as contributing to mod- 
ern progress are: James Watt, inven- 
tor of the “true” steam engine (after 
an apprenticeship in Glasgow as a 
watchmaker he set up on his own as 
a maker of instruments); George 
Stephenson, who took Watt’s steam 
engine and created the locomotive 
(he learned watchmaking on his own, 
the hard way, and in his youth eked 
out a living fixing timepieces) ; 
Matthias W. Baldwin, designer of 





50 Years Ago This Month 


Excerpts from THE JEWELERS’ CIRCULAR 
Weekly during March, 1898 
Retaliating against druggists 
who stocked silver novelties, 
watches, clocks, etc., jewelers in 
Watertown, N. Y., have put in sup- 
plies of patent medicines, soap and 
perfumes. 
As long as the shirt waist re- 
tains its popularity, highly orna- 
mented girdles and belts of metal 
are destined to be sold in large 
numbers. They are deemed vital 
to bridge the gap between skirt 
and shirtwaist. 
The “Hope”, “Delhi” and 
“Pasha of Egypt’ diamonds are 
now up for sale through the fa- 
mous London merchant Edwin VW. 
Streeter, of Bond Street. 


Black, Starr & Frost, perhaps 
New York City’s oldest jewelers 
(having been founded in 1810 by 
Erastus Barton) have taken over 
their new quarters at 39th St. and 


Fifth Ave. 

















the modern locomotive (a _ watch- 
maker, he was asked to construct the 
model of the first “American” train) : 
John Fitch, regarded by many as the 
inventor of the steamboat (he had 
been apprenticed to a Connecticut 



































“A diamond wrist watch for me and show my husband 
some of your leather bands.” 
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watchmaker); Elias Howe, inventor 
of the sewing machine (he repaired 
chronometers), and best known, of 
course, Henry Ford, who perfected 
the “horseless carriage.” 


© 
WE CANNOT RESIST pointing 


with pride to the honor recently 
bestowed by the Belgian government 
upon our diamond consultant, Syd- 
ney H. Ball, of Rogers, Mayer and 
Ball, New York mining engineers. 
He is now a Commandeur de Ordre 
de Leopold II. 

This is the third decoration Mr. 
Ball has received from Belgium as a 
result of his 40 years spent develop- 
ing mining in the Belgian Congo. He 
was first made Chevalier de l’ordre 
Royal du Lion, and later he was 
made Officier de Tordre Royal du 
Lion. The most recent honor, pre- 
sented in January, 1948, is the high- 
est which the Belgian government 
can bestow upon a non-Belgian. 


o 


NFLATION NOTE: “The Watch- 
maker’s Lathe, Its Use and 
Abuse,” a book published in Chicago 
in 1903, lists, in the rear, an adver- 
tisement for a lathe outfit consisting 
of the following: 

1. Improved Boley lathe, 10 chuck 
combination, consisting of 6 wire 
chucks, 2 wheel chucks, 614 inch ce- 
ment brasses, chuck block with glass 
cover and 9 feet round belt; 

2. Work bench, oak finished, flat 
top, with 4 drawers, cupboard and 
apron slide; 

3. Bench stool, oak finish; 

4. Foot wheel, heel and toe treadle; 

5. Countershaft, with speed wheel, 
nickel plated; 

6. Watch rack for 50 watches with 
bar and eagle ornaments, handsomely 
nickel plated; 

7. “Our Perfection” parallel cali- 
pers, finely damaskeened; 

8. Poising tool, steel jaws; 

9. Simplicity alcohol lamp; 

10. Set of 5 screw drivers, colored 
celluloid heads. 

This outfit, listed as “Our Special,” 
was offered for $41.50—less 6 per 
cent. 

Today, according to one of our 
technical editors, careful shopping 
around might assemble such a col- 
lection of tools for a price some- 


where around $200. 
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Official Mother's Day poster serves as the focus for this 
display. A red, white, and blue color scheme is employed. 


Two Windows tor May 


Methoes Duy 


Exploit your sales possibilities to the full for this 


Themes: 





oceasion by promoting jewelry as the “lasting” gift. 





TT first observance of Mother’s Day occurred in a by VIRGINIA DIXON 

very modest style some forty years ago. Since that 

time, this occasion has increased in prestige and mer- Gifts of jewelry actually are the most appealing of any 
chandising importance each year, until in some types of for this occasion. Nothing else retains its beauty and 
retail shops, it has become one of the major sales promo- pleasure-giving qualities for such a long time. Because 
tion occasions of the year. It may never reach quite this of the intrinsic value of even the most modest piece of 
importance in the jewelry store, but it still would seem jewelry merchandise, nothing else expresses quite so well 
that the sales possibilities of this occasion have never been the enduring affection which a Mother’s Day gift sym- 
fully realized by most jewelers. bolizes. A gift from the jeweler also indicates a greater 
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degree of thought and care in its selection than such re- 
membrances as candy or flowers which after all can 
generally be ordered by telephone. 

Probably the chief drawback to the jeweler’s fullest 
participation in this business is the too prevalent idea 
that if it comes from the jeweler, it must be forbiddingly 
expensive. 

One may not be able to buy diamonds for his mother, 
but most people can find a modest clip or brooch or a 
silver compact at a budget-fitting price and still have 
a gift that mother will cherish for many years. The 
jeweler’s Mother’s Day window therefore should feature 
a wide choice of both kind and price of merchandise. . . . 
and prices should most certainly be shown on a goodly 
number of items, if not on all. 

Even the small-fry who save their pennies for this 
occasion, and certainly the teen-agers, can be encouraged 
to make their purchase in the jewelry store. Their pride 








in their gift will be wonderful to see and the twig is being 
bent in the right direction as far as the jeweler is con- 
cerned! No matter how small an individual sale may be, 
if you bring someone into your store for the first time, 
you have a chance of making a customer for bigger and 
continual purchases later on. Just be sure you give them 
reason to remember your courtesy and service in the 
future! Mother’s Day business may be not only good in 
volume itself, but it can build year-around volume. 
Whether you order the coordinated display material 
available from the National Committee on the Observance 
of Mother’s Day (described elsewhere in this issue) or 
gather your own materials, plan a strong promotion and 
plan to give it an early start. The fact that the gift of 
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MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 
Material 
Poster display Source 


Official Mother's Day poster or National Committee on the 


display card Observance of Mother's 
poster 22" x 28" Day 
card bi’ x 14" 393 Seventh Avenue 


New York I, N. Y. 

Display supply house or de- 
partment store 
Department store 
Department store 

Lumber yard or 

Stationery 


Red and white striped Vinylette 
(2" stripe) or other striped fabric 
Blue fabric for frame and floor 
White fabric for stars 

Compo board or heavy card- 
board for frame and star cut-outs 


Calendar display 


Illustration board 20" x 30" 
Flowers for calendar 

Nosegay bouquets for packages 
Ribbon—I'!/" wide 

Tissue paper 

Copy card and tags 


Art supply store 
Department store 


Department store 


Stationer 
Showcard writer 








Calendar of spring flowers accents date of 
Mother's Day. Colorful ribbons lead from 
the date to gift suggestions in forefront. 


jewelry does require more time and thought in selection 
is obvious reason for a somewhat earlier start than other 
merchants might require. Mother’s Day is already a well- 
established occasion and millions of people feel the neces- 
sity for its observance in gift-giving form, but it is up to 
the jeweler to establish the idea that the gift of jewelry is 
the truly worthy gift for this occasion. 

One of the accompanying sketches illustrates a sug- 
gested window treatment of the official Mother’s Day 
poster. Simple wood or cardboard frame, fabric covered, 
is used for the poster with the flag drapery at the side of 
the poster continued in a graceful swag on either side of 
the frame. Star shaped cut-outs, fabric covered or painted, 

(Please turn to page 242) 
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Who else is giving you all this help 





1847 Rogers Bros. introduces at- 
tractive new 2-piece bridal display for 
you to use with any “1847” chest. Be 
sure to feature it during 1948 Silver 
Parade. It will be shown in “1847's” 
important color spread, April 19th LIFE. 








for the 1948 SILVER PARADE? 


1. DRAMATIC COLOR SPREAD IN LIFE— April 19th 
issue (same date your “‘Parade”’ begins). Two full-color 
pages in America’s most widely read weekly, calling all 
brides to your Silver Parade. 


2. OZZIE AND HARRIET. They'll be telling millions 
about the Silver Parade on the only network radio 
show that sells silverware! 


3. A SPECIAL—76-piece service for twelve to fill 
demand of many brides for larger set of America’s 
Finest Silverplate. With popular 52- and 100-piece serv- 


ices for eight, gives your customers a broad selection. 


4. SPECIAL NEWSPAPER MATS, Radio Spots, Pub- 
licity Stories— all built around the Silver Parade in 
your store. Designed to make it easy for you to lead 
the Parade with the silverplate that’s been the leader 
for 101 years. 





Yes, 1847 Rogers Bros. is supporting your Silver Parade 
in an all-out way. 

And it’s 1847 Rogers Bros. the people in your town 
will be looking for. During the 1948 Silver Parade and 


always— for volume and leadership — make sure your 
store is clearly identified as the place for them to buy it! 


_— 


i 


18247 ROGERS BROS. 
nr over LOO 


| CAmnicas Ginut. Ciluerlide, 


The International Silver Company, Meriden, Conn. 
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To Help You Sell More Silver 


The Jewelry Industry Council chalks up another mile-stone 
in its reeord of service to the retail jeweler with 


big nation-wide promotion to boost your silver sales. 


ARLY in March, retail jewelers from coast to coast 

will receive a special promotion book by the Jewelry 
Industry Council. This book, called “A Parade of Ideas 
for the 1948 Silver Parade,” has one objective. It’s to 
help retail jewelry stores to get a bigger share of the great 
new $300,000,000 consumer market for silverware. 

Retail jewelers themselves thought up the idea of a spe- 
cial promotion to draw public attention to the advantages 
of buying silverware from the retail jewelry store. Manu- 
facturers and wholesalers gave enthusiastic support to it. 
And the Jewelry Industry Council was asked to coordinate 
it. 
The result is “The 1948 Silver Parade”—the first 
nation-wide, industry-wide promotion of jewelry store 
merchandise. 

A “1948 Silver Parade” committee appointed by Cecil 
Kaufman, Chairman of the Council, and composed of 
some of the ablest men among both suppliers and retail- 
ers, has given generously of its time and efforts in sug- 
gesting and developing sound workable ideas to make the 
promotion an outstanding success. Chairmanned by 
Maurice Adelsheim, President of ANRJA, the committee 
includes H. A. Goldberg, President of NACJ, R. Dix Ed- 
wards, President of the National Wholesale Jewelers Asso- 
ciation, and many prominent retailers in addition to rep- 
resentatives of leading manufacturers and wholesalers. 
Thus the resulting campaign is based on deep and wide 
experience. 

In an open letter to retail jewelry stores, Mr. Adelsheim 
says: “The 1948 Silver Parade has one purpose only— 
to help you sell more silverware to more people more 
often. It’s your promotion, for your store, to the families 
in your community, emphasizing the advantages of buy- 
ing silverware from you. Let’s cooperate in a big way 
with the common objectives of this promotion.” 

It is generally recognized that the market for silver- 
ware is at an all time high. The industry is producing at 
record levels to meet this demand and to enable retail 
jewelers to build up adequate stock. However, the fact 
that silver has become in the past few years a necessity 
for a mass market instead of a luxury for a class market 
has created “a situation with a silver lining” for the retail 
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jeweler. Even though all pieces in all patterns may not 
be available for this year’s Silver Parade, silver is flowing 
through retail channels in greater quantity. That’s wel- 
come news to Mrs. and Miss America. And the outlook 
for 1949 and the years ahead is very bright indeed. 

The Council’s idea book for retail jewelry store promo- 
tion of silverware especially emphasizes the advantages 
you offer to attract people wanting to buy silver to your 
store. Among these are the retail jeweler’s reputation for 
good taste, good value and good counsel; the variety of 
popular “open” patterns stocked; the greater value ob- 
tained through the jeweler; the personal interest of the 
jeweler in his customers; the pleasant surroundings his 
store offers; and the extra services given such as delivery 
from stock, quick engraving, and gift-wrapping. 

Window and store display suggestions, advertising and 
publicity ideas in the Council’s book are designed to help 
retail jewelry stores to emphasize one or more of these 
advantages so that the public will come to look on him as 
“Headquarters for Silver.” 

An attractive window card, measuring four by six 
inches, features the key theme of the Silver Parade— 
“Choose Gifts of Silver—treasures to own—pleasures to 
use.” This window card and a newspaper mat of The 
Silver Parade emblem are offered free by JIC to retail 
jewelry stores whether members of the Council or not. 

In building the plan for a nation-wide, industry-wide 
promotion of silver, the Jewelry Industry Council has had 
the generous help of men in all branches of the silver- 
ware industry. Every effort has been made to bring 
together for the retail jeweler in the 28 page idea book 
the basic facts and selling tools available. It contains a 
parade of prospects—a parade of products—a parade of 
promotions. For the first time, silverware of all kinds— 
sterling and plated, flatware, hollowware, baby goods, 
dresser ware and novelties—have been grouped by price 
levels. It is amazing to see the profusion of silver gifts 
available at retail prices of $2 to $5, $5 to $10, $10 to 
$15, $15 to $25 as well as in higher backets. This fea- 
ture of the Council’s book will automatically suggest to 
progressive jewelers ways to promote sales of silverware 

(Please turn to page 242) 
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The letter (above) and the credit 
card (below) were sent to a care- 
fully selected list of customers. 
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Lredit Can Be 


by MARGARET MASSON 


ESPITE the fact that the subject of credit selling 

is one that is looked at “down the nose” by a great 
many of the so-called “quality” jewelers, it is no less a 
fact that credit has become and is becoming more and 
more of an important factor in the retail jewelry mer- 
chandising picture. 

Unfortunately, the term “credit,” particularly as it ap- 
plies to jewelry retailing, has received an onus from the 
“25 cents down and 25 cents a week” period that has 
given it a bar sinister among many of the quality jewel- 
ers from which, despite its increasing importance to the 
jewelry trade, it is being played down at a time when it 
is just common sense to at least be laying the ground- 
work for maintaining sales volume in the face of tighten- 
ing pursestrings. 

Credit selling is a necessary part of the American way 
of doing business. There would be few homes or auto- 
mobiles sold today if real estate and the car industry 
operated on a cash basis. The stigma of “cheapness” at- 
tached to credit selling in the jewelry field is due not to 
credit itself, but to the cheap way in which too many in- 
stalment jewelers have promoted it. That has been 
proven by many quality jewelers who, realizing its im- 
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Credit never cheapened a store but many 
a store has cheapened credit. Read how 
Davidson & Licht made installment buy- 
ing appeal to a discriminating clientele. 


portance to their businesses, have installed a credit system 
and merchandised it in a dignified way for the com- 
modity which it is, with no lowering of their standards. 
They have proven the fact that credit has never yet cheap- 
ened a store, though many a store has cheapened credit. 

One such retail jewelry firm was that of Davidson & 
Licht, of Oakland, Cal., who decided to launch a pre- 
Christmas advertising campaign on “installment purchas- 
ing.” Like other jewelers before them they were con- 
fronted with the problem of how to make credit attrac- 
tive to the discriminating customers who comprise the 
clientele of this high-class jewelry store. 

Too often, Davidson & Licht thought, credit is asso- 
ciated with the idea of a store doing someone a favor. 
Also, credit is sometimes wrongly used as a “club” to be 
held over the head of the distressed customer. Still other 
stores, notably of the “cut rate” variety, cheapen credit 
by using “fire-sale” methods of promoting it. All of these 
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The advertisements on this and the 
top of the facing page demonstrate 
the method used by Davidson & Licht 
to promote dignified credit sales. 


abuses, Davidson & Licht would have to counteract if they 
hoped to be successful with their campaign. 

So, they hit upon the happy idea of giving credit the 
dignified handling of a commodity. They would adver- 
tise their credit service just like any other customer- 
service, as for instance, their watch repair department. 
The tone of their credit advertising would be the same 

(Please turn to page 243) 
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Promotion With ‘A Million’ 


Lures [Throng to New Location 





This sort of crowd, spurred 
on by newspaper ads and spot 
announcements, visited the 
Bowen store on opening day. 





bs 2 





° ° ° Clarence C. Burton, Mayor of 
Faced with the necessity of making certain that lonthens, ee tee dan @ 


gold, formally opening the 


, ‘ blic. 
the public knew of their new location, Bowen’s, new Bowen store to the public 


Lynehburg, Va... put on a sure-fire promotion. 


190 THE JEWELERS’ CIRCULAR-KEYSTONE 











HEN a well-established jewelry store changes its 





: P A 

location it is wise, to say the least, to acquaint . 5S | 

the public of the fact. | And, if another jeweler intends : a rl dh E 
occupying the old location immediately, a strong promo- jee TS "ey eo 


tion is vital in order to forestall the possibility of old 
customers visiting the old location by mistake. This was 
the situation recently faced by the Bowen Jewelry Co., in 
Lynchburg, Va. 

From the standpoint of appearance, everything was in 
favor of the Bowen firm. The new address, at 9th and 
Main is the busiest location in the city and Bowen’s 
corner is rated as a 100 per cent location. However, it 
was felt that dependence upon the new location alone 
would be unwise. Consequently, a heavy promotion cam- 
paign was planned. 
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(Above) View of the front of the Bowen store, 
taken on opening day. (Right) Mrs. Edna B. 
Ford, store manager, poses with the fabulous 
"Spellbound" @iece, on display opening day. 


For nearly two years the new store had been in the 
planning stage. As the last sheets of glass were being 
put into place and the final floor coverings laid, it could 
be seen that the completed project would be even better 
than the plans. Bowen’s advertising manager realized 
that the firm really had something to shout about. 

The idea of a contest or prize drawing to bring crowds 
was considered only briefly, then ruled out as being much 
too “brassy.” But it was still necessary to attract as many 
natives of Lynchburg into the store as possible during the 
opening days so that they would actually know where the 

(Please turn to page 244) 
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Strasburg's has pe 
enlarged four times 
since it was opened. 
Small goods are dis. 
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by JUANITA SAYER 


success With Appliances 
Hinges Un Brand Name Promotion 


Started as a minor operation at Strasburg’s, Hollywood, 







Calif... applianee sales have grown rapidly in face of 


heavy competition through promotion of well known lines. 
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Appliances get constant 
newspaper promotion with 
weekly announcements !ike 
these shown. Also, di- 
rect mail folders are sent 
out monthly to 5000 per- 
sons on the store's list. 
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dios have, 
jor orofit maker and trade builder for Max Strasburg, 


whose smart jewelry store is located in the heart of Holly- 
wood Boulevard, Hollywood, Calif. : 

Long before he opened his beautiful new store last 
May, Mr. Strasburg, who heads the oldest jewelry con- 
cern on the famed thoroughfare, had decided to feature 
household appliances in a department of their own. “I 
d into this field in a minor way—or at least that 


venture 
now—pbecause I wanted to test 


- ears to me 
is how it app 4 — —— 
our patrons reaction to such a department. 


Hjs contention that jewelry store patrons like to buy 
their appliances from their favorite jeweler was proved 
graphically on opening day. “We found out from the 
minute of its inception that we had a sure-fire hit on our 
hands, and since that time business has developed at such 
a swift pace that we have had to quadruple our selling 
space in order to handle it.’ This in spite of the fact 
that in his original plans Mr. Strasburg had allotted half 
of the rear section of the store to household appliances, 
radios and giftwares. 

Scoring such success on Hollywood Boulevard, which 
was already well represented by appliance dealers and 
other types of stores featuring this merchandise, can be 
considered quite an accomplishment for a jeweler. 

How did Max Strasburg manage to capture trade in 
a field in which other local dealers had made sizable 
inroads? 

His answer is, “There are probably 40 good reasons.” 
Among these are the firm’s notable reputation in the com- 
munity, an A-1] location, and an attractive store with that 
all-important essential, space, abundant room in which to 
display and sell such large items as radios and to permit 
patrons to shop in comfort. 

But more important, according to Mr. Strasburg, are 
some 30 other reasons, each of them a line of nationally 
advertised merchandise. “One of our main selling 
points,” he said, “is that virtually every item we carry 
in our new department bears the name of a famous maker. 
This has been of inestimable value in gaining new patrons 
and attracting our established jewelry accounts to the 
appliance section.” 

For more than 30 years this store has carried, adver- 
tised and promoted, through every possible medium, fa- 
mous branded lines of quality jewelry, watches and silver- 
ware. “We have built our reputation largely through 
these famous lines and we are proud to be known as the 
brand store in our community,” Mr. Strasburg related. 
‘When we carried this policy over into appliances and 
radios, we found that we had thousands of ready-made 
patrons in our trading area.” 

The merchandising of appliances differs considerably 
from the technique used with jewelry. “The main prob- 
lem, once you have the invaluable help of famous lines, 
Is space, says Mr. Strasburg. “We had been building 
up a wonderful line of nationally advertised electrical 
appliances ever since the business was founded by my 
father. I was convinced long before the war that we 
could do a much bigger job if only we had the space. 
We thought we had more than enough square footage 

when we built our new store. but just in case we had to 
(Please turn to page 246) 


Corner section of household appliance section 
arrests attention of shoppers with its copper 
and walnut bars and rawhide upholstered stools. 
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NITIATED as a sideline, household appliances and 


in less than a year, evolved into a ma- 
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This exterior windowcase, located at store 
entrance, always is used to feature radios. 
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"Gifts For Him" were displayed in this gift 
suggestion window during the Christmas shop- 
ping season including many appliance items. 





























eeeneeen 


Birthday Cake for Everyone 
Highlight’s Firm’s Anniversary 


The birthday cake 
theme dominated the 
window displays aj 
Rogers during the 
anniversary sale 
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Reversing the usual procedure, Rogers Jewelry Coe 


Padueah, Ky.. celebrated its first anniversary 


by presenting each customer with a birthday cake. 


OGERS JEWELRY COMPANY of Paducah, Ky., 

reversed the usual birthday procedure recently, 
when to celebrate the store’s first anniversary in this 
small western Kentucky city, partners Samuel Spivak and 
Joseph Marcus gave away 3000 birthday cakes. 

The event took place over a three-week “Pre-Christmas 
Sale” ending Nov. 22, which was the day in 1946 when 
the pair of ex-G.I.’s opened up their modern store at 304 
Broadway in Paducah. Prior to entering jewelry retail- 
ing, Mr. Spivak was flying B-17’s over Germany for the 
Army Air Forces, and with a little previous experience 
in jewelry store operation, he joined up with Mr. Marcus 
in early 1946 to create “a big city jewelry store in a 
small city.” 





194 


by ROBERT LATIMER 


“We found that Paducah, like many small cities, posed 
a problem for many merchants in that when the local 
resident wanted to do a lot of shopping, he would hop 
bus or train for St. Louis, 175 miles away,” Mr. Spivak 
commented, “and jewelry was no exception. 5t. Louis 
stores were attracting our local trade away from Paducah 
every weekend. Therefore, we set out to develop a mod- 
ern, efficient jewelry store with every nationally adver: 
tised line which the customer would find in the biggest 
city, with the idea of encouraging the customer to shop 
on his own Main Street.” 

The idea has worked out perfectly, according to Mr. 
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Spivak. Through the twin benefits of his war service and 
presenting the idea of an up-to-the-minute jewelry store 
‘1 the fast growing TVA center around the Kentucky 
Dam and Reservoir, Mr. Spivak got excellent cooperation 
from fixture manufacturers, wholesalers and jewelry man- 
ufacturers, including even franchises for leading lines of 
watches which he had been told were unobtainable. 
“Everybody seemed anxious to help,” the jeweler said, 
“particularly when we pointed out how our local popu- 
lation has jumped, and the fishing paradise which was 
created when the Tennessee Valley Authority formed the 
Kentucky Lake, which is the largest man-made body of 
water in the world. We had the buying power, we were 
certain, and it worked out to everybody’s satisfaction.” 

Thus there was plenty of reason to celebrate with free 
gifts to Paducah residents in November. Rogers Jewel- 
ers announced the occasion with half-page newspaper ads 
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NEVER A 
CARRYING CHARGE 


OPEN AN accOUNT 
TAKE & YEAR TO PAY! 


Newspaper ads of this sort were 
used by the Rogers firm to herald 
their first birthday anniversary. 


Samuel Spivak points to one of the 
posters in the store, announcing 
the gift of a free birthday cake. 
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framed in the outline of a birthday cake, promising a 
free birthday cake six inches in diameter and two layers 
thick for every customer during the three week pre-Christ- 
mas sale. In addition jewelry values for the sale were 
posted in cutout cake signs pasted inside the window glass, 
and every night fresh cakes from the bakery were dis- 
played in handsome gift boxes in the windows. Along 
with the giveaway promotion, however, the store meant 
business, and offered hundreds of holiday gift items with 
the suggestion to customers to shop early. 

The cakes were baked to the store’s specifications by 
a local bakery in daily batches so as to make sure that 
every cake handed out would be a fresh one. It took a 
lot of cakes. First, the management estimated the num- 
ber of people who would be brought in, then they doubled 
this estimate to be on the safe side, and even then wound 
up on the last day 100 cakes short of the total number 
of customers who came in for them. A special order was 
rushed to the bakery to enable the store to make good on 
its offer, and the jewelers closed a remarkably successful 
year with plenty of new friends. 

All of the cakes went out in white cardboard gift boxes, 
with the store name and compliments on the lid, plus an 
invitation to visit “Western Kentucky’s most modern 
jewelry store” printed at various points on the boxes. 
A crew of two girls were in charge of wrapping them for 
customers, and expressing the thanks of partners Spivak 
and Marcus for the year’s business. 

“Naturally, we brought in a lot of people who were ac- 
tually making their first visit to the store,” Mr. Spivak 
related, “but that’s precisely what we wanted. Before 
making a purchase, most customers went on tour of the 
store, and we arranged our display cases and wallcases to 
emphasize the famous national brands of rings, watches, 
silverware, small appliances and other goods which 
we carry. Most important, the stunt brought in a lot of 
farmer prospects, who because of their exceptionally 
large incomes from high prices of farm products have 
become valuable jewelry customers.” 

The cake promotion, plus plenty of advertising and 

(Please turn to page 249) 
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by THOMAS V. DUGGAN 


With 1947 the sec- 
ond best year for 
marriages in the 
nation's history, 
this scene was en- 
acted in a record 
number of cases, 


arriages Exceed [wo Million 


For Second Consecutive Year 


Iz: Marriages in the U. 8. in 1947. 


OR the second time in history, the total number of 
marriages in the United States has exceeded two 
million! 

Although the statisticians have been eyeing the Gov- 
ernment’s monthly bulletins on nuptials, complaining the 
while that Dan Cupid seems to be leaning on his bow, 
rather than firing it, it develops that 1947 saw the little 
fellow mighty busy after all. True, marriages during the 
year were 12.5 per cent below those for 1946. But the 
1947 total was still more than 12 per cent above the 
highest number recorded in any other year. Principally 
because of the Selective Service Act, 1,800,000 couples 
rushed to the altar in 1942. But in 1947, despite the fan- 
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tastically high cost of living, a continuing housing shott- 
age and scarcities of many essential consumer goods, 
there were more marriages than there were in a yea! 
when matrimony received high-pressure, artificial stimu- 
lation. 

According to the National Office of Vital Statistics, a 
Government agency which collects data from the 91 city 
areas in the U. S. with a population of 100,000 or more, 
there were a total of 673,052 marriages in those commu- 
nities during 1947’s 12 months. Since these 91 areas 
represent just about one-third of the total U. S. popula- 
tion, it is fair to assume that the marriages there repre- 
sent one-third of the total for the nation. On this basis, 
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1947 MARRIAGE LICENSES, MONTH BY MONTH, BY CITIES 
National Office of Vital Statistics compilation for cities of 100,000 inhabitants 
(or the county in which they are located) 
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TE Sco cacanese 421} 363} 109] 183) 158| 253] 149] 149] 169) 153) 135} 107) 1816 2'112 —14.0 
b N oes 
F.... thy Agpepnongrees 148} 103) 209) joa| 648| 728| 555| 623| 677| 548] 520] 626] 7,013|} 8.806) =—ane 
B ee TR wasceonsssess 1,626| 1,274] 1,319] 1,568] 1,671] 1,972] 1,458} 1,520) 1,655) 1,512 1,359| 1,316] 18,250 || 22,276 3D 
epirmingham, Ala, ....+-0+0e ore 'ece| 686) 645] 738] 900) (713) 785] 792] 672) 624) 897) 8.808 10,396] —149 
BEER, WR? occceencoens sco| 565| 791| 925| 1,240] 1,257) 851] 1,168] 1,060) 938) 735 768 | 11,158 || 12,428 —10.2 
Bridgeport, Conn. ...---+e+e- 187| 107) 124| 207) 243| 276] 181) 236] 217) 171) 163 95} 2,207|| 2,425 —9.0 
Sefiale, W. Vo vacsececeeees 4141 339| 337) 670| 791] 1,119) 733] 849) 750) 567} 676 337| 7,582|| 8,628 —12.1 
Cambridge, Mass.! .....-+++: 143 e7| 355| 148| 214] ‘240] 144) 203) 180) 148) 8s) JD} 1,911 || 2,001 —4.5 
Bee He Bs vase ncseeeess 139! 104) 141| 172| 132] 191] 144) 148) 175) 161) 145 122} 1,774|| 2,014 —11.9 
*Canton, Ohio ...------ +++ 222) 226 189) 241 342} 429) 262 327) 273 227 279) 185 3,202 aes —— 
#Charlotte, N. C. ..--+--+++° h : —12. 
Te - wiweeeas 41 4 49 64 81} 107 46 70 57 59 61 73 754 795 —5.2 
> og RRS a.age| 3,839] 3,129| 5,098] 6,003| 7,426| 5,105] 5,989] 5,586| 5,190] 4,772] 4,061} 60,684 || 68,80 —89 
scincinnati, Ohio? .....--+++- 4a8| -'377|  '386| 510] 650] 721] 441] 655) 48 44g} °519| 361] 5,996|| 6,879 —12.8 
scieveland, Ohio .....---+es 1.280] 1,050} 944| 1,534] 1,763] 2,219} 1,607) 1,872] 1,575) 1,335) 1,330 944} 17,453 || 19,107 —8.7 
etolumbus, Ohio ....----++-- 360| 346) 410| 404] 562} 626| 378] 501) 50 395| 351) 403] 5,244]| 6,367 —17.6 
#Dallas, Texas ..----e eres 5971 679) 691| 698] 797] 923] 749] 828] 802] 673) 740) 822 9,199 || 10,728 —14.3 
a se) | See] See] aie) tz] ue] a] 288] | aes] | case | Pate] es 
3 | ; pando 6m eee es 7 ’ ’ — ® 
Bong Fog RRND 429] 420) 434) 38¢| 334| 303| 278] _272| 330] 220] 201) | 247| 2,926) 3.322) iho 
ee TM, onan cccesenns 2.229| 1,659} 1,995] 2,415] 3,134] 3,338] 2,613] 3,144] 2,640) 2,385) 1,977 1,507| 29,036 || 32,276 —10.0 
etait, GU. oo. cccceceess 164| 135) °127| 1159] 235| 338) 226] 277) 226, 2 171| 135} 2,397|| 2,762 —13.2 
etait OB cncccccccses 122 75 sa} 144] 144] 190] 131] 132] 183) 141) 109 73| 1,528]| 1, —14.4 
GE UE onc nnsnsesscevenes o05|  155| 182] 296| 286| 422] 270} 348] 273) 224) 248) 165 3,074 || 3,538 —13.1 
Fall River, Mass.2 .....-..-- 130 67 111 164} 205) 214 108 184 151 116 76) 1,662|| 2,024 —17.9 
Pig ac ze oe) a) 3) nal Se ae) 33] al Z| | fel gan) daa) 8 
*Fort Wayne, Ind. .....----+- , ’ . 
*Fort Worth, Texas .....--- 00s 480| 395| 371] 380| 424| 460] 368] 436) 485) 355) 369) 441 4,964 || 5.9 —16.4 
Meee, WH ccvgncncoctescee aoe} 3451 351| 449| 528] 596] 466] 534) 505} 524) 528) 360 5,592 || 5,914 —5.4 
Grand Rapids, Mich.?........ 2531 224| 214] 311] 364) 503| 267) 362] 332) 297) 259) 202 '588 || 3,870 —7.3 
ete. GOR, oo. cccsss ans 187 141! 153| 231] 269] 316] 206) 270] 251) 245) 173) | lol 2,603 || 2,783 —6.5 
Oteusen, THMB cccccccscese s78| g99| 882} 925| 1,014] 1,187] 942] 1,017] 976) 931) 935) 1,119 11,705 || 13,400 —12.6 
Sindianapolis, Ind. ........06 630| 466| 582| 666] 641] 878] 789] 618] 770) 776) 485) 772 8,073 || 9,999 —19.3 
Sjacksonville, Fla. ....2..000- 144/ 149] 137) lel) 144] 198] 143] 152] 153) 115} 135) 155) 1,786 2,677 —33.3 
Sele OM, HA cnc ones 407| 285| 374] 439| 502] 558| 369] 392) 531] 431) 370) 323) 4,981 5,149 —3.3 
*Kansas City, Kans. ......... 731| 629| 661] 611] 709) 867 94] 173) 155| 194] 202] 168] 5,194] 11,042 —53.0 
Kansas City, Mo. .......-0e- 318 334 255 417 391 625 548 694| 744 726 696 719| 6,467|| 4,869 +32.8 
*Knoxville, Ten. ...2.02ee00- 130! 104) 130| 112| 145] 211) 128] 150] 166) 109] 141) 4140) 1,646 2,202 —25.2 
*Long Beach, Calif. | 2.906] 2,829| 2,831] 3,008] 3,331] 4,656] 3,269] 3,951] 3,184] 2,961) 2,971) 2,895) 38,792 42,063 antl 
*Los Angeles, Calif. § 
*1ouisville, Ky. ......+ee+e-- 464 463 452 530 531 729 466 549 586 505 555 474 6,304 7,846 atid 
Lowell, MaSS.2 .....cccceeee 71 51/ 105| 107) +175} %4158| 102} 143) ill 94 61} 1,270]| 1,537 —17.4 
*Memphis, Tenn. .....-----+- 148 127 130 143 146 228 132 192 160 134 150 171 1,861 2,249 ani?.9 
Miami, Fla. ......cceseees: 5071 472) 535| 514| 530| 546] 373] 441] 434) 397) 407) 475) |5,651)| 6,227 —9.3 
*Milwaukee, Wis. .....+-.+++. 2431 524) 4841 990] 1,146] 1,395] 806] 1,221] 1,008} 860) 809) 479} 10,365 )) 11,154 atl 
*Minneapolis, Minn. ........- 589 516 572 696 | 1,039} 1,159 725; 1,023 752 703 618 537 8,929 9,370 —4.7 
+*Nashville, Tenn. ........---- 202) 208} 224) 213| 203| 305) 189] 217) 248) 203) 247) 247) 2,706 |) 3,292 —17.8 
ee caand 5291 417| 386| 633| 606] 793| 529| 542] 759] 610) 507) 428) 6,739 7,385 —8.7 
New Bedford, Mass. ......... 102} 100 48| 160} 168} 144] 130) 157) +155] 131) 138 74] 1,507|| 1, —20.3 
New Haven, Conn. .......... 198! 1261 216) 229| 290] 316) 197) 274) 225) 195) 182) 133) 2,581) 2,811 —8.2 
New Orleans, La. ........... 5071 435| 360| 527| 434) 710| 428] 510) 565} 475) _462) _502/ 5,935/|_ 6, —14.0 
New York TE. a unsetiaiel 8,201 6,108 7,944 7,382 9,571 11,594 6,379 8,697 8,946 8,341 7,403 7,093 97,659 106,447 omi3 
TE ccs ceceeanennns 4 91 3,505 —16.9 
*Oakland, Calif. ............ 599| 5731 536| 568] 591] 906| 592] 713] 627) 537) 550) 549) 7,341)| 8,958 —18.1 
*Qklahoma City, Okla. ........ 3131 3001 266) 285| 391] 377) 358] 409) 326) 329) 332} 410) 4,096 || 4,637 —11.7 
%Qmaha, Nebr. .........-.-+- 510| 188| 165| 269| 306| 416| 247| 343] 319) 304) 279) 236) 3,282 )| 3,619 —9.3 
Paterson, N. J. .....ee-eeeee 1351 121) 127| 184| 178] 236| 140] 162} 210) 144) 176) 129) 1,942 )) 2,045 —5.0 
WI I os ins sssnnewes: 1761 174) 153] 166} 201] 298] 229] 219] 226] 220) 196) 200) 2,458 2853 —13.8 
Philadelphia, Pa. .......... “| 3.585] 1,034| 1,420] 1,618] 2,060] 2,185] 1,215] 1,902] 1,954) 1,691) 1,444) 1,199 9,307 || 21'700 —11.0 
*Pittsburgh, Ot . ccataancens 1,328 1,005 872 1,513 1,804 2,270 1,533 1,910 1,529 1,312 1,453 890| 17,419 || 19.271 —9.6 
ortland, Oreg. ..........-+: 4 318 4,639 5,714 —18.8 
Providence, R. |. .........-- 550| 204] 1771) 422| 349) 543] 280] 394) 427) 398) 337) 205) 3,986 || 4,317 angJ 
*Reading, Pa. ........sccee. 172! 167| 224) 213) 264] 396] 183] 231) 216) 168) 226) 196) 2,656 |) 3,353 —20.8 
Richmond, Va. .........eee- 9731 277| 291| 315| 309| 396] 281) 331) 332) 310) 277) 343) 3,735|| 4,434 —15.8 
Rochester, N. Y. ........0-. 5871 2071 241| 403| 463) 678) 359) 540} 472) 353) 363) 234) 4,600)/ 4,953 fies 
*Sacramento, Calif. .......... 159! 161| 140] 161| 180] 223) 202] 201) 165] 178) 176) 168) 2,114)) 2,249 —6.0 
St Louis, Mo. Se hiieieh eee 1,041 725 807 1,161 1,221 1,736 1.063 1,163 1,338 1,205 1,307 979 13,746 || 16,507 —16.7 
. Paul, Minn, ........06.. 45 4,445 4,417 0.6 
*Salt Lake City, Utah ........ 5731 249) 296| 260] 297| 520| 247] 439) 369) 266) 259) 253) 3,728)) 4,773 is 
ssan Antonio, Texas .......... 603 574 506 605 613 664 533 575 600 548 491 590 6,902 9,032 —23.6 
San Diego, Calif. ........... 383|  347| 367| 383] 368] 531] 400) 451] 402) 388) 335) 410) 4,765|| 6,326 —24.7 
San Francisco, Calif. ........ 817 802 776 834 895} 1,120 849 952 841 834 764 775} 10,259); 12,813 —19.9 
“awe 277| 19} 203] 301) 348| 44g) 2871 don] 9s | 783] 792| 775| 10:333|| a2.e4c = 
TS nice enna cies j ; 775| 10,333\| 12,846 —19.6 
_ Somerville, i. sneamadnet 136 63 135 126 207 191 114 171 179 138 100 92 1,652 1,884 —12.3 
oS iia | 2| igs] 2a| dee) ae] 25) 25 28] fe| fe] a] Zaer| 2am] ass 
Springfield, Mass.1.......... 169| 2161 120| 217| 239) 306) 187] 247| 211] 218] 160) 112 2,402 || 2,470 33 
san 5 eet o02| 154| 142) 271) 295) 397) 255] 328] 289] 223) 245) 139) 2,940)) 3,153 —6.8 
*Tacoma, Wash. ............. 303| 257| 296] 297] 328] 421] 314] 338) 299) 277) 273) 264) 3,667)| 4,571 ani 
=Tampa, i cteaescpamewiiend 509] 2171 269| 228| 226| 314| 205] 218| 225) 206) 216) 244) 2,797 3,379 “2 
Toledo, Ohio east uta sinnanks 466 488 504 527 695 837 675 805 787| 686| 604] 558] 7,632|| 7,683 
F 1S eer 181} 133] 152 85| 1,884 onl 
‘Tulsa, Okla. .............-. i67| 157} 159] 178| 221] 272] 217] 269] 253) 226) 238) 296) 2,653 5 54 30 
, 884 0 
RT We sienscasunvinns 84 71 57! 147] 146] 179] 123) 127] (‘191} 113] 119 55} 1,412/|| 1,660 —14.9 
Washington, SS ee 1,005! 912| 942] 1,025] 1,058] 1,480} 996] 1,159] 1,128] 1,028] 1,010] 1,032) 12,775 || 15,059 —S 
*Wichita, a inc cncentiinaet 261| 225] 223| 25 29 444 78}  221| #171) 18 180} 183] 2,722|| 4,071 ont 
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* Includes figures for county in which the city is located. “1 Intentions filed, Applications for licenses. 3 Marriages performed. 
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then, tripling the Government’s data, we can arrive at 
approximately 2,019,156 weddings for 1947. 

That there was a decline must be admitted. As stated 
in JC-K’s survey last year (March, 1947, p. 240) “1946 
can hardly be termed a ‘normal’ marriage year since 
large numbers of ex-servicemen were returning from 
overseas and, apparently, getting married the moment 
the boat docked.” A decline was only to be expected and, 
in fact, was forecast. The surprising thing is the small- 
ness of the drop. With almost two and a quarter million 
couples married in 1946, and record numbers wedded in 
1945, as well, it seems amazing that there were any 
couples left for ceremonies in 1947. 

The 1947 decline in marriages occurred in all but two 
of the 91 city areas checked by the National Bureau of 
Vital Statistics. The exceptions were St. Paul, Minn., 
just holding its own with an increase of 0.6 per cent, and 
Kansas City, Mo., which, instead of noting a decline, 
showed a gain of 32.8 per cent above 1946. This gain, 
however, appears to have been almost entirely at the ex- 
pense of Kansas City, Kan., which showed the greatest 
decline of all the areas—53 per cent below 1946 figures. 
This shifting of marriages from Kansas to Missouri is 
easily accounted for in the light of two marriage laws 


cent to each. And June, in both 1946 and 1947 
1l-odd per cent of the weddings. It is well to 
a statement frequently reiterated in these JC-K 
surveys: “Any month is a good month for wed 
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table indicates the percentages of total 
marriages in each month, 1947 compared with 1946 to 
gether with their relative standing in each year: a 


1946 1947 
% of total Rank Month Rank % of total 
8.2 6 January o 7.7 
7.8 9 February 12 6.4 
6.6 12 March 1] 6.9 
8.3 ) April 5 3.9 
9.6 3 May 3 9.6 
11.2 ] June ] 11.9 
7.7 10 July 7 7.8 
9.7 2 August 2 9.6 
3.3 A September 4 9.] 
7.9 7 October 6 8.2 
7.8 3 November 9 7.6 
6.9 11 December 10 7.0 


Government statistics show that 1947 was the seeond best year 


for marriages in the nation’s history, and the JC-K marriage 


survey indicates that jewelers capitalized on this fact. 


enacted by Kansas during 1947, requiring health exami- 
nations and a three-day waiting period. To avoid com- 
plying with these regulations, a substantial number of 
couples obviously crossed the state line. 

Apart from these three exceptions (two of which are 
intimately connected), it is interesting to study the fig- 
ures in the accompanying table with a view to determin- 
ing which cities had the greatest and least decline in 
marriages during 1947. 

Wilmington, Del., also appears to have suffered heavily, 
recording marriages 39.1 per cent below the 1946 figure. 
Here, again, is evidence of legislation affecting city and 
state totals—Delaware passed a law during 1947 making 
blood tests mandatory before marriage licenses could be 
issued. Many Delaware couples, certainly, visited neigh- 
boring states to escape this measure. 

South Bend., Ind., almost held its own during 1947 
with a marriage rate only 0.3 per cent below the 1946 
level. Toledo, O., followed next in order, having mar- 
riages only 0.7 per cent below the number recorded in 
1946. 

June, as was to be expected, remained the most popu- 
lar month for marriages in 1947 (it always is except dur- 
ing wartime when factors more important than tradition 
influence the choice of a month). However, it should be 
pointed out that June is not remarkably more popular 
than any other month. Pro-rating 100 per cent of a year’s 
weddings over 12 months gives an average of 8.33 per 
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It will be noted that the relative standings of the 
months are, by and large, quite constant. April, May, 
June, August and September have the same standing in 
both years, while the other months vary only slightly. 

Comparing the actual number of marriages in each 
month, 1947 vs. 1946, it becomes apparent that February 
showed the greatest decline percentagewise in 1947, and 
September showed the least. The month-by-month con- 
parison for the two years is as follows: 


January 
February 


March 


July 


August 


September 


October 


November 
December 
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1946! 1947 
62,495 02,171 
99,309 43,342 
01,147 46,110 
63,694. 29,261 
74,026 64,438 
86,302 80,339 
99,083 02,449 
74,632 64,8238 
64,211 61,173 
61,093 94,393 
60,176 01,393 
02,08 46,900 

769,249 673,052 


(Please turn to page 249) 


Increase (+) or 
Decrease (—) 


—16.5 
—27.9 
— 9.8 
—13.2 
—13.0 
— 69 
—l1.1 
—13.1 
— 4.7 
—10.6 
— 14.6 
— 7.1 
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Here’s the new “Slim-As-A-Fine-Watch” RONSON beauty, 
heretofore supplied only in Sterling (Retail $25.00, plus tax), 
and 14 Kt. Gold (Retail $200.00, plus tax)...now also offered 
in Chromium finish in the following models—EN GINE 
TURNED (Retail $10.00, no tax), TORTOISE ENAMEL 
(Retail $12.50, no tax), both as illustrated. Also with genuine 
LIZARD SKIN covering in colors—Brown, Green, Blue and 
Red (Retail $12.50, no tax)—all with monogram shields. 


























Illustrated in reduced size 











For personal use or as a gift...for men and women 
smokers...the RONSON Adonis offers the utmost 


in refinement and good taste. Underlying its en- 


Beginning in April, RONSON will inaugurate a powerful 
national consumer advertising campaign on the new Chrome 


chanting beauty is the ever-faithful and competent 
RONSON patented action — 


“PRESS, IT’S LIT]... RELEASE, IT’S OUT!” 
Safely out, the instant you lift your finger. 


Adonis models, which will include large, beautiful ads in 
LIFE, SATURDAY EVENING POST and NEW YORKER 
magazines, plus special mention on RONSON’S Coast-to-Coast 
Network Radio Show —‘20 Questions,” all of which will 


reach an audience of millions upon millions of consumers. 


‘ IEP sitions F eg MLLate 


Tune in on Ronson’s “20 Questions” & 
...every Saturday night... (Sunday J 
nights, Pacific Coast), Mutual Net- . 


work, 





fp, 







S, WORLD’S GREATEST LIGHTER 
r Ronson Art Metal Works, Inc. + Newark 2, N. J. 
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Diamonds to be Emphasized 






At British Industries Fair 


Accounting for over a quarter of the dollar exchange earned 


by 1946 exports from the United Kingdom, diamonds are to 


have stellar role as country’s biggest producer of dollars. 


HE importance of diamonds as Britain’s highest 

dollar-earning industry will be emphasized by the 
prominence given them at the British Industries Fair, 
to be held from May 3 to 14 at Olympia, London. 
(Olympia is to London about what Madison Square 
Garden and Grand Central Palace, combined, are to 
New York.) The whole of National Hall which is one 
of the buildings in the integrated group which make 
up Olympia, will be given over to jewelry, with the 
exhibit by De Beers Consolidated Mines, Ltd., and asso- 
ciated companies, one of the most impressive ever 
presented. 

The British Industries Fair is an annual trade show 
begun in 1915 to boost exports. Exhibits are designed 
to attract buyers from other countries. The diamond 
display of this year is a special bid to the United States. 

The reason why the British Board of Trade puts this 
accent on diamonds is to be found in the export records. 
Figures released in November, 1947, showed that dia- 
monds accounted for more than a quarter of the dollar 
exchange earned by 1946 exports from the United King- 
dom, making diamonds the country’s biggest producer 
of dollars. 

The thinking back of the expense and effort of the 
diamond display is given as follows in a letter sent by 
The Diamond Trading Company, Ltd., to manufacturing 
jewelers in the United Kingdom, inviting their coopera- 
tion in the display: 

“The long term policy of our exhibit is the 
promotion of Diamonds in all their many as- 
pects. The more immediate objective, how- 
ever, is the desire of Sir Ernest Oppenheimer, 
the Chairman, and the Board of Directors of 
De Beers Consolidated Mines Limited and its 
Associated Companies to further the export 
drive of this country by staging a feature which 
will attract a number of visitors to the Fair who 
might otherwise not have attended.” 

To achieve that objective, they are preparing an ex- 
hibit which in many respects can never have been 
equalled. 
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The Woyie River Diamond of 770 carats, found by 
the Sierra Leone Selection Trust in 1945, will be put 
on exhibition for the first time. This stone is the largest 
uncut diamond in the world today and the third largest 


-ever found, surpassed in size only by the 3106-carat 


Cullinan found in 1905, and the Excelsior, of 995.7 
carats, found in 1893. 

Among other items to be displayed are a priceless 
collection of cut colored diamonds, another of freak 
diamonds, and a collection of privately owned diamond 
jewelry never before shown to the public, including 
some belonging to Princess Elizabeth. 

The collection of cut colored diamonds is believed to 
be the finest in the world, and the “freak” diamonds 
include such museum-piece rarities as a gold nugget 
found with two diamonds, one white and one green, 
imbedded in it. 

One of the items to be exhibited from Princess Fliza- 
beth’s personal jewelry is the diamond necklace for which 
the stones were presented to her by the government of 
South Africa during her visit there last year, with a 
pendant presented by De Beers. The necklace contains 
what is probably the most perfectly matched collection 
of large brilliant-cut diamonds ever put together. The 
21 gems are graduated from a center stone of 9.55 carats 
to a pair weighing 1.59 and 1.60. 

A dramatic display will show the evolution from the 
rough diamond to the finished gem brilliant on the one 
hand, and on the other, the multifarious uses of the 
industrial diamond will be highlighted as well. The part 
played by industrial diamonds in the manufacture of 
every-day articles will be emphasized. 

An actual day’s production, unsorted, from one South 
African mine will be on exhibition. A similar day’s 
production, sorted, will show the comparative rarity of 
gem stones. 

The Diamond Trading Company, Ltd., has offered 
prizes for diamond jewelry designs, and all the leading 
jewelry manufacturers of the United Kingdom have 
entered the competition. Silverware designs will also 

(Please turn to page 255) 
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Diamond Advertising Spotlights 


1, The engagement ring tradition 


2. The fashion leadership of diamonds 


“REAL PEOPLE” are helping to document the importance of 
the diamond engagement ring tradition... in advertising 
now appearing in big-audience Life, Look, The Saturday 
Evening Post and Collier’s. Portraits of recently engaged 
society women, by leading American artists, show how these 
women, whom others follow, favor diamonds. Copy also 


stresses the importance of seeking the help of a trusted jeweler 


in making a selection. 


In fashion magazines, Vogue and Harper’s Bazaar, adver- 
tising portraying timeless beauty and distinction of diamonds 


emphasizes their importance on the fashion scene. 


Both of these campaigns, using striking four-color pages, 
are part of the continuing effort to stimulate and encourage 


your diamond sales. 














Diamond promotion promotes your business 





YOUR diamond promotion includes... 


ADVERTISING supporting the engagement ring tra- 
dition—in leading national magazines . . . stress- 
ing the fashion significance of diamonds—in 
outstanding fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 
MOVIES—“The Eternal Gem’’—to show in your town. 
LECTURES throughout the country. 


© All are designed to help you maintain your 
diamond volume. 


De Beers Consolidated Mines, Ltd. 
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Scarves and ribbons make nice back- 
grounds for jewelry. At right, Miss 
Hussey's gold tassel brooch set with 
large amethysts is worn on her satin 
ascot of emerald green and shell pink 
on her two-piece suit of dark green. 


Miss Hussey, above, relieves severity 
of her high neckline with large gold 
medallion on a huge link gold choker. 


Jewelry Accents 


For Tailored Fashion 





66 MJ EWELRY can make a woman’s wardrobe look new 

a hundred times,” says Adele Palmer, designer 
in charge of wardrobe at Republic Pictures. “One smart 
piece of jewelry worn in a:slightly different fashion will 
revitalize any costume.” 

Miss Palmer’s most recent assignment was the cos- 
tumes for Ruth Hussey in the soon-to-be-released picture, 
“IT, Jane Doe,” in which she is co-starred with Vera 
Ralston and John Carroll. The jewelry, much of it in- 
spired by antique pieces, was created by Joseff of Holly- 
wood. 

“Il like to concentrate jewelry at one focal point,” Miss 
Palmer says, “This center of attraction depends upon the 


(Please turn to page 256) 


Above, middle. A gold and topaz key adorn- 
ing a black velvet ribbon, accent a color 
combination of gold jacket and black skirt. 
Right. Antique gold tassel pin is worked 
into clasp of collar of Miss Hussey's fur 
coat, providing an added note of luxury. 
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one glance 






















one glance tells the whole story of the gleaming 


of diamond 


We've taken diamonds out of 
the “hidden-value” class... 
with a point of difference that 
sets the Circle of Light 

chead of all others. Your 

: customers need only a 
glance to appreciate the 
brilliant continuous facet 

that rims this blazing gem. 
For easier sales... greater 
profits feature the diamond with 
diamond that sells for you! 








Perfect beauly os not bow...tt's made...tn America 


THE GUILD OF AMERICAN DIAMOND CUTTERS 


an affiliate of 


BAUMGOLD BROS., INC. 


62 WEST 47th STREET, NEW YORK CITY, N.Y. 
Melee Plant: 305 East 45th Street, N. Y. C. Los Angeles Office: 220 West 5th Street 





Diamond Tool Research Co. 304 East 45th Street, N. Y. C. 












ouuelhing 
Something New 











The New 









IGHLIGHTING this month’s “conversion” designs 
by Sol Kaufman, of 562 Fifth Ave., New York, are 
a wide diamond wedding band in a modern treatment, 
and a handsome diamond watch with an unusual flared 
effect decorating the case. Also in lower panel, a three- 





stone diamond dinner ring and a highly styled earring trived from stones in the old pieces shown at left with the 
which sweeps upwards on the ear. addition of small baguettes and melee used to enhance 
These new designs shown in dark panels are all con- the larger stones. 
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Make a Note of 


Our New Address 
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o Around the first of March, we are 

Oe 

e moving to our new offices on the entire eighth 
floor of 550 Fifth Avenue, near 46th Street. 


There, with all our facilities under one 
roof and with much larger space, you can expect 


even better and more efficient service from us. 


IN PROVIDENCE—40 FOUNTAIN ST. 








IN LOS ANGELES—315 WEST Sth ST. 
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Crystallography For Jewelers 





First part of a discussion of the erystal systems of gem 


stones. basis of many of the properties of minerals, and 


an important factor in the study and identification of them. 


NE of the most difficult phases of the science of 

mineralogy and to many students the least inter- 
esting part, is the study of the crystals which are really 
the basis for many of the properties of minerals. When 
we speak of double and single refraction we are referring 
indirectly to the crystal shape of the original stone. 
Crystallography need not be either dificult nor boring; 
it is the customary abstract mathematical presentation 
which alienates the students. 

Crystals are the natural shapes assumed by the min- 
erals in solidifying. We have all seen photographs of 
snow flakes made through the microscope. They always 
show a six-sided outline. Salt, when we look at it closely, 
always shows cubes. 
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Fig. |. Using the cornfield as an_ illustration, 


several sets of rows may be seen as shown above. 


This external shape, six-sided, cubic, or octahedral is 
related to an internal arrangement of atoms, of which the 
external shape is merely a reflection. Sometimes this in- 
ternal arrangement may not look directional; a pattern 
of atoms may, like corn stalks in a field, look the same 
from any angle, but in other cases it may be definitely 
directional and one direction might show a spacing en- 
tirely different from that which would be encountered in 
another direction. 

It is easier to picture the problem in two dimensions 
with homely things, so let us carry our agricultural 
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by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


simile further. We see, from Fig. 1, that we may have 
several sets of rows; we have all seen them flash by in 


planting, or alternate rows of different elements. 


riding past a cornfield. There are the rows that the 
farmer laid out—or primary rows—running at right 
angles to the boundaries of the field, in which the hills 








Fig. 3. The cube is the 
fundamental crystal form. 
Imaginary lines through 
in from face to face of the 
—_— cube and meeting at com- 
mon point in center are 
the axes of the crystal. 
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of corn are fairly close to each other. But this arrange 
ment also creates secondary rows which run diagonally 
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and have slightly greater spacing between the hills; and 
tertiary rows at still another angle with even greater 
spacing. Just as the farmer is likely to make his field 
boundaries conform with the closest row spacings, so 
does nature make the crystal planes in the three dimen- 
sional lattice, conform to the closest packing. In the 
diagram shown, the field would most often be square or 
rectangular; in a similar packing the crystal would be 
cubic. 

Suppose, however, that the farmer planted a mixed 
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Fig. 4. Cube and 
Octahedron. 


Fig. 5. Octahedron. 


field of corn and pumpkins, alternately. Then, though 
the pattern was the same, the rows would be different in 
their botanical makeup, just as the molecules of, say, 
sodium and chlorine alternate on such a network. If the 
final row was to be one of just pumpkins (or just chlo- 
rine) the outline of the field would be entirely different 
from a field in which the final row could be of alternat- 
ing plant. Hence, we see (in Fig. 2) that the outline 
would become diagonal instead of square. Additional 
complications could be introduced by supposing that the 
farmer puts a beetle trap just to the left of every other 
corn stalk. This would create a very complicated pattern 
if he had to dispose his rows across the field in relation 
to the beetle traps, and if the field were a three dimen- 
sional network and the beetle traps an element like boron, 
it is easy to see how crystal face complications can arise. 

Next, row spacings might be different, the plants might 
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Fig. 8. Tetrahexahedron. Fig. 9. Trisoctahedron. 

require wide spaces in one direction and yet be closely 
packed in the direction at right angles to that. When we 
combine our variations in spacing with different elements 
we find new things—for instance, it is much easier to 
walk through a series of corn stalks than through a series 
of pumpkin vines which sprawl out over a lot of space. 
Similarly aluminum atoms might fill up the space they 
occupy a lot fuller than the oxygen atom does. Naturally, 
a light ray would have more trouble getting through in 
one direction than in the other. Hence, we would find 
that in any but square arrangements light would be 
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affected differently in traveling different routes. This 
means that in some arrangements of atomic packing we 
would find far greater interference in some directions 
and hence, two or three different retardations of light, - 
double refraction. Crystals will not pass any light ex. 
cept that which follows one or another of the rows—jus| 
as we can only look down the rows of a cornfield and 
cannot see through the field when we are not in line with 
the rows. 

Incidentally, at this time we might recall the article op 











Fig. 6. Cube and 
Dodecahedron. 


Fig. 7. Dodecahedron. 


polarization, when we saw that light travels at different 
rates in different crystal directions. We could compare 
this to a field with small boys starting to run in all direc. 
tions from the center. The boy running through the com 
row would get to the edge of the field first; the boy run. 
ning through a pumpkin and corn row would get to the 
edge next, and the boy going through a plain pumpkin 
row would be last. Boys starting in other directions 
would be found to follow one of the rows to stay in the 
race. 

The mathematically inclined crystallographers have 
worked out the possible variations in atomic arrange- 
ments and have come up with 32 possibilities. Mathe- 
matically, there are no others. These 32 classes can be 
grouped, on the basis of the principal directions known 
as axes, into six great crystal systems. We can most 
easily visualize them in the traditional way (reversing the 
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Fig. 10. Trapezohedron. 


Fig. 11. Hexoctahedron. 


modern physicists system) and start with the most or 
ganized and working down. 

First, however, we must get the concept of axes. The 
axes are imaginary lines drawn through the centers of 
ideal crystals, and parallel to the principal directions. Let 
us begin with a cube. The surfaces of the cube all inter- 
sect at corners and edges. If we turn this cube over and 
over we see that each face is square, bounded by two pairs 
of parallel and equal edges. However, since each edge 
is shared with another of the cube faces, there are only 

(Please turn to page 256) 


THE JEWELERS’ CIRCULAR-KEYSTONE 








é 


(afd 


Bem 


Ax. 


a 


7 ¥ 


CO ey, 


FOR MARCH, 1948 
















“OR 


Sth 


Store Comfort 
Important Factor 


In Sales Efficiency 


OMFORT of our employees and of our customers 
are two of the points of utmost importance in the 
warm weather operation of our jewelry stores. Since 
warm weather months are those in which it is most 
difficult to obtain comfort in the jewelry store, and we 
must take steps to insure this comfort for both employes 
and customers, the time is at hand to examine steps taken 
in our own individual institutions toward that goal. 

The war years have prevented us from doing many of 
the things we liked, as for example, installing modern air 
conditioning units in our jewelry stores. Now we can 
do this. The demand is going to be so great that many 
of us are likely to rush into the purchase of poorly-made 
inappropriate units or fall into a popular superstition 
that all we need to do is to “put the machine in” and we 
are set for old man warm weather. 

Both points are far from truth; there is a great deal 
more to creating a comfortable atmosphere in our jewelry 
stores for customers and employes alike than just “instal- 
ling a machine.” 

Such steps are worthy of the most careful planning 
and thorough investment insofar as customers and em- 
ployees alike are concerned. It makes customers more 
contented and comfortable and they come back to our 
jewelry store again and again through all of the warm 
months; employees are made more efficient through their 
more comfortable conditions, 
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by EVERETT FOSTER 


These two stores illustrate the 
two major types of air-condi- 
tioning outlets: the one at left 
Ps has outlets recessed behind the 
<_ grilles somewhat below the ceil!- 
ing, while below, the outlets 
are in the center of ceiling. 
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There ‘have been many tests made to determine the 
temperature most desirable for satisfaction and comfort, 
but those made some years ago in the Harvard School of 
Public Health still stand as authoritative. Exhaustive 
tests made in the laboratory showed that the effective 
temperature at which the maximum number of people 
were most comfortable was 71 degrees for the summer 
comfort zone and that air movement 15 to 25 feet per 
minute was the proper figure. Today many stores are 
overcooled and the result has been popular gossip about 
such stores as not being a good place to go “because 
you'll get a cold when you come out.” There certainly 
is discomfort in emerging from such a business estab 
lishment to the normal outside temperature. 

The jeweler may well make certain that any plans he 
makes toward creating summer comfort in his place @ 
business eliminate a desire to convert that place of bust 
ness into an “ice box.” There should never be a to 
sharp drop between temperature outside the building and 
that within. Whatever cooling system may be installed 
we must keep this factor in mind; more people will 
more comfortable and happier about doing business I 
our establishment through the warm months ahead if We 
do not attempt to freeze them but rather keep our telt 

(Please turn to page 257) 
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* Retailing from 


$25 to $5,000 


Each Gemstone origination 
is truly a masterpiece of fine 
craftsmanship, featuring 
genuine stones brought di- 
rect from world sources, in 
mountings of exclusive de- 
sign. Stocks available for 
immediate delivery. 





RUBY EMERALD + SAPPHIRE STAR SAPPHIRE 
AMETHYST »« AQUAMARINE +» GARNET - OPAL 
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The scarf pin, diamond and platinum, 
was stressed by the Jewelry Industry 
Council for wear with business suits. 
Stone cuff links, gold set sardonyx 
ring and wristwatch are worn below. 








ring, type being used 


ding ring in the West. 


Fashion Show Accents 





Interest in Men's Jewelry 


HE growing interest in men’s jewelry, which has 
been on the increase steadily since the end of the 
war, is now being widely recognized by allied industries. 
An indication of this was evident in the annual Fashion 
Show of the Custom Tailors and Designers Association 
of America, held in the Grand Ballroom of the Waldorf- 
Astoria, in New York, on February 4, 1948. At this 


show more than seventy pieces of men’s jewelry furnished 


(Please turn to page 259) 








Bridegroom at the show 
wore diamond set band 


as engagement and wed- 


To emphasize fine gold jewelry 
for business wear, the JIC dis- 
played gold wristwatch with a 
bracelet band, gold collar pin, 
and heavy setting stone ring. 







Popularity of the shirt with French 
cuffs was highly evident at the show. 
JIC recommended pearl scarf pin, gold 
ring and links for this business suit. 


For more formal attire the 
JIC recommended a dia- 
mond scarf pin, pocket 
watch, chain, cuff links and 
star sapphine ring as shown. 
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MAGIC CIRCLE’ 
MERCHANDISING 










THAT MEANS ADDED — 
SALES FOR YOU be : 


Here is the SALES BOOSTER that alert jewelers 
have been looking for as traffic and volume 
builders! MAGIC CIRCLE will feature a NEW 
matched wedding set each month, with an 
elaborate promotional plan, including nation- 
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gq STORE NAME 


Magic Cércle Diamonds are Crc0eated and Produced ¢ yf 


THE RUDOLPH DEUTSCH COMPANY 


Diamond Cullers - Manufacturing fewelers 


1258 EUCLID AVENUE @ CLEVELAND 15, OHIO 
*Registered in the U.S. Patent Office ” 
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Twin Promotion 


Closes Old Store. 





Opens New One 


ANY schemes to draw crowds to a special event, 

such as the opening of a new store, have been 
used by jewelers, but the. one that consistently does a 
job seems to be the old “something for free” idea. Peo- 
ple will go a long way just to get a free gift or to take 
part in a drawing for a prize. Whether these people 
are, or eventually become, active customers, is, of course, 
something else again, depending upon what you as a 
jeweler do to keep their interest in your business. The 
main idea is to make the people of your community 
notice your store and the longer this first impression 
stays with them, so much the better. 

L. S. McKee established his McKee Jewelry Co. in 
Joplin, Mo., in 1905. Came the time recently when he 
was ready to move into his new and more modern store. 
Although the move was only next door at 511 from 509 
Main Street, he wanted to let his customers, and as many 
more persons as he could interest, about his move. He 
decided on a double-barrelled attraction; first to call 
attention to his removal sale and then, when he finally 
moved into the new store, a second promotion to make 
sure as many persons as possible saw his new store. 
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Front of the new store is done in 
peach Carrara glass with a green 
trim. Permanent marquee, lighted 
with neon tubing, provides bril- 
liant illumination for windows. 


Drawing at 7 p.m. of opening day 
drew these crowds. For those who 
couldn't get inside, a pubile ad. 
dress system was set up on top of 
building to keep people informed. 


Free earrings for his removal sale 


and prize drawing for his new store 
opening brought out crowds for both 
events when L. 8. MeKee, of Joplin, 


Mo... moved into his new quarters. 


Three months before he was scheduled to move into 
his new establishment, Mr. McKee ran a six-column ad 
in the local paper announcing his removal sale with the 
incentive “gimmick” of 5000 pairs of earrings to be 
given away free. From one of his wholesalers he pur- 
chased a lot of “second” earrings sight unseen. These 
included sterling, gold filled, and gold plate on sterling 
and came in tarnished, broken, and some with stones 
missing. These were repaired, cleaned and polished, and 
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each pair was enclosed in a cellophane envelope with 
the store name and nature of the event printed at the top. 

All a person was obliged to do to get a pair of the 
earrings was to visit the store during the close-out sale 
and receive a pair. No purchase needed to be made. 

This created such a sensation that several squad cars 
were summoned from police headquarters to keep order 
in the crowd. Things quieted down, however, when an 
announcement was made that there were plenty of ear- 
rings for everyone but it would be necessary to await 
their turn. 

The free earring stunt gave Mr. McKee a further bene- 
fii that is many times overlooked by jewelers using the 
same sort of promotion. By glancing at the ears of his 
women customers from that time on, he was able to get 
a fairly accurate check on how many taking advantage 
of the give-away offer returned later to buy. 

“Needless to say,” Mr. McKee related, “we saw them 
hundreds of times, and, incidentally, our earring busi- 
ness after that increased many times. We believe it to 
have been the cheapest and most beneficial bit of adver- 
tising we ever bought.” 

Finally the day whn the new store was to be formally 
opened rolled around. This time Mr. McKee used the 
prize-drawing idea to attract the crowds. And come they 
did to sign up for the drawing of eight beautiful prizes 
which included a $200 diamond ring as first prize, a 
chest of top grade silver-plated flatware, second; a 17- 
jewel watch as third, and five other prizes including a 
pen and pencil set, a sterling silver compact, an electric 
shaver, a cigarette lighter, and a billfold. 

The customer was merely asked to visit the store and 
write his or her name on a ticket which was deposited 
in a box which was provided. No purchase was neces- 
sary for these tickets. 

Mr. McKee debated for several days prior to the open- 
ing whether or not to sell merchandise on the first day. 
It was finally decided to sell and, according to the owner, 
it was a wise decision. 

(Please turn to page 260) 
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Interior of store is done in rose 
and white color scheme with wood- 
work in natural lacquered birch. 
Mezzanine contains a repair shop, 
window display department, air- 
conditioning unit and rest rooms. 


Ad featuring removal sale, below, 
announced 5,782 pairs of earrings 
to be given away. Bottom ad an- 
nouncing opening of the new store 
told readers of the prize drawing. 
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Jewelry Anecdotes ... 


No dry-as-dust academic highbrow, Sydney H. Ball, JC-K’s consultant 


on diamonds has, for many years, made a hobby of collecting amusing 


stories concerning jewelry. Here are some of the collector’s gems. 


Editor's Note:—Sydney H. Ball, world-renowned 
authority on diamonds and precious stones, probably is 
usually thought of as a serious and scholarly writer of 
scientific and statistical studies on the subject of gems. 
F’idely known as a consulting expert on the mining and 
production of gem materials, he is the author of such 
works as the Annual Review of the Diamond Industry, 
published by THE JEWELERS’ CIRCULAR-KEYSTONE, the 
yearly gemstone report of the U. S. Bureau of Mines, and 
nuany others. Recently, as a spare time labor of love, he 
has been making the first English translation of some of 
the little known writings of the Roman historian Pliny 
on the subject of gemstones. 

However, despite his scholarly attainments, Sydney 
Ball is far from being a coldly academic high-brow. 
Always alert to the amusing aspects of a subject, he has 
for many years made a hobby of collecting anecdotes, 
jokes, and bits of wit and repartee whose subject has to 
do with precious stones. 

Here are some of the gems from his collection which 
we believe will both prove entertaining to our jeweler 
readers, and provide them with a fund of appropriate 
stories to draw upon for speech-making purposes. 


EAUTY, hardness and rarity and perhaps coldness 
and austerity we normally associate with precious 
stones but not satire, wit and humor. But perhaps we 
are wrong. As we turn the opal we are not only entranced 
and baffled but mildly amused by the shifting patches 
of color; again the star of aventurine wink at you as the 
stone is moved. Still again tip the moonstone or labra- 
dorite from side to side; the shifting luminescence, if 
it does not amuse, at least pleases you and as you turn 
it, the star sapphire flirts with you. Compensating warm 
characteristics likewise offset the coldness of the diamond 
and the ruby. 

Perhaps, in the same way, it may not be amiss in even 
a serious business magazine of the jewelry industry, like 
THE JEWELERS’ CIRCULAR-KEYSTONE, to give a few mo- 
ments to the lighter side of gemstone lore. Let me pre- 
sent a few examples: 

Jean Baptiste Tavernier, that 17th century Frenchman 
who was the greatest gem merchant of all time, had a 
keen Gallic wit. The Oriental is in many ways, he says, 
just like the European. Both like “the whitest diamonds, 
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the whitest pearls, the whitest bread and the whitest 
women.” 

We all enjoy Dorothy Parker’s witticisms. My favorite 
is her definition of a boring boor, a fellow passenger on 
a trans-Atlantic line, “a rhinestone in the rough.” We 
have all met his ilk. 

A favorite American form of humor in the early West 
was that of gross exaggeration. Jim Bridger was full of 
amusing tales of this sort. My favorite follows: Jim was 
hunting elk one day in what is now the Yellowstone Na. 
tional Park. He spotted an elk ahead and taking careful 


THEN | SHOT IT 
RIGHT THRU THE 
OBSIO/AN ——— 






PAINFUL, 












aim with his deadly gun, fired. The elk did not move; 
he went forward a hundred yards and fired again; to 
his disgust, the same result, and again. As he got ready 
to fire his fifth bullet, his rifle struck a cold substance, the 
Obsidian Cliff. It had acted as a huge lens and the elk 
was actually forty miles on the other side of the cliff. 

A dear old lady’s granddaughter after inspecting her 
wedding ring remarked on its unwiedly weight, com- 
pared to her own. The grandmother sweetly agreed, 
adding, “but remember in my day they were made to 
last a lifetime.” 

The engagement ring has been the butt of many other 
tales. A girl was shown the engagement ring of her best 
friend. Afterwards she defended herself. “I didn’t say 
it was a small diamond. I just said it looked as if it was 
paid for.” 

Mandy was delighted with her ring and was curious 
as to the size of the diamond. In reply her fiancee re- 
joined that “am de ten yeah installment size.” 

A girl had just jilted the young sailor and was humili- 
aled when she gave him back the ring to note that he 
promptly made a small notch in it; hers was the sixth. 

The wedding ring is likened by one columnist to a 
tourniquet, “it stops your circulation.” 

The woman usually scores, as when her husband ran 
across the phrase “gems of thought” and asked her the 
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competitor. 


Samuel F. Crabtree, R. J., successful student of the 
Gemological Institute of America and the gem 
authority of State College, Pennsylvania, says, “My 
two sons, Samuel, Jr. and Allen, are enrolled in the 
GIA Correspondence Courses, because we know that 
the Modern Jeweler must have fine gemological train- 
ing to progress in a highly competitive business. 
Gemology stimulates sales and furnishes a productive 
advertising medium.” : + 





Samuel F. Crabtree and sons, Allen and Samuel F. Crabtree, Jr. 


Family Firms are Family Gemologists .. . you 
find them everywhere . . . sons and daughters, 
enrolled in GIA Courses. Family Gemologists 
... perpetuating the family name for proficiency 
and integrity ... already have proven the value 
of GIA Courses through two generations. You 
will find the same advantages in the study of 
gemology as do Samuel Crabtree and his two 
progressive sons. 





Send for the new GIA course brochure, The 
Story of Gemology, and you will instantly see 
why your enrollment in GIA Correspondence 
Courses is the best dollars-and-cents investment 
you can make. 























Crabtrees, State College, Pennsylvania 
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meaning of the phrase. “Oh, probably something like 
the ring you are always promising to buy me.” 

In the depression of the thirties, the American gem 
market jumped from New York to Hollywood where at 
least some Americans had money. As a consequence, 
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movie stars began a serious study of gems. Mae West 
specialized in the hardness of the diamond. At last her 
scholarly conclusion: “The hardest thing about the dia- 
niond is to get it!” 

Centuries ago, a Chinese mandarin known for his par- 
simoniousness and also for his fine collections of jewels 
showed them one day to a great scholar. After the exhi- 
Lition was over, bowing low, the scholar thanked the 
mandarin for giving him the jewels. The mandarin was 
taken aback. “I gave you none.” “But you permitted 
me to see and fondle them. What greater joy do you 
cet from them? You even now fear that thieves may 
rob you. I depart in peace. In reality I get more joys 
than you from your jewels.” 

Agnes Sorel, that glamor girl of long ago (1422-1459 
A.D.), was the first woman to wear diamonds; previ- 
ously man’s ornament. Her lover, the French King 
Charles VII, gave her a diamond necklace. Perhaps 
with some justice she complained that the poorly cut 
stones chafed her neck but she dutifully wore it “out of 
love of her king.” Women have been willing to undergo 
such tortures ever since. Agnes Sorel dubbed the neck- 
lace, “carcan,” the iron collar or chain worn by crimi- 
nals, and from this we have one of our English names 
for a necklace—“carcanet.” 

Speaking of words, I see no reason why the diamond 
broker damns the beautiful gem by offering “loose” 
diamonds for sale. Also, I grin when I recall that 
“pretzel” is derived from the same root as “bracelet.” 

Henry IV, King of England from 1399-1413, realizing 
that his subjects were spending more money on jewels 
and gold ornaments than was good for the national econ- 
omy, issued an edict against their possession; like most 
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sumptuary laws it was a flop, until a couple of weeks 
later he added an amendment. “Pickpockets and prosti- 
tutes are exempt.” The morrow came and no jewels 
were visible in London. But the law received a cruel 
blow; one day at court his French queen appeared loaded 
with jewels. The law was stricken from the statute books. 

I think we can all smile with the Emperor Gallienus, 
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who reigned in Rome from 260 to 268 A.D. A jeweler 
had sold the Empress Salonina false gems for true. She 
complained to her husband and he ordered the jeweler 
thrown to the wild beasts in the circus. Naked, the 
wretch awaited his doom. The doors of the wild beasts’ 
den were thrown open, out strutted a rooster! Gallienys’ 
comment: “He who cheated others should be cheated 
himself.” 

Hedley A. Chilvers, an Englishman, tells this one: 
Shortly after Great Britain, in 1871, had “annexed” the 
Orange River diamond fields, Sir Bartle Frere, High 
Commissioner of South Africa, was the guest of one 
Oberholzer, a Boer farmer. One evening after dark. 
they were admiring the sky and the Commissioner re. 
marked that strange as it might seem the planets are 
worlds like ours with rocks and minerals: “And the 
moon?” queried the farmer. “The moon also.” “[’m 
sure, then, there are no diamonds in the moon.” “Why?” 
“If there were, you English would have annexed it, long 
ago.” 

He was applying for a job—Your last job?” “Dia. 
mond-cutter.” “In the jewelry business, I suppose?” 
“No, I trimmed the grass at the Yankee Stadium.” 

The too-well fed wife of a tycoon at a bridge party 
had been insufferable all afternoon. Finally she climaxed 
it all with, “I clean my diamonds with ammonia, my 
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rubies with Bordeaux, my emeralds with Créme de 
Menthé, and my sapphires with milk.” Her vis-a-vis 
sweetly replied: “My dear, I don’t clean mine, when they 
get dirty, I just throw them away.” 

Then there is the companion story—at a Hollywood 
reception, the friend of the wife of a newly rich film 
magnate was impressed by the two magnificent gems 
which a grand dame of the old school wore. After criti- 
cally looking them over, the magnate’s wife exclaimed, 
“Pooh, last year’s jewels.” 

In the Middle Ages, turquoise was supposed to protect 
its owner from any harm while riding a horse, for mere 
pleasure or in war or in the chase. The jester of a 
prominent Spanish nobleman of the time, the Marquis 
of Villana, on being asked by a knight, “What are the 
properties of the turquoise?” glibly replied, “Why, if 
you have a turquoise ring on and should fall from the 
top of a tower and be dashed to pieces, the stone would 
not break.” 

The following has many variants: At a formal dinner 
given by one of the top Kimberley diamond set several 
decades ago, a De Beer’s director remarked to his charm- 
ing dinner companion that the breadth and strength of 
the diamond market was assured so long as women were 
vain. She flashed back—‘‘and men are foolish and 


depraved.” 
For many centuries, overindulgence in dress and par- 
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Popularity Contest 
Builds Volume 
In Slack Period 


EWELERS who are looking for ways to increase their 

store traffic (and what jeweler isn’t?) might be in- 
terested in the recent successful promotion staged by 
Edward’s Jewelers, 210 South Fifth St., Springfield, IIl., 
at little expense over their regular advertising budget. 

Taking a leaf from the trend of big national advertisers 

to play up the contest idea to further interest in their prod- 
ucts, Harry Levine, owner-manager of the Edward’s store, 
decided to stage one of his own in his city. His idea was 
to find the most popular bus driver in Springfield. Pur- 
chases at the store would entitle the customer to votes 
which he or she deposited in a ballot box at the front 
of the store. 

The general plan of the Bus Driver Popularity Contest 
was worked out in advance by Mr. Levine in conjunction 
with George Pehlman, advertising representative of the 
Illinois State Journal and Register. Then, officials of the 
Springfield Transportation Company were approached 
and with their consent and approval of the idea (on the 
basis of creating goodwill for the company) the pro- 





222 

















Double page newspaper spread 
was used to announce contest} 
for Springfield's most popu. 
lar bus driver. Pictures of 
the drivers were shown, also 
prizes and rules of contest. 











by CARROL C. HALL 
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Merchandise ads were cleverly tied 
into the contest by showing number 
of votes an article would bring to 
the customer's favorite bus driver. 
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Standings of the drivers 
were published each week 
with a special prize for 
the one with the highest 
standing for that period. 
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Easter Promotion Ideas ... 


Your window displays and promotions for this important event 


should be all set by this time, but for those late starters, 


here are some suggestions which could be adapted for your use. 


by R. C. TRAVERS 


IG promotion event this month is Easter and the 

jeweler is in a good position this year to capital- 
ize on the “new outfit” business in a big way. The so- 
called “new look” in women’s fashions strikes a definite 
note which calls for accessory decoration. Whéther you 
as a jeweler get this business or whether it goes to the 
department store or apparel shop depends on the job you 
do in attracting attention to your store. 





Here’s how some jewelers are going at it: 


Broadway Jewelers, 27 Broadway, Denver, Colo., are 
arranging a tie-in with a number of retail men’s and 
women’s apparel and specialty shops whereby each of the 
shops will include pieces of costume jewelry supplied by 
the jeweler in their Easter window trims and interior 
presentations. To arouse the interest of these shops, the 
jeweler is offering three five-dollar awards to the men’s or 
women’s shop who executes the most eye-appealing win- 
dow or interior display of which costume jewelry is a 
part. Some 14 apparel retailers have indicated interest 
in this idea so far, with more to be approached, which 
gives this jeweler’s merchandise a wide range of display 
attention at a nominal cost to him. 


GIFTWARE AND GLASSWARE SEASON, TOO 


In addition, Broadway Jewelers believe that Easter is a 
giftware and glassware season, too, and in advance of 
the season have opened a complete section containing 
vases, pottery, glassware, hospitality trays, wall paintings, 
etc. The store plans to use a series of daily and nightly 
radio spots reminding housewives that Easter is synony- 
mous with Spring and the latter is house modernization 
time, and a visit to their new department will prove a 
treat. 

Dornberg’s Jewelry, at 1642 Court Place, Denver, are 
recognizing the religious aspect of Easter, and with this 
thought in mind, are spotlighting a display of religious 
articles and jewelry, together with a showing of artwork 
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from the pupils of grade and high schools of the com- 
munity. 

The opposite window will carry a posterized listing 
of the day’s religious services of all denominations along 
with a showing of religious paintings which this jeweler 
has found to have a definite appeal during Easter-time. 


JEWELRY AND FLOWERS 


Rogers, at 526 16th St., Denver, have worked out a plan 
to tie in their Easter promotion with the florists of the 
neighborhood. Under the plan, customers may purchase 
a floral bouquet or corsage and a birthstone at the same 
time, receiving a special price on the combination gift 
which will be delivered by the florist. Also, the jewelry 
store will offer patrons a combination of a floral boquet 
and a piece of gift or glassware at a special price for the 
evenf. Throughout the Easter season, cooperating flor- 
ists will have displays of jewelry in their windows to- 
gether with their own floral offerings. To reciprocate, 
Rogers will have in the store an ever-changing array of 
Faster floral bouquets which, incidentally, will add beauty 
and appeal to the store during this season at no addi- 
tional cost to the jeweler. 

Pohndorf’s, 400 17th St., Denver, are offering an Easter 
special to any member of the clergy of any denomina 
tion or order in the shape of a special epistle in connec- 
tion with a special reduction on any timepiece of their 
choosing. 

The Bohm-Allen Jewelry Co., 600 16th St., Denver, are 
holding a contest of letter writing on the subject, “How 
I Streamline by Spring Housecleaning.” Winner of the 
contest will be awarded a watch and fifty merchandise 
vouchers will be awarded as runnerup prizes. 

Orville R. Hagans, 228 16th St., Denver, is offering to 
repair any watch during the Easter season at a special 
price with the proviso that the repair charge will be 
cancelled if a new timepiece is bought from his store 
before Easter. 
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347 Fifth Avenue 
New York 19 + N.Y. 


00 East Washington Street 
Chicago 2 - Illinois 


Harry C Schick, inc. 


ios CHESTNUT ST. 
NEWARK S, N.dJ. 


FOR MARCH, 1948 


A PORTFOLIO OF QUALITY NECKLACE CLASPS 


1 Distened to solve your most 
discriminating requirements. More 
than six hundred clasps of various 
designs, including, Gold, Sterling 
Silver, Rhinestone, Nickel Silver, 
and Gold Plated, in single and 


multiple strand. 


Detailed clasp illustrations in 
actual size. Prices and other in- 
formative data included. 


Jobbers, Necklace Manufacturers 
and Assemblers will find this Port- 
folio a quick, handy ordering suide 
as well as an effective presentation 
for soliciting profitable business. 


Your free copy is ready now, write 


Dept. C, Harry C. Schick, Inc., 
105 Chestnut Street, Newark 5, 
New Jersey or the following sales 
offices: 


649 South Olive Street 
Los Angeles 14 - California 
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New Designs 


From Paris 


ERTAIN to attract style-minded women everywhere 

are the above illustrated ideas selected at random 
from the current issue of the Parisian jewelry design 
quarterly Album, L’Officiel de la Bijouterie & Accessoires, 
whose New York office is located at 41 Union Square, 
West. 

Noteworthy among this group is the brooch design. 
Interpreted in the unusually interesting and _ practical 
technique of using a number of partly stretched fine 
wire coils it forms an attractive ornament of delicate 
open work with a minimum of labor and production cost. 

The highly fashionable and attractive “over the ear” 
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earring shown, is a great favorite with the fashion-minded 
women in Paris. It is also characteristic of the new de- 
sign trend of lightness and delicate open work in jewelry. 

The watch bracelet design of heraldic influence is 
highly interesting and significant as a departure from the 
hitherto popular styles. 

The new pin-on lipstick carrier is both artistic and 
practical. Its comedy and tragedy masks—a favorite or- 
nament throughout the ages, and modern allegoric winged 
head symbolizing the endless flight of time form an un 
usual decorative note. Fastened to a chain, the lipstick 
can be detached for use and easily replaced. 
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Synthetic Star 


LinpE Synthetic Sapphire 
and Ruby are identical in 
physical and chemical 
properties to natural gems 








Sapphire 





and 





WITH A ““NATURAL” STAR 


Science has now reproduced the phenomenon 
of nature that causes the star to appear in sap- 
phire and ruby. The first public announcement 
of this achievement was made on September 
24th of this year. 

This is a real star—a "natural" star in every 
sense of the word, because it's inherent in the 
stone. 

In beauty, color, and sharpness of asterism, 
these synthetic star sapphires and rubies are 
comparable to the finest nature has given us. 

Only to the jeweler equipped for examina- 
tion are these gems distinguishable from nat- 
ural stones—to the naked and unpracticed eye 


they are not discernible from natural gems even 
when placed side by side with those of col- 
lectors’ quality. 

LINDE Synthetic Star Sapphires and Rubies 
are not mass-produced—that is why they vary 
in size, shape, and color, just as do the natural 
stones. Essentially a product of the laboratory, 
they are, and will continue to be, available only 
in limited number. 

Natural star sapphires and rubies compar- 
able.to. these superb LINDE synthetics command 
such high prices that they are far beyond the 
reach of most people. But LINDE synthetic 
stones offer the same lasting beauty within a 
moderate price range. 





LINDE Synthetic Star Sapphire and Star Ruby are distributed by 


Max Duraffourg Gem Company 


576 Fifth Avenue, New York 19, N. Y. 
Cable Address MAXDURAM * Telephone BRyant 9-4161 








Catehy Slogan 


Used by Horrow 


Brings Customers 


Today 
(They Pay Tomorrow) 


by ANNA M. ROBBINS 


VEN people admit that people hate to think! ‘And 

that includes jewelers’ customers and prospective 
customers. Result—many customers rely on slogans to 
tell them where to buy. 

A lecturer at a prominent University recently remarked 
that average Americans depend on commentators to tell 
them what they stand for and merchants to tell them 
what they want. He then went on to explain that the result 
of this natural latency in human nature is that catchy 
phrases repeated often enough to have a familiar sound 
tend to determine people’s buying tendencies when prev- 
iously set buying habits have not already dominated 
them. Working on this principle, Samuel S. Horrow of 
627 Market St., Wilmington, Delaware, created a slogan 
ten years ago which he has been promoting ever since, 
and which has been promoting his business in return. 

Mr. Horrow carefully saw to it that his slogan should 
embody all the elements that are essential in making a 
slogan effective. First, he made sure that the central 
thought was one that fostered the type of business he 
featured. Credit business was his specialty, so the slogan 
should promote that phrase. Then he tied it in with some 
basic need of the large group of people to whom he 
particularly wanted to appeal. Many, if not most, of the 
prospective customers for a credit jewelry store are those 
who have faced the problem of having to borrow money. 
and it was only human for them to find the experience 
displeasing. The slogan suggests that Horrow has a 
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Exterior view of the Horrow store in Wilmington, Del. 
showing the catchy slogan which is painted on window. 


pleasanter answer to this basic need. Getting at a basic 
need of prospective customers, suggesting a happy solu- 
tion to an emotional desire, promoting the type of busi- 
ness which the store features, all in one catchy phrase 
which attracts attention, is quite a problem at any time. 
But, in addition, the slogan must be brief, so that it will 
be easily remembered, and, of course, there is the es- 
sential factor of including the name of the store so that 
the slogan would really promote the store’s business. 
Mr. Horrow did not want to repeat the experiences of 
some companies who had put thousands of dollars into 
promoting a slogan, only to find that while the slogan 
itself might be known to the average housewife, she 
couldn’t quite remember to which product or company 
it was attached. 

The phrase finally determined upon was the five word 
one which now dominates all his advertising: “Why Bor- 
row—Buy From Horrow.” Even a hasty consideration 
will show that it meets all the requirements outlined above, 
and in addition the clever rhyming of the first part of the 
slogan with the name of the store makes it easy to re- 
member. 

Once he had decided upon the slogan, Mr. Horrow 
made maximum use of it. For the ten years he has been 
using it, it has dominated his advertising, usually in 4 
panel inserted in the upper border of his newspaper ads, 
and as the opening phrase of the spot announcements on 
the local radio station, which he uses at least once a day, 
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Book Means 


D pasties new and interesting booklet 
prepared by Treasureland to bring 
more customers to your store and more 
sales to your credit. 








The famous Treasureland D9 
three piece set, available in re- 
tail prices from $87.50 to 
$250.00. 


The D24 set, one of the many popular fishtail 
designs available in Treasureland Registered 
Diamond Rings. This set and many more are 
shown in the Treasureland Booklet. 


The Treasureland Booklet is only one of the 
many sales aids aveilable to Treasureland 
Dealers. Powerful National Advertising is al- 
ways working for you, a vast array of attractive 
newspaper mats are free for the asking, along 
with many counter and window displays to 
bring sales of quality diamond rings into your 
store. | 


The above booklet, in the process of printing, is to be forwarded to all responding to our extensive 
National Advertising Program. This booklet contains helpful information to all prospective diamond 
ring buyers and pictures of Treasureland Registered Diamond Rings. A letter accompanying each 
booklet directs the prospective buyer to the Treasureland Dealer in his community. 

if your customers demand quality diamonds, superb workmanship rings and exquisite styling it is 
your duty to stock and display Treasureland Registered Diamond Rings. Write today for information 
regarding exclusive Dealership in your community. 


TREASURELAND RING CO. e BOX | e CHICAGO 90, ILL. 
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seven days a week. A sentence or two about some piece 
of merchandise follows, then the address and telephone 
number. 

Horrow’s makes little use of direct-mail advertising, but 
when such pieces are sent, as at Christmas time, they also 
feature the slogan prominently. “Why Borrow—Buy From 
Horrow” is also prominently lettered across the lower part 
of the display window. 

However, Mr. Horrow is not satisfied with his present 
window, nor with the general appearance of his store. 
He feels that the slogan has had a doubly difficult job to 
do in selling his store to the public because of the handi- 
cap of an establishment that appears less up-to-date and 
attractive. A restriction in his lease prohibits his making 
the improvements he desires, and properties which he 
might buy or rent without this restriction are not so 
strategically located, so, for ten years and perhaps for 
many years to come, the slogan has built and must con- 
tinue to build good-will against this physical drawback. 
That it is the slogan which deserves a great deal of the 
credit for his success, he is sure, since the business showed 
a definite increase right from the time that he began to 
use it ten years ago. No other factor could account for it, 
he points out, since there was no particular change in the 
general business situation at that time, and no other 
changes were made in the store’s operations or policies. 

Another definite increase was noted two years ago when 
the slogan was first used on the air. Of course, the fact 
that the Horrow store is centrally located helps to make 
its radio advertising effective, since customers from the 
wide area covered by the broadcast find the store easily 
accessible. But, on the other hand, the store itself is small 
and not too impressive in appearance, and therefore, un- 
less its name already means something to the passerby it 
is quite likely he will pass by. It is the slogan that brings 
them in. 
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Samuel S. Horrow, owner 
of the Wilmington, Del., 
store, waits on a customer 
while Miss Anne Ander- 
son, saleslady, looks on. 





Typical of ads 
used by the Hor- 
row store, this 
one is devoted 
to watches. Note 
slogan at top. 
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A Philadelphia advertising expert points out that the 
Horrow “theme song” comprises all the essential qualif- 
cations of a good slogan. It is short, it is simple, it is 
easily remembered, it emphasizes the name of the adver- 
tiser, and it suggests a benefit to be gained by buying 
from him. 

Also, it is time-proof, for even in the height of pros- 
perity many people find it necessary to borrow. The 

(Please turn to page 273) 
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FIRST AGAIN! ~<kc> 
And Exclusive at A. C. Becken Co. 
——— | 
© : t WF 
HERE’S a useful emblem = 
assortment for jewelry 1 
stores. Rich pastel blue 
counter card, 6 x 8 inches, ul | 
with easel back for win- 
dow or counter display. Free and Accepted 
THIS attractive card fea- e/Masons 
tures ll yellow and 1 | 
white 10k gold Masonic || jasdieemesaneiietenensndtedensnnnentin 
emblems as shown. 
{ 
. . . AND to further as- }|' 
sist you in your sales 
we've printed pictures, [> : 
numbers and keystone 
prices on the back. a 
a i 
MORE individual emblems ~ 
can be reordered as often ss 
as you choose. 
$19.10 dl 
KEYSTONE ~ fag 
PER CARD 7 7 7 nami. 
q. A Beeken 0. 
Box I CHICAGO 90 
America’s Leading Wholesaler 
DENVER BRANCH DETROIT BRANCH NASHVILLE BRANCH 
Steel Building Michigan Building Stahlman Building 
“BUY FROM BECKEN— AND GET THE BEST” 
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Better Selling for Better Profits 


Part V: The Sale And I 


ID you laugh like I did at “The Egg and I?” It 

poked good clean fun at the idea of expecting a 
gold mine in chicken raising, but it also showed that hard 
work and acquired skills eventually pay off. 

There’s a parallel case to be found in the sale of jewelry 
and allied lines. 

Long ago one of our founding fathers said, “These are 
times that try men’s souls.” That man, if still alive, would 
probably add, “That goes double today.” 

For now, in addition to knowing the techniques of the 
jewelry trade, it also takes real sales skill to handle all 
the difficult problems arising from changing conditions 
. . . markets, merchandise, customers, prices. 

Only one factor remains constant in each jewelry 
business. That is you. You are the central character in 
today’s drama of business life . . . you are the man in 
the spotlight . . . and the way you play your part will 
decide your business future. 

Four factors are involved in most sales: the customer, 
the merchandise, the store and the salesperson. 

The customer may be old or young, rich or poor... 
man, woman or child . . . a quick, careless buyer, or an 
experienced, careful buyer. 

Your merchandise may be high-priced or “economy 
lines,” modest purchases, or long-term investments of 
lasting quality. 

Your store (or department) may be large or small, up- 
to-date or out-of-date, with an old established following 
or just a newcomer trying to build a reputation. 

You yourself may be old or young, man or woman, 
experienced or a beginner. But whatever you are, you 
are the final answers on sales . . . you are the one that 
should adapt yourself to the other three factors men- 
tioned. 





ANALYZE YOURSELF OCCASIONALLY 


Every once in a while it pays all of us to stop and 
analyze ourselves . . . to see what powers and weaknesses, 
assets and liabilities, help or hinder us in our daily work, 
in the jewelry industry. Have you given yourself a 
check-up lately? 

Do you radiate good health, good manners, friend- 
liness, honesty, cheerfulness, energy and animation? 
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by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


Stand in front of a mirror and appraise yourself with- 
out bias. After you have rated yourself as well as you 
can, ask someone who knows you well to rate you ob- 
jectively on the same points. Don’t ease up on this— 
strike hard and let the chips fall where they may! 
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"You are the central character in today's business drama 
and the way you play your part will decide your future.” 


> we can start 


Once we “see ourselves as others see us,’ 
a regular campaign of self-improvement. 

There are dozens of good “rules” and desirable traits 
for a successful salesperson in a jewelry store, but here 


are seven personality points sometimes overlooked: 
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CONTACT YOUR NEAREST WHOLESALER 
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1. A friendly manner, a helpful attitude, a sincere 
smile occasionally. 

2. Mental alertness—cultivate a quick grasp of all sales 
angles. 

3. Careful pronunciation—give other people a chance 
to hear and understand your sales points. 

4. Correct voice tones—express confidence and sin- 
cerity without obvious high-pressure. 

.. Erect posture, animation and enthusiasm—a physi- 
cal slump means a sales slump. 

6. Self-confidence—if you believe in yourself and your 
line of merchandise, others can be persuaded. 

7. Thorough preparation—know your business and 
your goods and how they can be applied to your pros- 
pect’s problems. 


THE KiT OF KNOWLEDGE 


What’s in the kit of knowledge every jewelry sales- 
person needs? 

First, genuine curiosity about the people you serve 
and about the merchandise you offer to them. Help pros- 
pects figure out what they want and why; study how 
people’s minds operate and why they reach certain con- 
clusions. 

Next, polish to a smooth finish your “mechanics” of 
selling . . . arousing interest, conversation and demon- 
stration, keeping the sale moving steadily toward the 
desired close. 

Among other factors that will help you are these: 

Learn to do things you dislike. Think less about your 
own problems; more about other people’s likes and dis- 
likes, or their wants and needs. Improve your vocabulary 
and your range of subject matter; learn to talk interest- 
ingly to all kinds of people. Be enthusiastic and aggres- 
sive, yet tactful and friendly. 

J. C. Aspley, former editor of Sales Management, ad- 
vises: “Find out why any 20 people buy the things you 
are selling, and you will have found out why 2000 
others should buy. . . . If you are selling groceries, and 
seek better ways to sell them, put on an old golf cap and 
go up and talk to the Sweeneys and the Joneses on 181st 
Street. If you are selling automobiles, seek out the people 
of ordinary means who bought of their own accord. They 
are full of ideas. 

“Get perspective on your sales and advertising prob- 
lems and the plan will take care of itself... . Bring to 
your business that outside buyers’ viewpoint from which 
all worthwhile selling ideas must spring.” 


SELLING IS PEOPLE 


You probably think of yourself as selling merchandise 
and service. Actually, you are selling people. You are 
selling them the benefits of your goods. 

When you and I are really selling, we are selling people 
into paying us money we want in return for goods or 
services they want. 

Too many jewelry people have their minds on mer- 
chandise instead of on the man or woman they are trying 
to sell. 

People are what count, for they are the variable ele- 
ment ... always different. Knowledge of merchandise 
should not be confused with knowledge of selling. 

Training in merchandise is not sales training and has 
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nothing to do with it except that knowledge of merchan. 
dise is one of the important tools in selling. Tools are 
necessary but they can’t make sales unless properly used 
pointing out the benefits and advantages of your lines to 
that particular prospect. 

In his new book, “Cordially Yours,” Jack Carr stresses 
the fact that the public at large are “just folks” you can 
talk to . . . in your letters, ads, circulars or catalogs, as 
well as in your face-to-face selling. In every type of Sales 
talk, present facts honestly and earnestly but always 
friendly-like . . . without indulging in weird ideas 9 
silly sales pyrotechnics, printed or spoken. He states: 











"A genuine curiosity about the people you serve and about 
the merchandise you offer them is essential selling rule." 


“While we live closer together than ever before in his- 
tory, weve grown further apart. The average man has 
got a million neighbors but not as many friends as the 
fingers on his hand. The average man will respond to 
the smile of a newsboy and come back day after day to 
buy his paper and win that smile. When the headwaiter 
calls him by name, he'll swell with pride and bring every 
acquaintance he can to that particular restaurant. He'll 
‘walk a mile for a Camel,’ and go blocks out of his way 
to buy an Arrow brand collar, a Manhattan shirt or a 
Stetson hat, from a clerk who calls him by name. Human 
nature cries for recognition! Men join Rotary, Kiwanis, 
Civitan and all other luncheon clubs to be known as Bill, 
or Henry, or Charlie. In spite of the fact that men are 
living at the rate of a hundred miles an hour, there is a 
suppressed desire to do business with a man or the con- 
cern they know, or feel they know.” 

Every jewelry item on the market is subjected to all 
sorts of merchandising tests these days. Is it styled or 
packaged right, is it pleasing in shape or color, is it right 
in size and price? As companies spend time and money 
making sure their products are presented properly, it is 
up to you to improve your own “sales package’’—youl 
self and your efforts. Then ‘the sale and I” will go 


places together! 
(To be continued) 
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AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 
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‘Happy Birthday To Yow 





Is Sure to Please Customers 


Be he ever so grumpy, the average citizen is certain to 


be pleasantly surprised when he receives a birthday card 


from his jeweler. And sending the cards is simple, really. 


Ky day hundreds of thousands of people in the 
United States celebrate their birthdays. Many of 
these people are your customers, Mr. Jeweler, and to 
them that birthday is often the most important day of 
the year. It is a special day which seems to be set aside 
for them. 

Every letter, every congratulatory card, every present 
which arrives on that birthday is greatly appreciated and 
remembered. The person with a birthday experiences a 
warm glow of the happiness at being remembered—even 
those customers known as crabby sourpusses. 

And when the family group around the table begins to 
sing “Happy birthday to you . . .” while candles on the 
cake flutter with yellow flame, then indeed does the full, 
rich meaning of the birthday steal over you. 

So, Mr. Jeweler, every customer you serve has a birth- 
day once a year, unless he or she is one of those leap year 
babies. And do you realize that practically all those 
customers and prospects are proud of those birthdays. 
What are you, as a progressive business man, doing to 
remember those customers and prospects on their birth- 
days? 

If you want to win more friends and customers, if you 
want to show people that you appreciate the priceless 
things of life, begin enlarging that list of persons to whom 
you send birthday cards. There is no better or quicker 
way to make folks remember you, as a friend and as a 
business man. Ask those who have tried the idea. 

How many customers do you serve annually? 100? 
500? 1000 or more? Well, postage on 100 birthday 
cards would amount to only $30 if you used a 3c. stamp 
on each. For $100 or $150 per year you should be able 
to purchase and mail cards to 1000 customers. 

Of course, in order to send a customer or prospect a 
birthday card, you must know the date of his birthday. 
This is often the most difficult part of the entire under- 
taking, because the correct date is so important. 

And it is quite embarrassing sometimes to ask a cus- 
tomer the date of his birthday, because the pleasurable 
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by EDWARD RITTER 


part of a birthday is to surprise the recipient. And if he 
doesn’t expect to receive a card from you, the impression 
he receives is so much greater. 

I have talked with a number of merchants who secure 
birthday lists in an approved manner. For example, some 
of them will offer everyone who comes to the store ona 
certain day each month, free coffee and doughnuts, or 
some other item like this, if the person will register, giv- 
ing name, address and birthday. Notice, I didn’t say 
“age.” What the year is, doesn’t matter—all you need is 
the month and day. So, most merchants in compiling 
birthday lists make it optional about the age and some 
omit asking for it altogether. Naturally, this omission 
makes a hit with women over 20. 

Another way to build a birthday list is to ask each cus- 
tomer for his or her birthday date when you sell him 
something in the store, and offer some reward for the 
information. This can be a pencil, scratch pads or other 
inexpensive item. Some business men report that this isa 
good method. 

Another way to build birthday lists is to seek out some 
club and work with them. For example, some church or 
social club could be offered a large birthday cake for 
their next meeting provided they would furnish you with 
the birthday dates of 100 housewives in that area. 

Still another source is the birth notices. True, a baby 
isn’t a potential customer for several years to come, but 
his parents are, and a birthday card to baby will mean 
even more to the fond mother and daddy than one to 
themselves. 

You can also add to your list by scanning the personal 
and society columns of your local newspaper where birth- 
day parties are often reported. It’s adding a few names 
here and a few names there that gradually builds the 
birthday list. It’s a slow process, especially if you want 
your list to be an accurate one, but it’s worth it, because 

(Please turn to page 297) 
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Display a group of rings in 
your choice of these new, colorful 
backgrounds . . . there is no limit to arrangement and 
location possibilities in your window. Surround them 
with matching ring displays to hold ladies’ or gents’ 
tings, bridal pairs and groups of 5. Each one is a real 
lasting value at a feature price. Order NOW ... be 
ready when the first Robin arrives. 


(NOTE: 15 additional styles to select from—write for 
illustrations) 











SPECIAL GROUP PRICE 


$3250 































The "GOTHIC" Background > 


The bridal season is always open. Order 
yours today and get it on the way. 17" 
long x 15!/." high x 7!/," deep. Covered 
in traditional white with heavy braided silk 
cord.* Beautiful white velvet Bible in gold 
band ring and Gothic ring pads to feature 
bridal pairs. Removable velvet bars to 
display wedding bands. Rich black velvet 
ring pads mounted on silk moire. Extra 
single rings $1.35, pairs 

$1.50, groups of 5 $2.50, A FEATURED GROUP 


background separately 
or $49°0. 





é. Other color schemes upon COMPLETE 
WILLIAM KORN & CO. 
17-21 ELM ST. * BUFFALO 3, N. Y. 
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me, SPECIAL GROUP PRICE 


_, The "SPRINGTIME" Background $ "3 50 


You will be amazed at this gorgeous, 
colorful, all velvet masterpiece in a 
combination of Spring colors and two-toned in lustrous silk 
cords, with individual ring displayers identically matched. 
Special group offer consists of 6 single rings, 6 bridal pairs, 
two-5 ring groups and two-5 ring for wedding bands. 
Background—12" x 17", separately $17.50. You can order 
extra ring displays if you wish. 


TOTAL 17 PIECES 


The “BIRTHSTONE” Background 


Yes—every day is someone's birthday. Feature this year 
‘round background, size 12" x 16", covered in the finest 
velvet and two-toned with matching bengaline and lus- 
trous silk cord. Printed signs and slogans furnished for 


12 months, Backgrounds display 12 ladies’ rings and 
center pads hold 5 gents’ rings. You may order 
for all ladies or all gents. Separate 5 ring displays 
to match $2.00 each. Background separately 


Total display shows 29 rings $17.50. Special colors upon request. 
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Novel Displays 
Conserve Spaee. 


Avoid Clutter 





OMETHING highly different in jewelry display fix- 
tures has been developed at LeMas Jewelry Com- 
pany, Inc., 97 Peachtree Street, Atlanta, Ga., which 
jeweler M. M. Samel believes will completely do away 
with the often-difficult problem of how to show china and 
glassware without a “messy” conglomerated appearance, 
as well as protecting the merchandise from damage while 
on open display. 

The new store opened a little more than a year ago, 
and is remarkable for the fact that although the exterior, 
composed of marble blocks enclosing “picture frame” 
type windows was left unchanged, the interior is reminis- 
cent of a smart Parisian salon instead of a typical jewelry 
store. The interior is completely air conditioned, features 
a combination of fluorescent and incandescent lighting 
fixtures which “highlight” a row of display cases on 
either side of the store, and for an unusual color note, 
contrast rich brown hand-rubbed mahogany with deli- 
cate blue plaster walls and ceiling. The rich brown and 
blue together present a highly dignified, cool atmosphere 
which customers appreciate, according to Mr. Samel. 
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China and glassware are 
displayed on these novel 
“trees at LeMas Jewelry 
Company in Atlanta, Ga. 


The interior of LeMas 
Jewelers, Atlanta, Ga., 
is reminiscent of a 


smart Paris salon. 





Tree-shaped islands worked 
out so well for china and 
glassware that a variation 
was constructed for radios, 




















by R. A. LATHAM 


Most unusual feature of the new store is the treatment 
of wall cases, display counter cases and center-store “dis- 
play islands.” The display cases which line the right and 
left walls bear little or no resemblance to those typically 
found even in brand-new jewelry stores. There are five 
cases on each side, which instead of the standard rec: 
tangular form, consist of flat, shallow, glass-top cases 
with rich mahogany trim, mounted on oval “legs” at 
either end, after the design of a dining room sideboard. 
The rounded legs occupy only six inches of floor space 
at either end of the case, permitting plenty of “knee- 
room” and foot room for customers moving along the 
cases. These are divided into diamonds, rings, costume 
jewelry, fine jewelry, men’s gifts, women’s gifts and in 
the center, two cases of the same rounded leg design, but 
extremely low, are devoted to sterling and plated flatware. 
Since LeMas Jewelry Company is famous for diamonds, 

(Please turn to page 298) 
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Patent Pending 




















the ring that attracts... 





the ring that sells... 





the Multi-Purpose Ring... 





Friendship ... Guard . . . Cocktail 
... Wedding ...for ladies and men. 


... A new creative concept in rings, truly bas 
ingenious in design... faultless in action. ~ 
NO SIZING PROBLEM 


It is flexible and expands smoothly to give 
perfect fit and comfortable wear. 





Available in two widths...and three sizes, 
(covering 3% to 11)...In yellow, white 
and pink 14 Karat solid gold. 


Regular band..25.00 Wide band.. 32.50 
Keystone discounts 


MANUFACTURER OF FINE JEWELRY 
220 West Sth Street, Los Angeles 13, California 


GAUVIN - LINDSTROM INC. ° Los ANGELES, CALIFORNIA 
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TWO WINDOWS FOR MAY 
(From page 185) 


hold the swag in place and are used to feature gift boxe 
on the window floor. Elevations covered in the striped 
fabric hold additional merchandise. The patriotic red, 
white and blue color scheme of the poster is carried 
throughout—blue for frame and window floor, red ang 
white stripes for drapery and elevations, white for stars. 
There is a nice satin surfaced fabric called Vinylette ayajl. 
able in red and white stripes which would drape nicely, 
There should be a copy card in this window, in addition 
to that on the poster, emphasizing the Jewelry story. 

For the second display, the date is featured by means 
of a decorative calendar background piece with colorfy| 
ribbons extending to various gift items. The calendar js 
hand lettered on illustration or other heavy white board 
with the date of the 9th featured by a flower shaped cut. 
out and cut-out numeral. Calendar is framed with spring 
blossoms. Ribbons are attached to calendar under the 
date cut-out and are gracefully festooned to gift boxes and 
merchandise items to which they are attached with bows, 
small nosegay bouquets and tag-shaped copy cards bearing 
descriptive slogans about the merchandise. Other copy is 
lettered on a showcard placed near center of the window. 
Gift boxes should be wrapped in white or pastel tinted 
tissue paper and tied with the same ribbon as that used 
with the calendar. Hollowware items and a flatware chest 
are shown in the drawing, but this idea could just as well 
be used for jewelry or other smaller items. 





TO HELP YOU SELL MORE SILVER 


(From page 187) 


on all gift-giving occasions—weddings, anniversaries, 
births, birthdays, as well as on Mother’s Day, Christmas, 
Father’s Day and Thanksgiving. 

Especially helpful to you, too, is another new feature— 
a check list that enables you to set up and follow through 
plans for your own distinctive and different silver pro- 
motion. Each step in planning window and store displays. 
newspaper, direct mail, and radio advertising, publicity 
and sales training is outlined in detail. 

In planning the idea book for the 1948 Silver Parade, 
the Council has kept the smaller jewelry store as much in 
mind as the larger jewelry store. Ideas are organized so 
that every jeweler going through the book can quickly 
and easily choose from the many suggestions those best 
suited to the size and personality of his own store. 

The most important point to make about “The 1948 
Silver Parade” is the opportunity it gives for every retail 
jewelry store to join with every other retail jewelry store 
during the weeks of April 19 to May 1 in a concerted, all- 
out program that is the only logical way the jewelry 
industry can compete succesfully against the aggressive 
promotions of other industries and retailers of other mer- 
chandise up and down the Main Streets of America for 
the attention and dollar purchasing power of 143,000,000 
consumers. 

Taking the long view, the 1948 Silver Parade deserves 
active and enthusiastic support from every jewelry store 
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handling silverware. This is the model for future similar 
all-out industry wide promotions for other groups: of 
jewelry store merchandise. The Council has in mind 
developing similar promotions for watches, for diamonds 
and other precious gems, and for fashion jewelry in the 
near future. The objective of all of these will be to help 
retail jewelry stores maintain a high level of sales, to be- 
come increasingly an important center in every commu- 
nity, and to be a member of an industry that works 


together for the good of all. 





CREDIT CAN BE DIGNIFIED! 


(From page 189) 


as all the rest of their advertising—conservative, in per- 
fect taste for a high-grade jewelry store. 

By these means they planned to disassociate the word 
“credit” from past misuses and to elevate it to a plane 
where it would look attractive to their customers. 

Theme song of Davidson & Licht’s pre-Christmas ad- 
vertising was, “Credit is part of our service, and we make 
it a real convenience.” Contrast that carefully-worded 
phraseology with the advertising of a store using the 
circus poster type of approach, an example of which was 
picked at random from a recent newspaper: “Don't 
bring any cash—use our no money down plan.” Davidson 
& Licht’s way appeals to the type of customer they want 
to attract, customers who would be completely unmoved 
by the ballyhoo method. 

Davidson & Licht’s first Christmas credit ad with a 
mail-order coupon attached was run in the local news- 
papers. All the elements making up the advertisement— 
copy, typography and art work, were designed to give 
the impression that the “best people” are using credit 
these days. The type-face used is simple, and not too 
bold. The whole ad has the “jewelry store look,” just as 
if the subject-matter dealt with diamonds or fine watches. 

The “service” feature of credit is the copy-angle of 
the headline. In the body, such details as the customer 
would want to know are explained in small type. The 
message is simple, logical and to the point—the kind of 
an advertisement that appeals to the practical housewife 
and sound-minded business man or career woman. 

In this ad is no implication that the store is doing 
anyone a favor by conferring credit. The customer is 
made to feel he has actually earned his credit on his own 
merits. As would be expected, the response to this ad- 
vertisement was exceptionally good. A gratifyingly large 
number of credit application blanks were filled out and 
either mailed or brought to the store in person. 

Still another ad stressed the “convenience” of having 
a charge account at Davidson & Licht. As an example— 
“You CAN take it with you. There’s no red tape, no 
delay, no fuss or bother when you open an account here. 
Simply establish yourself and you establish your credit, 
which means you take your purchase with you.” 

Even the “timid” customer is reassured about using 
credit at such a neighborly store as Davidson & Licht. 
Old and new customers, alike, are invited to come in and 
visit the store in its new location and to avail themselves 
of the “friendly, helpful attitude of owner-managed staff.” 

It is interesting to note in this connection that the 
store backs up every word of their claim to being a 
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e the new pearl fashion; 





~~ promote CULTURED PEARLS for 
big dividends in new customers and 
profits! You don’t have to stock 
big assortments; just phone, wire 
or write D’Elia for memo selec- 
tions. Air express or air mail will 


bring them to you overnight. 
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B.D ELIA & SON 


303 FIFTH AVENUE * NEW YORK °« 16 
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“friendly” store. The owners personally wait on every 
customer they possibly can. For building confidence jy, 
a jewelry store, there is no real substitute for this per- 
sonal contact between owner and customer. It explaing 
why Davidson & Licht refer to their customers as their 
“friends” in most of their advertising copy. 

Although the credit campaign is primarily institutional, 
their credit slogan is always prominently displayed jp 
advertisements featuring actual merchandise. For jp. 
stance, a Christmas ad on watches and diamond rings 
was tied in with the credit campaign not only by the slo. 
gan, but also by repeating the budget terms after every 
price, thus: “$57.50... . Terms $5.75 a month.” 

Direct-mail, too, plays an important part in the David. 
son & Licht credit campaign. On Dec. 1, a letter with g 
credit card attached was mailed to all active customers. 

Eugene Umland, for many years advertising director 
of Granat Brothers, and now active head of Umland & 
Company, the San Francisco advertising agency which 
produces Davidson & Licht advertising, estimates that a 
10 per cent response from any direct-mail piece is con- 
sidered a high average in most advertising circles. In 
this instance, however, the response so far exceeded the 
usual figure that the store was “flooded” with requests 
for credit as a direct result of this one letter. 

Of course, the letter and credit card have that “jewelry 
store look” which characterizes all this store’s adver- 
tising. The letter is now being followed up with payment 
pass-books. 

The main purpose of this particular campaign is to 
sell credit, but the prospective customer is never allowed 
to overlook the fact that a charge account is only one of 
the many advantages to be had by purchasing at this 
jewelry store. 

As an illustration of this point, here is a direct quote 
from a Davidson & Licht ad: “Yes, credit is a vital part 
of our service. ... But there are other and more impor- 
tant reasons why we enjoy the patronage of customers 
whose loyalty dates back nearly 30 years. They know 
that no one can offer finer diamonds, nor better values 
in watches or fine silverware. . . . Perhaps that’s why 
we re seeing so many old friends, and making so many 
new friends, here in our new location. .. .” 

Another ad goes on to clear up a number of points 
about credit which might conceivably bother the average 
customer. For instance—‘Here you pay no premium for 
credit. . . . The brands we feature are America’s time- 
tried, time-proved standard brands. . . . The prices youll 
find are standard prices . .. and they’re the same whether 
you pay cash or open an account.” 

According to Arthur H. Licht, as a result of this in- 
tensive campaign on credit, their Christmas sales this 
year were increased 12 to 15 per cent over last year's 
Christmas figures. All of which goes to show that it does 
pay to bring credit back up where it belongs—on a level 
with other customer services. 





PROMOTION WITH "A MILLION" 
(From page 191) 


firm was located. With this in mind, they began contact- 
ing suppliers and advertising firms to arrange promo- 
tional material. Harry Winston, Inc., agreed to send a 
million dollar collection of diamonds and other precious 
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gems. J. R. Woods & Sons, Inc., agreed to send their 
collection of wedding and engagement rings including the 
ynusual combinations featured at the two national jewelry 
conventions last summer. The Holzer Watch Co. sent a 
collection of diamond watches, including a yellow gold 
and diamond set watch and ring combination, which had 
been presented to Mrs. Holzer by the celebrated watch 
craftsman, Tissot. Other firms sent window displays, 
some of which had been designed specially for the Bowen 
opening. 

The build-up campaign started a week before the 
opening date. Residents of Lynchburg and the surround- 
ing area were intrigued by catchy ads run each day ask- 
ing: “Ever See A Million?” Each ad showed pictures of 
aeroplanes, or stars, or silver dollars, etc. Sample copy 
read: “A million is a lot of aeroplanes. If these were 
flying over your house at the rate of one every five sec- 
onds it would take over a month for the millionth plane 
to pass. At the opening of their new store at 9th and 
Main. Bowen’s will have a Million to show you... but 
not aeroplanes! Watch for the date!” 

Radio copy on two regular programs plus additional 
spots maintained this “teaser” type of suspense. The 
fact that the barricade behind which construction was 
nearing completion remained up until the evening before 
the grand opening also whetted the curiosity of the public. 

When the announcement was finally made that it was 
a million dollars in diamonds that Bowen’s would have on 
display, reaction ranged from disbelief to eagerness to 
see such a show. At the same time, billboards went up all 
over the city announcing “A Brand New Setting—Bowen 
Jewelry Co., Inc—9th and Main.” A mailing folder 


was sent to all names on the store’s list, active or inactive, 
inviting them to the opening. 

On the morning of the opening day, the last traces of 
construction had been cleared away and the store was 
revealed to the public for the first time. A large crowd 
had gathered by 9:30 A.M., at which time the ceremonies 
began. The mayor of Lynchburg, Clarence G. Burton, 
was guest of honor and, after a short address, he was 
presented with a pair of jeweler’s shears with which he 
clipped a 14K gold chain which was stretched across the 
doorway. 

The opening ceremony was of course, good “news,” 
and was thoroughly covered by local newspapermen, 
photographers and an on-the-spot radio broadcast. This, 
of course, informed an additional large number of people. 
many of whom visited the new store later in the day. 

The display within the store iself was centered around 
the fabulous half-million dollar “Spellbound” diamond 
clip from the Winston collection. It was shown in a 
picture frame wall case draped in black velvet. Other 
fabulous jewels were displayed in showcases about the 
store. A favored few persons were allowed to hold the 
Spellbound clip in their hands and this touched off a 
flood of comment that dominated Lynchburg conversa- 
tions for the opening days and lasted for a long time 
afterward. 

The eager throng of Lynchburg residents crowded into 
the store immediately after the opening ceremonies in 
such numbers that it was necessary for a special detail 
from the police force to be present and organize lines. 
From 9:00 A.M. until the diamonds were put into the 
vault at 5:00 P.M., the lines of spectators were constant, 
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sometimes extending almost a block up the street. It is 
estimated that between ten and twelve thousand persons 
visited the store the two opening days. 

Although the million-dollar display was successful in 
luring the public to 9th and Main to see the new Bowen 
store, the store itself was, in the final analysis, the stellar 
attraction. Pictures and drawings of the new shop had 
been featured in all the advertising and the men who built 
it were given full credit in a full-page advertisement in 
the newspapers. One ad. which followed, also full-page 
in size, was devoted to pictures of the 18 employees and 
their roles in the organization. In all advertising follow- 
ing the opening, a line drawing of the store front was used 
in conjunction with the signature. 

The store itself is a semi-open front type featuring a 
spacious vestibule on the corner with a large show win- 
dow to the right of the entrance and a low “show-case” 
type of display to the left. The vestibule floor is covered 
with terrazzo into which the signature has been cut. The 
exterior is finished in maroon Carrara glass with a stain- 
less steel trim. 

A characterizing feature of the store is the slender stain- 
less steel marquee which projects over three-quarters of 
the sidewalk. It sweeps across the whole front and par- 
tially up the 9th Street side in a graceful curve. 

All fixtures inside the store are of highly polished light- 
grained walnut. In the center of each line of wall cases is 
a picture frame case used for featured items. The floor 
is a warm, gray linoleum inlaid with a rust-colored strip 
pattern designed to encourage traffic circulation among 
the different departments. 


An outstanding design feature of the interior js the 
ceiling recess. Faced with the problem of disguising two 
structural posts in the center of the sales floor, Bowen’, 
covered the columns with mirrors and had them seem. 
ingly disappear into a well of light formed by brilliantly 
illuminating the unusually-shaped ceiling recess. 

The new location of the Bowen store has considerably 
more selling space than the former location and more dis. 
play space for merchandise. Most of the expansion has 
been devoted to the diamond and silver departments, with 
extra space assigned to displays of sterling flatware pat- 
terns and hollowware. Also, a semi-private room, where 
diamond purchasers may examine merchandise at their 
leisure, has been included. 

Lights and mirrors, polished walnut, curves and angles 
have been so combined in the new Bowen store, as to give 
a clean, modern look and, at the same time, present a 
warm, friendly appearance to the passer-by. As one cus- 
tomer said to the president of the firm, Charles W. Bowen, 
Jr., “You’ve got the most beautiful store I’ve ever seen! 
You’ve certainly given Main Street something to shoot 
at!” 

Which is precisely what Bowen’s was aiming at in the 
first place. 





BRAND NAMES MEAN SUCCESS 
(From page 193) 


expand the department, we had a good-sized mezzanine in 
reserve.” 
The appliance section in the former store measured 12 





with the Magnetism of Distinction 


The store that seeks the patronage of influential leaders in 
taste must be noted for the distinction of its offerings. This 
elusive quality — so difficult to find, so difficult to achieve — 
is impressively displayed in the deep-toned chimes, the superb 
designs, the exquisite craftsmanship of Herschede Chiming 
Floor Clocks. Send for catalog showing the models that will 
enable you to feature the impclling attraction of distinction. 
THE HERSCHEDE HALL CLOCK COMPANY, Cincinnati 6, Ohio 
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ft. by 4 ft, and due to such physical limitations, only 
small “traffic” appliances could be carried. 

The new department, which has been enlarged several 
times, now occupies 900 sq. ft. It is broken down into 
about a dozen well-defined sections, each given over to 
one type of merchandise. At present this fast-growing 
unit is located at the rear of the main floor, but with 
customer response continuing to outdistance all of the 
owner’s original plans, the department will soon be moved 
to the upper floor, where it will occupy 2500 sq. ft. 

“This is a shopping department, where people like to 
look, to touch, and to wander around, oftentimes un- 
assisted by the salesperson,” Mr. Strasburg said. “For 
this reason it is advisable to show all the merchandise 
you can in a neat and uncluttered fashion. It is impor- 
tant to let your patrons see as much of your wares as 
you have room to display them in, but without confusing 
them and detracting from any one type of product.” 

Layout of the household appliances department was 
designed specifically to display as much merchandise as 
possible, while affording patrons an unobstructed view of 
all sections from any point and providing a maximum 
amount of room for them to browse in. 

Large items, like console radios, are displayed in areas 
near the walls, while smaller items, like electric toasters, 
occupy waist high center tables. The entrances to the 
department and the aisles that separate tables are ex- 
tremely broad, thus permitting an unimpeded flow of the 
heaviest traffic from the jewelry and silverware rooms 
and throughout the appliance section itself. 

An amazing number and variety of items is housed 
in the neatly arranged department. And there is a price 
that is sure to appeal to everyone. “We feel that by 
stressing variety and featuring items from $1 to as high 
as $1,000, we can attract every gift or essential pocket- 
book. Some of the items are not strictly in the category 
of household appliances, but we feel that they belong in 
a department of this type because they are all related in 
some way, Strasburg said. 

Here the shopper will find such electrical appliances 
as heating pads, flatirons, blankets, coffeemakers, heat- 
ers, toasters, sandwich grills, waffle irons and mixers, 
all displayed in one section on attractive modern tables. 
Handsomely packaged sets of aluminum and stainless 
steel cookware and cutlery, which rank high for gift giv- 
ing, are featured in another niche. 

Further illustrations of this diversity are sections like 
those given out to metalwares. For instance, bronze is 
represented by a table displaying statuary, desk sets, ash 
trays, and cigarette boxes. Pottery, hand hammered 
aluminumware, Czechoslovakian cut glassware, sterling 
inlaid crystal and table lamps are among the scores of 
other items that have contributed to the nice volume the 
department enjoys. 

“We are especially proud of our radio section, which 
we feel offers just about the most complete line of radios, 
television apparatus and recorders that can be found in 
the Hollywood area,” Strasburg said. He named eight 
famous brands of table and console model radios fea- 
tured in this section, where not a single unknown make 
is to be found. 


Guaranteed to arrest the attention of the passerby is 
a bar department, complete with hand hammered copper 
bars and walnut stools with cowhide upholstering. Every 
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Barettes, Bobby Pins, Book Lockets, 
Bracelets, Cuff Links, Chain Bracelets 
and Chokers, Earrings, Money Clips, 
Tie Clips, Wedding Bands. 
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TOO BUSY 


MAKING PROFITS 


TO AVOID LOSSES? 


Tuat doesn’t make sense, does it? 


Yet there are a number of jewelers who are 
doing just that . . . and you may be one 


of them. 


Everything may be going well for you 
now—you may be busier than the prover- 
bial one-armed paper-hanger; but you 
should never be so busy that you overlook 
the dangers which threaten your business, 


your profits. 


Fire — safe-burglary — holdup — shop- 
lifting . . . these dangers can cause losses 
that bite deeply into profits. Take care that 
doesn’t happen. With one simple, conven- 
ient policy you can obtain practically all- 
risk protection of your merchandise, both 
in and away from your premises. 





OUR JEWELER’S BLOCK POLICY COVERS: 


Holdup, inside or out; safe-burglary; shoplifting; 
fire, water or oil burner damage; merchandise 
carried by salesmen; registered mail or sealed 


Railway Express Shipments. 











You spend a great deal of time in the careful 
selection of merchandise for your store, in train- 
ing your staff, and in building up your trade. 
Now take just a little time to protect all this... 
call your agent or broker today. 


PACIFIC DEPT. 


Mills Building 


San Francisco 4 


HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 


EASTERN DEPT. 
80 John Street 
New York City 7 


JEWELER’S BLOCK DEPARTMENT 
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type of bar gadget and standard bar equipment can he 
found here. “We have been surprised at the amount of 
traffic this little section has drawn,” Strasburg said, “Part 
of this is due to the fact that bar items are finding in. 
creasing favor for gifts. We are always in the market 
for clever new items for promotional purposes, especially 
those that can be monogrammed or engraved. Recently 
we featured a new cork puller in both sterling and gold 
plate and at a price within the reach of all. We put it 
in our windows and displayed it throughout the bar de. 
partment, and the response was tremendous.” 

“The most complete and beautiful appliance depart. 
ment in a jewelry store would die on its feet if the people 
in the jeweler’s trading area were not informed of its 
existence,” Strasburg said. “That is why we have con. 
ducted a widespread advertising program, constantly 
bringing to the attention of the public our department, 
the services that a jewelry store can offer, and our fa. 
mous-name merchandise in newspaper, direct-mail and 
radio advertising.” 

Hollywood and San Fernando Valley newspapers, with 
a total potential readership of more than 100,000, carry 
weekly announcements on the household appliances de. 
partment. Monthly direct-mail brechures are sent out to 
2000 persons on the store’s mailing list. Both types of 
advertising media usually illustrate and describe a spe- 
cific item from one famous manufacturer. 

Briefly stated are the many advantages of buying 
household appliances from this jeweler. Among them are 
liberal credit with no interest and no carrying charges. 
free parking in the rear of the building, even if no pur. 
chase is made, beautiful gift wrapping of every item and 
prompt engraving. 

Exterior window displays, showing newly arrived 
merchandise and telling the patrons about the depart- 
ment, offer excellent publicity. Windows alone have 
served to bring people into the store for items they never 
dreamed were carried, Strasburg has found. 

Certain store policies are underscored in the household 
appliances department. One of these is the Strasburg 
ban on high pressure. According to Mr. Strasburg, “We 
are unwavering in our policy that there is never to be 
high pressure on any kind of merchandise in any de- 
partment. We feel that lack of pressure is of even more 
importance in selling appliances. We never allow our 
salespeople to force a substitute article for a brand that 
the patron has asked for. Naturally, if we don’t have 
the specific make that the customer mentions we do show 
him similar items in other famous branded merchandise 
—but never do we try to push such sales. 

Salespeople must be highly familiar with the mer- 
chandise so that they can describe it intelligently to their 
patrons when asked. But since much of the trade in this 
department is comprised of shoppers—“people who are 
just looking”—they want to wander about leisurely by 
themselves. When something catches their fancy, they 
usually approach the salesperson for assistance. 

“Oftentimes on their first trip to our department they 
just want a ‘look-see’ at what we have to offer, and thus 
they certainly do not want to be embarrassed by having 
a salesperson hovering over them. But we always have 
plenty of salespeople in the department ready to answer 
questions and to offer advice if the patron desires it.” 

Judging from the experience of Max Strasburg, house- 
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hold appliances, while offering some merchandising 
problems, offer the jeweler potent ways to increase his 
store traffic and build sales volume. The market for such 
lines has hardly been tapped, he has discovered, and the 
jeweler can do well by diversifying his inventories with 


such essential merchandise. 





BIRTHDAY CAKES HIGHLIGHT ANNIVERSARY 
(From page 195) 


appeal through radio and newspaper columns, has 
weaned a tremendous number of people away from the 
habit of going “to the city” to shop for jewelry, Rogers 
Jewelers are convinced. To play up the fact that “it isn’t 
necessary to go elsewhere for the best in jewelry values,” 
Mr. Spivak is utilizing 10 radio spots announcements per 
day, one of the largest radio saturations in local busi- 
ness, to play up nationally advertised sterling silver 
watches, flatware, clocks, diamonds, small appliances, 
leather goods and other lines. Most of Paducah’s trad- 
ing area of some 40,000 population is well familiar with 
the store at present, chiefly because of these persistent 
radio ads. Occasionally they are used for specific value 
promotion, such as a clock sale of electric gift clocks at 
$9.95, which sold out the whole consignment on a single 
Saturday. 

“We appreciate the swell response the local market 
gave our store,” Mr. Spivak summed up, “and the birth- 
day cakes were just about the best way we had of 
showing it.” 


MARRIAGES EXCEED TWO MILLION 


(From page 198) 


Although the above table indicates the rate of decline 
diminished in the last month of 1947, it is quite unlikely 
that this indicates a trend that will carry over into next 
year. It is safe to assume that marriages in 1948 will 
decline in approximately the same manner as in 1947, by 
something like 12.5 per cent. 

This, however, should not provide a cheerless prospect 
for the jeweler. With a 12.5 per cent drop in marriages, 
1948 should nonetheless be the fourth best marriage year 
the United States has ever had, with a total of some 
1,750,000 couples taking the nuptial vows, compared with 
1,800,000 in the second highest year, 1942. 

And who knows? Cupid may conceivably be active 
enough to keep the index from dropping as much as 12.5 
per cent. In which case 1948 could be the third best mar- 
riage year in history. 


Ii: Marriages and the Jeweler 


| ee ALL VERY WELL to cite Government statistics 
to the effect that 1947 was the second best year for 
marriages in the nation’s history, but to jewelers one 
important question remains: “How did the year’s bumper 
crop of marriages affect me?” 

In an attempt to get the answer to this question JC-K 
has, once again, conducted a survey among one thousand 
jewelers from coast-to-coast. From their replies (repre- 
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senting 40 states) it is possible to draw a number of val 
able conclusions. ” 

Essentially, the JC-K 1947 marriage poll arrived at th 
following eight conclusions: ‘ 

1. Jewelry store sales directly attributable to marria 
accounted for an average of 43 per cent of 1947 beaches 

2. Engagement ring sales amounted to one third of ie 
ring sales (excluding wedding bands) ; 

3. Wedding rings were sold along wi cao 
rings 26.6 a cont of the time; 5 wih engagement 

4. A wedding ring for the groom (indicatine the 
double ring ceremony) was bought in at least one ae of 
three instances; 

. “Setting a price range for the ring, etc.” in advance 
of the girl’s visit to the jeweler with her husband-to-be 
appears to be practiced a mere 10 per cent of the time; 7 

6. The most popular price range for engagement rings 
is between $100 and $199; 

7. Yellow gold is unquestionably the most popular 
metal for engagement ring mountings; 

8. Nearly two thirds of the nation’s jewelers keep 
“Bride’s Books” listing pattern preferences in silverware, 
crystal, china, etc., for the convenience of those who wish 
to select wedding presents. 


WEDDING SALES VOLUME 

For years it has been assumed that weddings account 
for approximately one quarter of the average jewelers’ 
annual sales volume. However, last year the JC-K survey 
discovered that the figure was probably higher—around 
30 per cent. In 1947, according to the replies in the poll, 
jewelers considered weddings responsible for an average 
of 43 per cent of their annual sales. 

Asked “During 1947, what percentage of your total 
sales volume consisted of items directly concerned with 
weddings (such as rings, silverware, glassware, appliances 
and other gifts) ?”’, answering jewelers replied as follows: 

Percentage of Estimated Perecentage 
all replying of total annual sales 


30.2 said 30% 
21.0 said 40% 
14.8 said 60% 


Less than nine per cent of all those answering estimated 
that weddings were responsible for less than 30 per cent 
of their annual sales volume, and the remaining 17 per 
cent estimated wedding-instigated sales at 50 per cent 
of the annual gross, or higher. 

The fact that 1947’s estimates were higher than those 
made by jewelers in 1946 may, perhaps, be traced to 
the wording of the question. In 1946 the question did 
not mention “appliances and other gifts” but, instead, in- 
dicated them by “etc.” The inclusion, in 1947, of spe- 
cific lines which may not have been suggested by the 
wording of the question the previous year might, con- 
ceivably, have caused the majority of those answering to 
revise their estimates upward. 

Such considerations notwithstanding, however, it 1s 
comforting for jewelers to realize that nearly half of 
their volume comes from Dan Cupid’s activities. Particu- 
larly so in the light of a cheerful forecast for his activity 


in 19438. 


ENGAGEMENT RING SALES 
Jewelers answering the JC-K poll for 1946 sales esti- 


THE JEWELERS’ CIRCULAR-KEYSTONE 











mated that half of their ring volume was in the form of 
engagement rings. In 1947, however, the estimate drops 
q bit—down to 33.3 per cent. 

There are several possible answers to the apparent 
contradiction that sales attributable to weddings rose 
while engagement ring volume dropped. 

For one thing, the marriage index did drop 12 per 
cent—and that would affect engagement ring sales. 

Secondly, many of the sales “directly concerned with 
weddings” which were estimated as considerably higher, 
could have resulted, in large part, from marriages which 
occurred the preceding year. 

The 1946 question concerning engagement ring vol- 
ume did not specifically exclude wedding rings. Thus, 
although lumping wedding rings in the total would have 
tended to make the 1946 engagement ring sales _per- 
centage lower, and the 1947 perecentage (excluding wed- 
ding rings) higher, it is possible that some jewelers 
excluded wedding rings in 1946 and others did not. This, 
of course, would tend to confuse the statistics. 

However, the question in 1947 was clear enough to 
provide a concrete answer: “Approximately what per- 
centage of your total ring sales for 1947 (excluding 
wedding rings) consisted of engagement rings?” Jewel- 
ers answered as follows: 

Percentage of all 
replying to question 


Estimated percentage of 
total 1947 ring sales 


20.3 said 20% 
16.3 said 30% 
12.4 said 50% 


Thirty-nine per cent of the remaining jewelers esti- 
mated engagement ring sales at from 40 per cent to 
80 per cent of their annual ring sales (excluding wed- 
ding bands), while the remaining 11 per cent were just 
about evenly divided between 10 per cent and 90 per cent. 


ENGAGEMENT AND WEDDING RINGS TOGETHER? 


Last year the JC-K survey asked jewelers about the 
frequency with which engagement rings and wedding 
rings were bought simultaneously. The answer arrived 
at was: 27 per cent of the time. 

This year the question was asked again. And there 
seems to be no perceptible alteration in the frequency— 
jewelers answers average 26.6 per cent. 

Asked “Jn approximately how many cases were en- 
gagement and wedding rings bought at the same time?”’, 
jewelers replied as follows: 

Percentage of all 
replying to question 


Estimated percentage of 
“both ring” sales 


18.3 said 20% 
16.6 said 10% 
16.1 said 50% 


The majority of the remaining estimates by jewelers 
ranged from 30 per cent to 80 per cent. 


HOW ABOUT THE "DOUBLE RING CEREMONY’? 

Flying directly in the face of previously accepted sta- 
tistics that 90 per cent of all weddings are double ring 
ceremonies, jewelers responding to JC-K’s 1947 marriage 
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survey stated that in their experience only one ring f 
the groom was sold for every three wedding rings for 


A 
4 Vij4 the bride. 
Ws / Asked: “In approximately how many cases were wed- 
ding rings bought for the groom (indicating the double 


ring ceremony)”, jewelers answered in the following 


manner: 
TO GREATER RING SALES Percentage of all Percentage of cases where 
answering question ring bought for both 
21.0 said 20% 
18.7 said 30% 
18.1 said 50% 


The remaining replies ranged from 10 per cent to 99 
per cent, in no significant order. 

This discrepancy between jewelers’ replies in the syr. 
vey (one out of three weddings a double-ring ceremony), 
and the generally accepted “90 per cent of all weddings” 
theory may be explained in a number of ways: 

1. Jewelers answering the questionnaire were undoubt. 
edly thinking in terms of a set of rings being sold the 
bride- and groom-to-be at the same time. Actually, a 
substantial number of men’s wedding rings appear to 
be purchased after that of the bride—in many cases 
after the wedding. 

2. The “90 per cent of all weddings” figure was ar. 
rived at during the war when there was, for a variety 
of reasons, a greater impetus for this type of ceremony. 
No subsequent, post-war surveys have been made, ap- 
parently, and it is entirely possible that the double-ring 
ceremony has waned in popularity to some extent. 


ARE ADVANCE, “PRICE-SETTING” VISITS POPULAR? 


A recent decision by the Emily Post Institue, to the 
effect that it is perfectly proper (nay laudable) for a 
young man to visit his jeweler to set a price range for 
PE A TS wedding and engagement rings before actually calling 
sileied maneeks oo to make a selection with his fiancee, provided a question 
outstanding in design, for JC-K’s survey this year. 
craftsmanship and “In how many cases,” jewelers were asked, “did the 
salability! groom-to-be visit your store in advance, suggesting a 
price range for the engagement ring or other items?” 

From the response received, it is evident that the prac- 
tice is far from widespread—the average reported by 
jewelers being 10 per cent. 

The replies were as follows: 


Ask your Wholesale 


Distributor to show you 


Percentage of all Percentage of cases where 
fo answering question price was set in advance 
if Aha L 55.0 said 10% 

—— 13.6 said 20% 
9.7 said 30% 
7A said not at all! 


Only a mere 13 per cent of all those replying estimated 
that the price was considered in advance from 50 per 
cent to 90 per cent of the time. 


ACME RING MFG. CO., INC. 


WHICH PRICE RANGE FOR RINGS IS MOST POPULAR? 
OF NEWARK, N.J. The majority of jewelers answering the JC-K poll 


estimated that the most popular price range for engage- 


f f 10 and 14 Karat Gold Ri . 
Manufacturers o an GPEC OTE RINGS ment rings lay between $100 and $199. 


Sold Through Wholesale Distributors Asked: What price range is most popular in your 
area for engagement rings?” jewelers answered as fol- 








lows: 
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Percentage of those Price range 


answering question estimated 
30.0 said $100-$199 
30.7 said $200-$250 
14.4 said under $100 
4.2 said $350-$500 
6 said $500 and up 


WHICH METAL IS FAVORED FOR MOUNTINGS? 


Queried on customer preference for yellow gold, white 
gold, platinum or palladium engagement ring mount- 
ings, 97.9 per cent of the jewelers answering indicated 
an overwhelming preference for yellow gold. Platinum 
was favored by 32.9 per cent of those replying, while 
white gold was preferred by 6.6 per cent and palladium 
by 3.4 per cent. 

In the states of New York, California and Georgia 
platinum was almost (but not quite) as popular as yel- 
low gold. In the other 37 states, however, the preference 
for yellow gold was overwhelmingly in the lead. 


HOW MANY JEWELERS KEEP ‘BRIDE'S BOOKS'? 


“Brides’ Books,” listing pattern choices for silverware, 
glassware, china, etc., as an aid to friends and relatives 
who wish to choose wedding gifts in harmony with 
those given by other people, are kept by a majority of 
the jewelers queried—64.8 per cent. Thus, only a trifle 
over a third of the jewelers responding did not have 
such aid for both the bride-to-be and her friends and 


relatives. 


CONCLUSIONS 


From the evidence afforded by jewelers responding to 
this year’s JC-K marriage survey, it would appear that 
the volume of business resulting from marriages has in- 
creased despite the fact that the percentage of engage- 
ment rings sold has diminished. Coupled sales of wed- 
ding and engagement rings have remained constant, 
double-ring ceremonies were indicated in one out of 
three cases (although this number is probably much 
higher in the final analysis), and only one tenth of the 
grooms-to-be set a price range for the ring with the 
jeweler before bringing in their fiancee to make a se- 
lection. The most popular engagement ring price is be- 
tween $100 and $199, yellow gold is the most popular 
metal for engagement ring mountings, and the majority 
of jewelers keep “Brides’ Books” for recording pattern 
preferences. 





Correction 


According to a letter received from the attorney for 
the Atlantic Jewelry Co., Providence, R. I., the expansion 
bracelet shown as item number 5 on page 256 of the 
January issue of JEWELERS’ CIRCULAR-KEYSTONE is cov- 
ered by a design patent No. 147,989 issued November 25. 
1947 to that firm. 


He states, therefore that Atlantic Jewelry has a prior 
claim to this design and that credit for the origination 


of the article should, consequently, go to Atlantic Jewelry | 


Co. 
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Can You Help Me? 





My Display Problem [x 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store displ 
will be answered in this department each month by Miss ae 
ginia Dixon, one of America’s topnotch display experts Wess 
talents have been brought to a focus on the jewelry field, Miss 
Dixon is already well known to JC-K readers as the author w 
many stand-out articles on jewelry store display. 





a 


a 


Ww: have just recently added a line of crystal stem. 
ware and glass novelties and although we haye 
ample space, we have not yet been able to hit on a really 
effective method of displaying this merchandise, jj] 
appreciate any suggestions you can make? W.EK., 





Answer—tThe transparency of glassware does make 
it a difficult problem to display to advantage. The one 
thing that glassware seems particularly to respond to, js 
light. Brilliant light is necessary to give glass objects 
the sparkle and shine which is their greatest beauty, 
Backgrounds which do most to reflect light rather to 
absorb it are therefore called for. Minor backgrounds 
are probably the most effective of all. Clear, bright col. 
ors are needed if fabric or painted background is to be 
used. Good strong blues and greens are particularly 
pleasing. Stemware should be shown on shallow steps 
or shelves so that each piece may be silhouetted alone 
rather than having the outlines of a number of pieces 
in a group overlapping and confusing each other. 

A most ingenious and effective method for showing 
glassware is one that is being used for an international 
exhibit of glassware at the Cooper Union Museum of 
the Arts of Decoration in New York. Pieces are exhibited 
in midnight blue shadow boxes which have openings 
in the floor of each box conforming to the base of each 
piece of glassware placed on them. Openings are cov- 
ered with glass and permit a light from below to illumi- 
nate each piece separately, giving the glassware a beauti- 
ful luminosity. When it is not practical to illumniate 
each piece individually in this way, the light from below, 
through frosted glass, can stll be utilized. Pieces may 
be arranged on a series of glass shelves with light coming 
from both above and below. Mirror backgrounds in wall 
cases, mirror tops on display tables will make the most 
of every bit of light. 


W; are redecorating our very narrow store and feel 
that a mirror treatment on one wall would make 
the room appear more spacious. Can you suggest any 
place where we might order some unusual mirror treat- 
ment? We don’t want just a plain mirror panel. T.J.M. 

Answer—The nearest representative of the Pittsburgh 
Plate Glass Company may be able to suggest suitable 
treatment for your wall. Pittsburgh mirrors come in a 
variety of colors and backings and can be fitted to any 
decorative treatment. Or you may be interested in the 
designs of the New Era Glass Company, 316 East 47th 
Street, New York 17, N. Y. They have devised a new 
process of fabrication for shipping long distance. Glass 
panels are mounted on plywood panels so that they may 
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be crated, shipped and installed with great ease. For 
these long distance jobs, their Installation Department 
has a series of very decorative sketch designs from which 
to choose. These are designed primarily for home instal- 
lation, but there is no reason why they could not just 


as well be adapted to stores. 


SHOPPING NOTES 


Sturdy, interchangeable price markers, small enough 
for use with jewelry merchandise have been hard to 
gnd since the war. Now Redicut Letter Company, 2902 
W. 76th Street, Los Angeles 43, Calif., have added to 
their line a one inch high set which although too large 
for use With rings or pins, would be good size for hol- 
lowware, china, glassware and leather goods items. Cut- 
out numerals fit interchangeably into neat black bases 
and are available in set with god selection of numerals. 
The same unit is also made up in 114 inch and 114 inch 


sizes. 
To add novelty and interest to your table settings, 


don’t overlook the decorative candles from Emkay 
Candles, Syracuse, N. Y. Their catalogue is a wealth 
of attractive ideas for every season and occasion. Tulip 
candles of pink and yellow with adjustable green leaves 
come in two sizes and would add a charming touch to 


a Spring table. 

Be sure to see the Bulkley Dunton & Co.’s “Portfolio 
fo Display Papers.” They have several new papers for 
Spring all of which come in a most mouth-watering col- 
lection of colors! “Crash-tex” has a good “quality” tex- 
ture—quite fabric like—particularly good for Spring and 
Summer displays because it looks fresh and cool as op- 
posed to the “hot” look of velour and velvet. Colors are 
luscious! Their new patent leather paper has a gloss 
plastic finish which can easily be cleaned. It comes 52” 
wide in fifteen colors. However, the glossy finish should 
be used with discretion as it does not flatter jewelry mer- 
chandise in large areas particularly as well as a dull 
matte finish does. Write for your copy of the sample 
portfolio to Bulkley, Dunton & Company, 295 Madison 
Ave., New York 17, N. Y.,. or 2635 So. Wabash Ave., 
Chicago 16, III. 

Discussions and lectures given by various well-known 
architects, industrial designers and store engineers at 
clinics held at the Store Modernization Show held last 
Summer in New York have been collected in book form 
by the show management and are now available in a 
six volume set or by single volumes from the Store 
Modernization Show, 40 East 49th Street, New York 
17, N. Y. Subjects include Lighting, Customer Comfort, 
Store Layout, Display and Fixturing, Use of Materials 
and Store Fronts. Volumes are $2.00 each or $10.00 for 
the set of six. This show will be held again this year 
at the Grand Central Palace, New York, from July 6th 


to 10th and promises to be well worth seeing. 





DIAMONDS AT BRITISH FAIR 


(From page 200) 


he a part of the contest. The winning pieces, as well as 
others submitted in the contest, will be shown at the Fair. 
The objects of the competition are to give encourage- 
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fharnet 

Kunzite 
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Golden Sapphire 
White Sapphire 
Blue Spinel 
Peridot 
Aquamarine 
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Emerada 
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Cushions 
Octagons 
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Antiques 
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Pear shapes 
Navettes 
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Fan shapes 
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ment to trade designers, instructors and students and 
to discover new designers for the industry, Ths as 
petition is primarily one for design, therefore, althou h 
competitors may submit actual pieces or models KH 
awards will be made on the merits of the desig ie 

With leading diamond designers and manuf 
participating, this display will present many new idea 
in diamond jewelry fashions, and, what is more, these 
designers and manufacturers will offer all “competition” 
pieces for sale at the exhibition. 

Among the designers whose creations will be exhibited 
are Cobden, who supplies the famous Paris house of 
Boucheron, and Stillman, who made the diamond brooch 
chosen from some 40 entries by all British jewelry manu. 
facturers for presentation to Princess Elizabeth as , 
wedding gift from the jewelry industry. 


n only, 
acturers 





JEWELRY ACCENTS FOR TAILORED FASHIONS 
(From page 202) 


features of the star and the clothes she will wear on the 
screen.” 


Miss Hussey’s role calls for tailored suits and dresses, 
and the little tailored collar outlines the throat of most of 
her costumes. It is even featured on a lavish mink coat, To 
emphasize her lovely throatline and to relieve the severity 
of tailored lines, Miss Hussey’s jewelry is worn predomi- 
nantly at the neckline and in such a way that it is almost 
an integral part of the collar. Scarves and ribbons are 
important accessories, and they make a nice background 
for the display of jewelry. 

Just to show what a few simple tricks with jewelry can 
do to create excitement for a costume, Miss Hussey posed 
in these pictures especially for THE JEWELERS’ CiRcuULAR- 
KEYSTONE. 





CRYSTALLOGRAPHY FOR JEWELERS 
(From page 208) 


three different directions for those edges, at right angles 
to each other. If we take those three directions and drill 
a hole through the center of each face, at right angles to 
the face, we would come up with three holes intersecting 
at the middle, all of equal length and at right angles to 
each other. These then are the axes of the cube. The 
cube could be set with any face up, they are all equal in 
length and character. And the cube is the fundamental 
form, Fig. 3. 

However, it is not difficult to visualize other sets of 
faces around those axes. We might, for example, take a 
slice off each of the eight corners. A small slice would let 
us see that we were still dealing with a cube, inside of 
which we have imagined the three axes, Fig. 4. Suppose 
we make those slices deeper, going halfway down the 
cube face, so that all the cube is cut off. Then we have 
an eight-faced form, still with three equal axes at right 
angles to each other, but looking like a couple of pyra- 
mids set base to base, Fig. 5. This, since it has eight 
faces, is known as an octahedron, and clearly, is also 
fundamentally a form of the cubic system. 

Next, suppose that instead of a corner we slice off the 
edges of the cube, Fig. 6. There are 12 of these, the 
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fnal form then would have 12 faces and be a dodecahe- use the simile to try to make the facet multiplication 
dron, Fig. @. This, too, is a fundamental form of the clearer. | 

cubic system. Sometimes, as in salt, the cube is the domi- (To be continued) 

nant or only form showing. Sometimes we will have 
octahedrons, as in most diamonds and spinels. Sometimes 
we will have only dodecahedrons, as in garnets. Often 
we will get combinations of several sets, the smaller sec- STORE COMFORT IMPORTANT TO EFFICIENCY 
ondary faces cutting off the dominant form, but they will 
always be identifiable as one or another of the forms of 
the system. We describe the dominant outline as the 
habit of the crystal. Salt has a cubic habit, diamonds 
usually an octahedral habit, and garnets commonly a 
dodecahedral habit. 

To easily visualize some of the other forms of the cubic 
system we can start modifying some of the primary forms. 
For example, we might imagine a low four-sided pyramid 
replacing each of the cube faces; this would make four 
faces replacing each of the six faces or 24 in all; the 
form would be known as a tetrahexahedron (tetra = 





(From page 210) 


peratures inside at the 71-75 range; the more people in- 
side the closer to the 71 point we should be at all times. 
There’s good sound logic behind this which we can 
well use in our advertising this summer. The tempera- 
ture-regulating mechanism of our body does not function 
instantaneously; therefore a person entering a cool, dry 
atmosphere, bathed in perspiration suffers an appreciable 
shock. As he leaves our store the rate of heat loss from 
his body is temporarily reduced in a similar drastic 


four; hex = six). Fig. 8. Or we might imagine a tri- aE. a - 

angle on each of the octahedral faces, a trisoctahedron; Our indoor amospheric” conditions must be so select- 
again for a total of 24 faces, Fig. 9. Or, splitting it up ed as to provide a reasonable comfort but still not be too 
the other way we get a trapezohedral outline, in place far below those out-of-doors, and this requires day to day 
of a triangle, and we call the form a trapezohedron (or adjustments of the indoor temperatures to conform with 
tetragonal trisoctahedron). Or, we can imagine four low those changes outdoors, not just an overall average or 
pyramid faces again on the dodecahedron and end up ideal maintained day-in and day-out through the summer 
with 48 faces or a hexoctahedron, Fig. 11. This could months. Our variance should range from 71 to 75 de- 
also be regarded as six, instead of three, on the octahe- grees inside for 80 to 105 degrees outside. 

dron; and while normally we do not regard these sec- Another factor to consider in the selection of the kind 
ondary cubic forms as derived from a simpler one, we and type of system we are to install and how we plan 
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AISENSTEIN & GORDON, INC. 


presents 


A DELIGHTFUL NEW PATTERN 


a 


in 


TUDOR PLATE 


BY ONEIDA COMMUNITY SILVERSMITHS 








We present with pride this newest, glamorous pattern 
in Tudor Plate . . . popular priced silverplate made 
by Oneida Community Silversmiths. Sweet Briar is 
vo Me (-1-) o Moko ad -to Mh ifo)ge] Me l-CY(o] aM atiaM-ve la aie (-1cel] Milalal-te. 
expertly. This newest creation by Tudor, “The 7-Plus 
' will win popularity with your customers. 


* Trade-mark 


AISENSTEIN & GORDON, INC. 


712-14 Sansom Street ° Philadelphia 6, Pa. 
Wholesale Distributors of Community and Tudor Plate 


Silverplate,’ 
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PACKAGE IN DISTINCTIVE JEWELRY BOXES 





a 


Luxurious, satin lined, spring hinged, fancy cases made of 
metal, covered with simulated leather or velvet. Also, beau- 
tifully styled boxes made of gleaming plastic. 


We will be pleased to serve you. Our packaging 
designer is always at your service for special problems. 


GENERAL CASE CO., INC. 


WAPPINGERS FALLS, N. Y. 
N. Y. Office—1150 Broadway—Murray Hill 6-4660 
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to use that system is a consideration of the met 
of the human body by which food unites with the 
taken into the lungs to develop body heat and produce 
energy for internal and external work. When we are at 
rest that rate is at a minimum; when external work jg 
performed that rate increases markedly. 

A moderate humidity is also most desirable in our 
jewelry stores and this should neither be so high as to be 
unpleasant nor so low that it will dry the mucous mem. 
branes of one’s respiratory tract. Experiments to date 
have shown that on the whole low humidities are not 
detrimental to health and comfort but that excessive dry- 
ness is harmful. Most people believe themselves to be 
more comfortable in moist than in dry atmosphere and 
this is something we must constantly bear in mind. 

The system we use should provide a moderate humid. 
ity in our establishment; most authorities recommend q 
25 to 30 per cent minimum. 

Air motion is also desirable but this should never be 
to excess, for a blowing tornado through our establish. 
ment discourages employees’ efforts and the return of 
customers alike. Such air movement should be barely 
perceptible. The smaller this can be and still be present 
through our cooling system, the more efficient it will be; 
some authorities say it should be 50 feet per minute but 
even less is preferable. 

This is a particularly important point in the use of the 
many types of electric fans used by jewelry stores who 
find it unfeasible to install air conditioning units as yet. 
Such fans should never be directed downward upon oc- 
cupants of the establishment nor allowed to strike from 
behind. Their force should never be expended directly 
upon customers but at points to disturb the air within 
the room; not thrust it into the customer’s or employee’s 
face. 

Such fans should be placed so that they will not pick 
up warm air from outside the building and thrust it 
toward the building’s occupants. 

The speed at which such units are operated is often an 
abused factor; the average store fan can accomplish its 
purpose as successfully at a moderate minimum speed as 
it can at its top speed . . . and equally important, it’s 
useful life will be extended by as much as 50 per cent 
if this maximum speed of operation is avoided as much 
as possible. 

Such speeds should also be varied; a monotonous de- 
gree of air movement (not to speak of noise) has a de- 
cided effect upon the nerves of employees particularly, and 
decreases their efficiency on the job. It will not be noticed 
by customers because they are not inside for appreciable 
lengths of time. 

Pure air means comfort also and that is an important 
factor which must be brought into consideration when 
choosing our plans for comfort during the summer months 
as well as the type of equipment we will use. Units which 
help to purify the air, reduce odors, eliminate dust and 
smoke and fight bacteria are well worthy of consideration. 
In particular, such provisions must be a part of any air 
conditioning system we choose if our full utility from the 
investment in this equipment is to be obtained. 

The distribution of air throughout our establishment in 
a uniform manner is also important. This distribution 
should leave no “dead spot” within the room; the aif 


abolism 
Oxygen 
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distribution should be as effective in a far corner as it is 
‘1 the center of the room if the full measure of comfort 
‘s to be maintained within our jewelry stores. 

Colors used within the establishment are also of im- 
ortance, for while their contribution to employee and 
customer comfort during the warm months is chiefly 
psychological, it is nevertheless important. Equipment 
and walls and furnishings can well be repainted prior to 
the arrival of warm weather in suggestively cool colors 
rather than warm luxurious colors and any paint dealer 
or painting contractor is sufficiently equipped with in- 
formation so as to advise one on which colors can be 
adapted to the individual institution least expensively and 
most effectively. 

Over-crowding is also bad during the summer months 
because it tends to create an air of closeness. This applies 
to fixtures as well as customers. Aisles for movement of 
customers should be wider; displays should be kept small 
and ample distribution of natural light should be musts 
for our establishment during the coming warm weather 


months. 

Selection of good air conditioning equipment is import- 
ant but all of the foregoing factors should be borne in 
mind when this selection is made in order to insure max- 
imum comfort in our jewelry store this summer from em- 
ployees and customers alike. 





FASHION SHOW ACCENTS MEN'S JEWELRY 


(From page 212) 


through the Jewelry Industry Council, were displayed by 
male models. 

This show, actually a fashion play with plot and music 
took place before an audience of more than 1,500 people 
—an audience made up of invited public and of leading 
custom tailors of the United States and Canada. 

Jewelry selected for wear at the show varied widely 
in design and importance, depending on the type of out- 
ft with which it was worn. Many of the cuff links and 
tie clasps used with sport clothes were set with colored 
stones. Cuff links for afternoon wear were of plain or 
etched gold, while those for evening-wear were pearl or 
diamond set. 

Rings were an important item for practically every 
outfit displayed, and whether they were set with stones 
or bore monograms or emblems many showed the in- 
fluence of the war. The bridegroom in the show, for ex- 
ample, wore a diamond-set band ring, a type that is 
being used as an engagement and wedding ring for men 
in the West and Southwest. 

The Custom Tailors’ use of watches was an indication 
of a growing trend calling for two watches per man—a 
wrist watch with a leather or gold band for sports and 
business, and a pocket watch for evening wear and other 
dress occasions. 

Scarf pins of pearl or diamond, worn with business 
costumes as well as with formal afternoon clothes, in- 
dicated a growing interest in precious jewelry and sug- 
gested that the current popularity of such accessories may 
lead to still greater demand for fine jewelry among many 
men. 
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Special Order Work At Stock Prices 
Creator of the Star Set Ruby Barrel Wedding Ring 


@ Watch Cases & Mountings to Order 
® Precious & Semi-precious Stones 


@ No Job too Big or too Small 
@ 15,000 Stock Mountings 
@ Pieces Made from Your Sketches @ Prompt, Dependable Service 
@ Personalized initial Work @ Remodeling & Resetting 

@ 3800 Satisfied Customers 


Louls NEFF 


740 SANSOM STREET the ruby king PHILADELPHIA 6, PA. 


KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 











STAMPS EVERYTHING 
Including 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own sfore 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
ond a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions 


Kingsleg 
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EASY TO OPERATE 
STAMPING MACHINE CO. 


BOLLYWOOD 28, CALIFORBIA 














TWIN PROMOTION OPENS NEW STORE 
(From page 216) 


“We can frankly say that we were happy we did,” he 

related, “as sales were more than double than any on 

eae ; 
day in 35 years. We probably could not have done anv 
more business than we did as we could not Possibly "i 
waited on any more customers. In short, our opening 
was the absolute peak in our time in the jewelry busines 

During the opening, more than 4000 persons Visited 
the store and signed their names to cards, many making 
purchases on their own initiative. At several times the 
police were used to re-route traffic off the main street of 
the town as the crowd thickened. 

The drawing was held at 7 p. m. that day and broad. 
cast over the air. An announcer from the local radio sta. 
tion acted as master of ceremonies. In addition, a public 
address system was set up on top of the building carry- 
ing the progress of the drawing to the crowds in the 
street. 

The new store was designed by Larry L. McKee, one 
of the owner’s two sons who are associated with him ip 
the business, and the finished plans were drawn up by 
a local architect. His other son, Lee, and the owner 
himself pooled their thoughts of just what they wanted 
in their new store, too, and the result is both attractive 
and efficiently laid out. 

The front is done in peach Carrara glass with a green 
trim. Extruding from the front is a permanent marquee, 
extending over the sidewalk. This serves not only to 
enhance the entrance with its fluorescent lighting under. 
neath but serves as a modernistic awning as well. 

The interior is done in a rose and white color scheme 
with all the woodwork in natural lacquered birch. Mir- 
rors are used in all practical places to give the illusion 
of greater spaciousness in the store. A fire and burglar 
proof vault of concrete and steel was constructed at the 
rear of the room and on the mezzanine, a repair shop, 
window display department, air conditioning unit and 
rest rooms are located. 

“It might be of special interest to those jewelers who 
contemplate remodeling to know that gross receipts 
jumped 107 per cent after our new store was opened,” 
said Mr. McKee. “We feel that the expenditure of the 
money necessary to complete our project was more than 
worthwhile.” 





JEWELRY ANECDOTES 
(From page 220) 


ticularly jewelry has been satirized. Two summers ago, 
a stoutish socialite struggled her way to luncheon at 
the Yacht Club weighed down with massive jewelry. 
Turning to me, my fisherman friend remarked, “Looks 
to me as if the fittings is worth more than the hull.” 

College professors can be annoying, but they sometimes 
meet their Waterloo. Professor: “Give me the name of 
the largest diamond?” Student: “The Ace.” 

Humor is sometimes unintentional as when OPA ruled, 
for ceiling price purposes, that a fine diamond, if it 
weighed less than one carat, was not a gem, but a 
sapphire of that weight—watery-white and off-color as 
it might be—was, But let bygones be bygones. 
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wit sometimes makes a sale, as when Philip II 
asked a merchant in Eastern luxuries how he 
dared put such an outrageous price on a pearl: “Sire, L 
knew there was in the world a King of Spain to buy it.” 

The mother of George Selwyn, Mrs. John Selwyn. 
was a Wit in her own right. At a weekend party in the 
ood old England of two centuries ago, a Miss Pond 
lost a pair of diamond earrings, which she had borrowed 
for the occasion. According to the frailer sex’s habit in 
that age, she immediately fainted. Someone called for 
lavender-drops. “Pooh,” cried Mrs. Selwyn, “give her 


diamond drops.” 

I trust that others beside myself attended Sunday 
school in the days of their youth, and are familiar with 
the hymn, “From Greenland’s Icy Mountains to India’s 
Coral Strand,” which contains the line, “Where Every 
Prospect Pleases and Only Man is Vile.” The story? 
The author, Bishop Heber, over a century ago, enroute 
home to England from long missionary service in India, 
stopped off at Colombo and bought a magnificent “em- 
erald.” On his arrival at London he commissioned a 
jeweler to appraise it and when he received the later’s 
valuation, the good man sadly went home and wrote 
the hymn. 

I think we have all been intrigued with the insects 
imprisoned in amber and are inclined to wonder with 
Pope, who wrote: 

“Pretty in Amber to observe the form 
Of hairs and straw and dirt and grubs and worms, 
The things, we know, are neither rich nor rare, 


But wonder how the devil they got there.” 


There is sardonic humor about Agnes Sorel’s burial. 
From the jewels and other gifts Charles VII had show- 
ered upon her, Agnes magnificently endowed the collegi- 
ate church at Loches, France, and there she was buriéd. 
Qn second thought the monks decided she had not led 
a pure enough life to admit of her remains resting in 
so holy a place. So they asked King Louis XI permission 
to remove her tomb. Being by no means dumb, he gave 
his consent on the condition that they gave up what they 
had received from her. Needless to say, the tomb was 
not moved in his reign, although eventually it was placed 
in the tower nearby where she once dwelt. 

A century ago, love sentiments were often engraved 
on the inner band of the so-called poesy rings of that time. 
The verse I like is that of an English woman resident in 
the West Indies who, when she married her fourth hus- 
band, gave him a ring with this loving reminder, “If I 
survive, I’ll make it five.” 

In medieval days, goblets were cut of precious stones 
and at state banquets wine was served in colorless crystal 
cups. Toward the end of the banquet, when many of 
the guests had over-indulged, water was served in ame- 
thyst goblets to the benefit of the purse of the host and 
presumably of the health of the guest. 

Some time after it was realized that rock crystal lenses 
concentrated the sun’s rays into a beam of heat, a char- 
acter, in an early Greek drama, suggested that he use 
it to destroy the evidence against him in a damage suit, 
the accounts being written on wax plates. 

The incongruous sometimes excites our amusement. In 
the early days of the movies, a South African drama was 

(Please turn to page 270) 
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First important innovation in 
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Small, compact, (largest dimension 
only 34%” when closed). Permanent 
gold stamped ornamentation. 


Doors open and ring pad emerges— 
smoothly, easily. 





Simply draw chapel steps forward. 





All white, all plastic! 
This diamond ring packaging marvel 
combines the over-the-counter ex- 
perience of retail jewelers with the 
skill of jewelry packaging craftsmen, 
plus engineering skill. 

The result is the invention of the per- 
fect background for the selling and 
displaying of diamond rings. The 
Chapel Box is a masterpiece of me- 
chanical ingenuity, yet it is so simple 
you wonder why it was never thought 
of before. Perhaps it is what you, your- 
self, had been thinking about for a 
long time. Trim your windows with 
them. Place several in your showcases. 
Your store will be talked about. You'll 
have a dynamic diamond selling ad- 
vantage. It’s truly the first really 
mechanical box ever developed. Be 
the first in your community to feature 
the Melmar Chapel Box. 


PRICE TO PER 
RETAILERS $ l q 70 DOZ. 


With Single or Double Ring Pad 


It's mechanically perfect, completely automatic. 
No springs, no metal parts. Nothing to wear out. 
Contact your display or box supplier or write us 


for list of sources. 


Design and mechanical patents pending. 
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House of Milner 


Jewels 
purchased mostly from 
estates and distress 
sources 


W. J8-316__Plat. 
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J8- 313—Plat. Dia. ‘Watch Attach —$1180.00 


Let our large and varied stocks help you promote 
sales and gain customers 





Many of these articles purchased from dissolution 


sale of prominent Boston jewelry firm. 
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Charm Necklace—$2500.00 
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Modernization Aim: 


To Sell More Goods 


"A store with no front doors” is 
the impression visitors get from 
new all-glass front at Wilson's. 


? 


66 OU can say that again,” asserted Harry Kaye, 

manager of Wilson’s, Rochester, N. Y. “We 
modernized for just one reason—in order to merchandise 
more effectively. In our opinion, the jewelry store that 
doesn’t keep itself up to date in appearance and equip- 
ment as well as in ideas, doesn’t have a chance. 

“We have about twice the former area, and have ex- 
panded our staff. We've taken on more lines, too, and 
broadened those we already had. In a store designed 
strictly for merchandising, we’ve more than doubled our 
volume of sales.” 

Wilson’s is easy to spot on Rochester’s busiest down- 
town street—East Main St.—because of the eye-com- 
pelling attraction of its gleaming, neon-lighted front. We 
could go on from there— 

Show windows that “pull” you into a store that doesn’t 
seem to have a front—a front that is practically all glass, 
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A gleaming, distinctive front, almost 
a all glass and granite, with a vertical 
sign visible for many blocks, charac- 
terizes the new Rochester, N. Y., store. 


by W. A. ROBBINS 


and has led a few customers to almost, amazedly, walk 
into the glass—brilliant lighting throughout, using both 
incandescent and fluorescent fixtures; comfortable, wide 
aisling for maximum traffic flow and more impulse buy- 
ing; arrangements that speed credit transactions. 

“We think that the single, wide aisle through the main 
part of the store is very important,” said Mr. Kaye. 
“We have about 20 by 150 feet of area, all selling space, 
in the fore part of the store. We think that, along with 
the all-glass front, the aisle leads customers to flow along 
the counters and see more of our displays—thus more 
sales are opened—and consequently, more are closed.” 

Beginning at the store front, there are five individual 
showcases. Three of these are outside the store in the 
entrance way, serving as show windows. The other two 
are behind the glass front inside the store, thus provid- 
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THE MOST 


AMERICAN ARTIST 
BRIDGE SIZE 


The loved works of 
famous American 
wees, Artists now plastic- 
gge??ocoated and packed in 
ttt jewel-like case of 
clear crystal plastic. 











AMERICAN ARTISTS 
MINIATURES 


Faithful reproductions 
> “ae 2 of American artistry 
200 *\ POON ‘ in miniature-size 
RETAL oo oho decks. Gift-type 

oe boxes with 
clear plastic cover. 


PLASTIC COATED GUILD 


Designs from Guild's 
Gallery of distinguished 
art. Plastic coated 
double decks 
packed in clear 
crystal plastic case. 
Pinochle decks 
available in singles. 


RETAIL 


DELUXE MINIATURES 


in miniature size. 
For gifts, prizes, 
traveling. Double 
decks packed in 
cellophane 
wrapped boxes. 


RETAIL 





COLORTONE 


Smartly styled 
designs with gill 
edges, packed 
single or in double 
decks in gift-type 
boxes. Cellophane 
wrapped. 


RETAIL 





MONOGRAM 


Single or double 
decks of fine 
quality cards 

with solid red 
or green 

backs bordered 
in gray and 
white. 





WESTERN PLAYING CARD 


DIVISION OF WESTERN PRINTING ANDO LITHOGRAPHING COMPANY, WORLD'S LARGEST COLOR LITHOGRAPRERS 


FOR MARCH, 1948 


Distinguished art © 


DELUXE HOSTESS 


Popularly priced 
line in new gift- 
type boxes, 
cellophane 

wrapped, 
yoo wil ; assorted designs. 
RETAIL = ail Packed singles 
or doubles. 


PEDIGREE 


Bridge-size fancy back 
single decks in 
colorful tuck box with 
decks assorted in blue 
and red colors. 

Bridge or pinochle. 


RETAIL 


INVINCIBLE 


Poker-size 

cards with conventional 
design. Tuck flap box 
with decks assorted 

in blue and red colors. 
Bridge or pinochle. 


RETAIL 





BOULEVARD PINOCHLE 


Bridge-size cards with 
fancy back designs. 
In tuck flap boxes, 
packed in 

assorted designs. 


RETAIL 





MIDGETS 


Widely popular 
midgets ore being 
bought for traveling, 
carrying in purses, for 
children. Fancy tuck 
flap box, packed in 
assorted 2 designs. 


RETAIL 









SEND FOR CATALOG 


Send for detailed information 
about Western's complete line 
... planned to appeal 
to all your customers ... 
with its wide range of 
designs and prices. 


CO., RACINE, WISCONSIN 


» ee 3 or “ 







































(Above) A special display island, 
devoted to appliances, is located 
just inside the door at Wilson's. 


Wilson’s new home, on one of 
Roehester’s busiest streets. 
provides room for a much 


greater variety of items. 


Bleached mahogany plywood, sound- 
proof ceiling, efficient lighting and 
plenty of glass - covered display 
space are features of Wilson's. 


ing a continuing battery of display units leading into 
the store. | 

“The whole store gives the appearance of being wide 
open,’ said Mr. Kaye, “which, of course, is what we 
wanted. Each of these small showcases, reached from 
behind for changing displays, has glass on three sides and 
top and are kept spotless and inviting to encourage 
passersby to take a good look at what we have therein.” 

On the left of the entrance, a rounded display window 
runs right up to the glass front. Inside, a small platform 
is used to display larger items of merchandise such as 
appliances or chests of sliver, against a black vitrolite 
background. Within the store, fixtures and wall paneling 
are in bleached mahogany plywood, the paneling over the 
wall cases being attractively fluted. 

The entranceway is paved with terrazzo tile, while the 


Separate watch repair room, well 
into the store, takes customers 
past merchandise and adds an air 
of distinction to the department. 
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flooring inside the store is an asphalt com 
Just beyond the midway point in the stor 
repair section has been set up as a separ 
hind a curved counter, with a false ceilin 
lighting. It has several small displays. 
Almost directly across from the watch repair room j 
the curved counter of the cashier’s quarters, Above th 
cashier, a sunken light channel follows the “mes 
around, extending over six two-foot credit cubicles rr 
lighted with individual spots. 
The credit department, just back of the cashier’s stand 
has two automatic bookkeeping machines. 
“We like this feature as much as the customers do.” 
said Mr. Kaye. “It pleases them because our service is 
now faster and accurate, and we like it because of the 
way all operations are speeded up. Customers can he 
handled almost as rapidly as they can get in and out of 
the store, and this means no waiting or grumbling, 
pecially during the rush hours.” 
Back of the credit department is a small private office 
(Please turn to page 299) 
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The Ad-Viser 


-.. Radio Advertising 


by IRVING SETTEL 


Thirteenth in a series of articles designed to help retail 


jewelers in doing a better advertising and promotion joh. 


“oi OW can I make my radio advertising stand out 
and do a bigger selling job?” That basic 
question is in the minds of all jewelry merchants who 
use radio as a medium. The answer, of course, is not 
a simple one. For example, a retailer could saturate the 
air with short commercials. This method is effective but 
has its limitations. It is expensive and sometimes loses 
more good will than it can build up. Another possibility 
lies in the buying of an established, high rated show. 
This, however, is sometimes too costly for the average 
small town advertiser. Besides, after buying the show, 
he often discovers that he is bucking some stiff competi- 
tion—the network shows. 

When the other ways are ruled out, there is one recipe 
which almost invariably pays off. A jeweler can build 
his own local show with local talent. This not only pos- 
sesses home town flavor but becomes associated with 
the “personality” of the advertiser. If the program is a 
good one, it can continue for years and years, always 
bringing customers into the store. The next question 
which arises is “What sort of program is a sure fire 
hit?” Here, too, there is no single answer. Hundreds of 
different shows have been tremendously successful. 
Others have been complete duds. A successful radio show 
for retailers is one built upon a foundation of inspira- 
tion and perspiration. Research and investigation are often 
necessary. One important rule is to know your listeners; 
what are they thinking about; what they like to hear 
on the radio; what can be offered to which people will 
listen with interest? 

Behind all our efforts is the desire to bring customers 
into the store. We must never lose sight of that. If we 
can attract a substantial audience, a good commercial 
will sell jewelry. Interest in radio shows can be stimu- 
lated with newspaper ads or direct mail but nothing 
can substitute for word-of-mouth praise for a popular 
program. 
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Something original, entertaining and with a refresh. 
ing twist is not easy to find. The Ad-Viser has made 
a survey of various programs throughout the country 
in an effort to determine the different formulas for suc. 
cess. The result is the following good radio shows which 
can easily be adapted for your own use: 

1. One store in California is using a show called 
“Request Performance.” Listeners are invited to submit 
requests for songs which are aired in the form of re- 
cordings. In addition, between numbers, fashion news 
or sport news (depending upon your audience) is of- 
fered. Guest appearances add to the interest of the pro- 
gram. 

2. One jeweler is using a very successful program 
which gives away jewelry items. In between recorded 
music, questions are asked over the telephone. Names 
are chosen at random from the telephone book. The 
jackpot begins with an inexpensive gift, the value of 
which is increased with each telephone call until the 
correct answer is given. An average of five calls builds 
up the prize to $50 value. The winner must come into 
the store to get the prize. 

3. A retailer in Mississippi has a radio show which 
gives out birthday gifts. The recipient of the gift de- 
pends upon a wheel which is marked off into 31 days and 
12 months. The first spin determines the month. The 
second spin indicates the day. The first listener calling 
the station whose birthday coincides with the wheel spin, 
wins a birthday gift. A tremendous listening audience has 
been built up with this program over a short period of 
time. 

4. A “Man on the Street” show is being offered to 
listeners by a jeweler in Texas. The show takes place 
in front of the store. Passers by give interesting bits 
of personal history, ideas, etc. Jewelry prizes are awarded 
for correct answers to simple questions asked by the 

(Please turn to page 300) 
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Rings enlarged 
to illustrate better 
the importance of 
Wed-Lok Rings 


Brides everywhere are acclaiming Wed-Lok* 

by Granat...the exciting, revolutionary rings that lock 

together when worn together (yet will unlock instantly), always 

aligned as they were designed. Join the jewelers throughout 

America who are featuring these patented, perfected diamond ring en- 
sembles...join them in the increased sales they enjoy with this Granat quality 
merchandise. Other important features, too... Granat Tempered* Mountings 

(not cast) for superior strength and beauty... fine quality diamonds throughout. 
Retail prices range from 125.00 to 1000.00 the set; taxes additional. 


Trademark Reg. U.S, Pat. Off. Wed-Lok Rings 
Protected by U. S. Patents Issued and Pending : 
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PROFITABLE FRIEND 


“BRB means Benstock— means 
business for you ... profitable 
business ! 


“B stands for the most 
ol geyiicele) (Mit 

of men's rings... de- 
signed for value — 
priced for volume ! 


Every Benstock ring 
is an exclusive orig- 
Tile] meme til ie eiaeleitiay 
of skilled stylists 
olale Mala tolihy- 
craftsmen, unsur- 
passed workman- 
illoMmclloMmelloliiag 
materials...the pro- 
lame melcelaiiae| fille 
chandising policies! 


Every Benstock ring — from 
creation of design to 
finished product — 

is made completely 

and exclusively 

in our factory. 

“B" is the initial of 

Zoltar el eehiiiole)(-Migi-lile 

— profitable for whole- 
Yo -TamelsloMEe-tiel] (1a 


Benstock . .. Fhe Buy-word in Men’s Rings! 


There’s nothing like this in the industry ! 
The exclusive BENSTOCK INITIAL RING 
PACKAGE with a show-and-sell case FREE! 


1. Your choice of 13 BUFF TOP FLAT BACK RUBY or 
13 Black Onyx Rings— OR ANY COMBINATION (Our 
Exclusive Style — Created by Our Own Designers.) 
TWO SETS of Old English Style (You can read them!) 
10-K. SOLID GOLD INITIALS (One Set of BLACK 
ENAMEL INLAY — One Set of Milgrain)...(Made ex- 
clusively for us by Irons and Russell.) Optional — an 
‘assortment of interchangeable emblems. 
AN EYE APPEAL — BUY APPEAL LEATHER DISPLAY 
CASE ABSOLUTELY FREE (Also — our own exclusive 
design!) 


RETAILERS ...get the story of the BENSTOCK INITIAL 
RING PROFIT PACKAGE from your favorite jobber 
or wholesaler. No Obligation ... JUST PROFITS! 


ng Mfg. Co. 





73 W. CHIPPEWA ST. WA. 7700 BUFFALO 2, N. Y. 
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JEWELRY ANECDOTES 
(From page 261) 


on; the villain was a native employed by De Beers (tho 
I have known were peaceful enough); the hero th 
mine manager, saw the native stoop, pick up and idles 
something from the “farm” where the kimberlite Was 
being weathered. Next shot: an X-ray of the native’, 
stomach; resting serenely therein, was a beautifully cy 
25-carat brilliant. 


Perhaps you remember the fashionable dame wh, 
when we entered World War II, desired to show "i 
patriotism. She entered a jewelry store and asked to 
see some jeweled flags or shields for her lapel. The oblic. 
ing clerk brought out several, each decorated with rubies 
sapphires and diamonds. She was not satisfied. Finally 
she remarked, “Have you no other colors?” 


Every one has his favorite story contending for the 
proud title of the worst of the lowest form of wit, the 
pun. Mine follows: Motoring in the Georgia hills one 
hot day some years ago, I passed a Negro cabin with, 
beside it, a small patch fairly bursting with dead ripe 
watermelons. I stopped to buy a couple and was at once 
surrounded by a gang of happy, grinning pickaninnies. 
To break the ice, I asked the proud mother their names: 
I was naturally interested to find one was “Diamond.” 
a second “Ruby” a third “Pearl” and a fourth “Ame. 
thyst.” I was, however, a bit puzzled by the name of 
the fifth, a very black and jolly imp of five, “Onyx.” 
The mother explained, “Boss, that’s because he came 


onyxpectedly.” 





POPULARITY CONTEST BUILDS VOLUME 


(From page 224) 


During the eight weeks of the contest, regular mer- 
chandise ads were coupled with contest advertising. Ar- 
ticles carried by the store were cleverly tied in with the 
contest through showing how many votes each repre- 
sented for the customer’s favorite bus driver. 


In Mr. Levine’s 20 years’ experience in the retail credit 
jewelry business he has promoted numerous contests and 
sales promotions but this one, he says, was his biggest 
and best yet. The promotion was budgeted along with 
the regular year’s advertising and caused little increase 
in cost. Prizes, all from the store’s stock, represented 
about $1370 (retail value) and only a little added cost 
was experienced in the newspaper advertising expense. 

Mr. Levine stated that his merchandising figures show 
that the contest brought new business into the store dur- 
ing a period when retail sales were experiencing a slump. 

“A contest gives the merchant who sponsors it a dis- 
tinct measure of its pulling power,” says Mr. Levine, 
“something that it is difficult to measure in other forms 
of advertising. Also, the contest stimulates more ‘word: 
of-mouth’ advertising than other methods, for the most 
part. When the townspeople, bus drivers and their pas- 
sengers were talking about the contest, they were also 
talking about the store that sponsored it.” 

A measure of the success of the promotion is indicated 
by the number of votes given to the ten prize-winning 
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bus drivers. These totaled 1,346,000 in all, which were 
ver and above the number rolled up by the other 70-odd 
jrivers who did not end up among the first ten. Heading 
the list with a total of 249,800 votes, was an Irishman by 


the name of Murphy. 

As is generally the case, several ideas for changes in 
the contest procedure were gained from this first ex- 

rience. One of these is to carry the daily standings for 
the last three weeks instead of the last two. Another is 
not to narrow down the list of probable winners too 
quickly. 

According to Mr. Levine it is not necessary for an 
agency to handle this contest. The cooperation of a local 
newspaper 1s highly desirable. It is a contest with a local 
Jant for a local condition, involving employees that the 
general public meets every day, and as such, the closer 
the jeweler works with the people taking part in the af- 
fair, the better it works to his advantage. 

All in all, the results were so satisfactory to Edward’s 
Jewelers that future plans of the store call for at least 
two more such contests in the near future—one for 
policemen and another for postmen. 


——_- 





Cellophane Covers Eliminate Polishing 


A simple plan which LeMas Jewelry Company, Inc., 
at 99 Peachtree Street, Atlanta, Ga., has developed to do 
away with tedious hours of polishing and dusting ster- 
ling and plated silver hollowware, consists of covering 
every piece on display and in stock with precision-fitted 
“jackets” of clear cellophane. 

“Before we made this change, we frequently encoun- 
tered actual loss, as well as wasted hours, in keeping 
sterling hollowware on display,” it was pointed out. 
“Inevitably, several pieces of hollowware would become 
scratched, scuffed or otherwise damaged from frequent 
handling. Added to this, of course, was the constant job 
of taking each piece out of the case, polishing it and 
replacing it. This kept one porter busy full-time, as well 
as taking up most of the between-customer time of our 
salespeople.” 

Early this year, the LeMas management, headed by 
M. M. Samel, determined to do away with the problem 
by covering each piece of sterling hollowware with some 
type of material which would permit full visibility with- 
out damage. Cellophane sheets proved to be the answer. 
Now, each piece of hollowware, as soon as it is received 
and unwrapped, is thoroughly polished and jacketed in 
cellophane. The cellophane is cut to size, to do away 
with overlapping edges or rosettes of bunched ends, and 
fastened down securely with transparent scotch tape. 


This policy extends not only over such large items as 
trays, teasets, etc., but down to small sterling silver ash- 
trays, compotes, fruit bowls, candy dishes, salt and pep- 
per shakers, sugar and creamers, etc. Far from detract- 
Ing from the appearance of the sterling, the cellophane 
is actually a merchandising asset, according to Mr. 
Samel. “Almost everyone notices that the sterling is 
covered in this way, and asks questions about it,” he 
pointed out. “When we explain, their impression of the 
care we take in handling silver is considerably 


heightened.” 
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TUDOR’ PLATE 


BY ONEIDA COMMUNITY SILVERSMITHS 


THE 7 PLUS SILVERWARE 


Heavy Plating * Superior 
Finish * Popular Patterns ° 
Mirror Stainless Knife 
Blades * Solid Silver Over- 
lay * Unqualified Replace- 
ment Guarantee. A Great 
Name in Silverware .. . 
Oneida Community Silver- 
smiths. 
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A glamorous pattern to . 


charm your customers and their table settings . . . 

a deep cut floral design with details and surfaces 

finished expertly by craftsmen. You'll sell more 

Tudor Plate . . . because Tudor Plate offers more 
. at popular prices! 


H. O. HURLBURT & SONS 
PHILADELPHIA 7, PA. ESTABLISHED 1814 
Wholesale Jewelers 
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f Complete Spy fowe 


WATCHMAKERS and JEWELERS 


© HAIRSPRING VIBRATING © UNBREAKABLE ELECTRO- 
SEALS (One Y G tee) 

sh innigunmnien © WATCH JEWELS FITTED. 

© CRYSTAL FITTING ¢ WATCH CASES AND DIALS 


GENUINE AMERICAN MATERIALS 
WATCHMAKERS TOOLS 


GENUINE SWISS MATERIALS 
JEWELERS EQUIPMENT 


Catalogue 
Self-Addressed Envelopes 
Movement Ligne Gauge 


WRITE FOR FREE 
Dept D 


MAIL ORDERS 
OUR 
SPECIALTY 





Patent 
Pending 


sterling silver baby box is designed 

for quick sales and is an everlasting 
practical gift that has lifelong usefulness. 
A gift with lots of eye appeal, it 

is attractively priced at 

$11.70 Keystone 


GOULD & LEWIS Company, MANUFACTURERS 
IS West 45th Street, New York City 
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The Book Shelf — 


Gem Books 


Handbook of Gem Identification. By Richard T. Liddicoat, Jr Pp 
lished by the Gemological Institute of America, 541 §. Alex — 
Ave., Los Angeles, Calif. 238 pages including index; 110 illustration® 

Gem Testing. By B. W. Anderson, B.Sc., F.G.A. Publish 
& Co., Ltd., Drury House, Russell St., London, W.C. 2 ey ey wood 
pages including index; 53 illustrations. Available from Book De 4 
ment, Jewelers’ Circular-Keystone, 100 E. 42nd St., New York _ 


T HE publication of Mr. Liddicoat’s book has practical. 
ly coincided with a new edition of Anderson’s smal] 
book, thus making simultaneously available two pocket 
books for the jeweler intended to simplify testing prob. 
lems. Both have the same goals, for both emphasize the 
testing of gemstones and neither says anything about 
the stones themselves in the sense of the usual gem book. 
Both are very good, and quite different in their approach, 
Both list tests and attempt to orient the jeweler in their 
use, and follow it with sections of practical information. 
It is in this part that the two authors diverge sharply, 
Liddicoat grouping his stones according to colors and 
then listing all possibilities under each color. Naturally, 
this leads to great repetition for so many stones may be 
found in several hues. However, this is inevitable in any 
book which is intended for the untrained layman, who 
may, perhaps, not know that topaz may be blue and garnet 
green. Liddicoat gives a series of steps to be followed, 
like a botanical key, which eliminate the various possibil- 
ities. One could perhaps differ with his recommenda. 
tions as to the order in which the various tests are made, 





| 





but that is a detail and the jeweler could adapt the 
sequence to suit himself. 

Anderson describes tests for individual stones; dia- 
monds, ruby, sapphire, emerald, and so on. His system 
falls down when it comes to pink and brown stones and 
he has to suggest tests for stones of those colors to nar- 
row it down.- However, his idea is sound and the experi- 
enced jeweler may find it more practical than the Liddi- 
coat book. 

The practical jeweler when he is faced with an u- 
known stone in most cases has an idea of what it is, or 
what it is intended to imitate. Let us say that he is given 
a light blue stone; obviously, an aquamarine, a blue 
topaz, a synthetic spinel imitation, sometimes a zircon, or 
a glass, doublet, or plastic imitation. Anderson’s discus- 
sion tells at once how to recognize the ones that resemble 
aquamarine but are something else; Liddicoat lists them 
all but leaves the classification for one of the steps in his 
series. If one is faced with an unusual stone, Liddicoat’s 
system would make its accurate identification more cer- 
tain—for it assumes an approach with a completely open 
mind. However, since most of us are prone to make 
guesses first and then to try to confirm or refute them, 





Anderson’s system would usually be the quicker. 

The greatest difference between the two books that 
we can note is the difference between a practical man 
and one whose viewpoint is more that of the laboratory 
technician. Anderson does not include the rarer gems 
except in a summary in the back. Liddicoat repeats them 
under each color. Many jewelers will find this confus- 
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ing; the repetition of names tends to make the subject 
seem more difficult than it is. The infrequency with 
which such stones are encountered does not justify their 
repeated inclusion, in section after section, in a_ book 
‘ntended to be purely practical. | 

No new tests or original work appear to be included 
‘1 Liddicoat’s book. There are excellent photomicro- 
eraphs taken by Dr. E. Giiberlin, together with a fairly 
complete array of the instruments sold by the Gemological 
Institute of America. The errors which have crept into 
the text are in part explainable by the author’s unfamili- 
arity with the stones he is discussing. Andalusite does not 
change color with different light sources like an alexan- 
drite, as Liddicoat has it, but it is strongly dichroic; An- 
derson describes it correctly in his summary. Phenakite 
‘s never anything but colorless or white, though almost 
all books list pink and yellow. Anderson, basing his 
statement on experience lists only colorless, Liddicoat 
mentions yellow, light red and brown. 

Anderson’s book includes a chapter and a color plate 
on the use of the spectroscope in testing gemstones. This 
is a method that has not been used to any extent in this 
country but which Anderson has perfected in London 
and which many of our experts would do well to investi- 
gate. 
Both books have their merits, with more detail and 
description of the rarer gems to be found in Liddicoat’s 
book, while Anderson’s is based upon more practical 
experience and omits some of the detail and rarer stones 
in the interest of simplicity. Jewelers will find both of 
them useful though some will prefer one and some the 
other depending upon their needs and interests. 





CATCHY SLOGAN BRINGS IN CUSTOMERS 
(From page 232) 


reason for borrowing may change. It may be for a small 
gift which is a “must” even in times of depression, or for 
an extra luxury in prosperity; but borrowing for one 
reason or another always goes on. Likewise the regret 
for needing to borrow continues. Mr. Horrow determined 
that this, and the rest of the slogan would stand the test 
of time even before he tried it. Now, after ten years, it 
has successfully met this test. 

A slogan should be “filled with a pleasing suggestion of 
the product,” continued the advertising expert. Many 
jewelers recognize this need to surround their products 
with a pleasing aroma, an air of graciousness, an atmos- 
phere which will attract. This illusive thing which is 
sometimes called “the drama of sales” is recognized by 
the man who makes his store a thing of breathtaking 
beauty regardless of the expense. It is recognized by the 
man who sprinkles perfume lightly on his jewels. It is 
recognized by the man who uses his most gracious man- 
ner toward his humble customers. It is appreciated by 
Mr. Horrow, who suggests a pleasant and comforting 
relief from the need to visit loan companies, or the banks 
which many humble people find quite formidable, in his 
clever slogan. 

“A slogan should be a good theme for copy, a logical 
center about which to fasten advertising,” says the ad- 

(Please turn to page 297) 
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JinLFOLDsS 


in luscious, washable 
pastel shades... 


The five soft, subtle colors featured in 
the new Candlelight Jillfolds are the 
loveliest ever offered in feminine leather 
accessories. They're fashion-matched to 
the new season's color-themes . . . and 
so reasonably priced, milady can have 
one for each important costume. Another 
sales point — they're washable! Here's 
an Enger-Kress scoop that offers extra 
profit opportunities. Order now .. . 
free displays and sales helps available. 


To retail at $4 


SMARTEST LEATHER GOODS 
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pont ety n WALLACE 
STERLING 


| Your CUSTOMER’S PRIDE in ownership of precious solid silver depends 











| entirely on the beauty and craftsmanship with which the design is 


conceived and executed. 


The “Third Dimension Beauty” of Wallace Sterling expresses exquisite 
artistry in full-form sculpture ...each pattern is endowed with full body 


and complete form on the sides and back as well as on the front. 


This achievement of many decades of fine silvercrafting .. . solid silver 


with true third dimension beauty .. . is exclusive with Wallace. 


WALLINGPORD, CONNECTICUT 
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They Don't Worry 
About ‘Bell-Ringers’ 


Consistent merchandising of well 
known names in silverware by 
Jarecki’s, Erie, Pa., has proven 
a strong bulwark against inroads 


of door-to-door silver salesmen. 





AVE you been losing out on sales of silver flatware 
and/or hollowware? Have the door-bell-ringers set thea oamvatiities ated 
been getting into your hair, sales-wise speaking ? carries a silver display, sane arte ns 
Answer “yes!” to the above questions, and we think right. Established in 1862, this firm 
you'll find some meaty advice in this article. We point atuays prays up Us yours of expetiome, 
to Jarecki’s, Jewelers & Silversmiths, Inc., of 25 W. Ninth 
St., Erie, Pa., for the answer to some of your problems. 
“We've adopted a fairly stable merchandising policy 
in regard to silver flatware, hollowware and related items,” 
stated Herbert L. Dorfman, who with partner Albert Levy 
manages this dignified, long-established firm. ‘We don’t 





by WALTER RUDOLPH 


worry very much about the doorbell-ringers, because we 
know we’ve got them beat in every respect, and we tell 
our customers just how they can benefit more by buying 
here.” 

To begin with, Jarecki’s, jewelers in Erie since 1862, 
have always been known for their extensive showing of 
fine silver. The phrase, “Jarecki’s . . . since 1862,” is 
featured in all advertisements, and they have a steady, 
long-range advertising policy. 

Main weapon of jewelers in competing against the 
itinerant peddler is the wide diversity of merchandise and 
national reputations of the different brands or kinds of 
silver, offered by the legitimate retailer, according to Mr. 
Dorfman. Jewelers’ customers can select from the fore- 
most silver manufacturers, such as Towle, International, 
Gorham, Lunt, Watson, Reed & Barton, Whiting, Wallace, 
Heirloom and Frank Smith. 

“And we don’t let our customers forget this,” af- 
firmed Dorfman. ‘We stress these brands, and we tell 
potential customers that they won’t find them, usually, 
in the suitcases of door-to-door men. 

‘Sure, the door-to-door man will show them a few pat- 
terns, but he won’t show the ones that you'll find in House 
Beautiful, or Vogue or Harper’s Bazaar, for instances. 
You have to hammer away in your selling, emphasizing 





Herbert L. Dorfman, left, and Albert Levy, partner- 
managers of Jarecki'’s, inspect silver pattern stock. 
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These four 8-foot showcases on 
left side of store contain sil- 
ver items of practically every 
description and are popular for 
customer browsing and selection. 


One of the customer services at 
Jarecki's is polishing of silver. 
Customers are asked to bring 
back for "special polishing" if 
they plan party or get-together. 


these points, and thus you build up his or her confidence 
in the jewelry store’s stability and dependability. 

“Customers believe in nationally-advertised merchan- 
dise. This is true in any trade, you know, and never more 
so than in the jewelry trade, where the items purchased 
are usually show pieces that individuals and families want 
to display with pride for all to see,” he continued. 

Jarecki’s encourages browsing, and careful selection by 

the customer of what might be a very important gift item, 
or flatware that will be gradually added to in the years to 
come. This is another point that Mr. Dorfman em- 
phasized: 

The door-to-door peddler is at a great disadvantage in 
making fill-ins, and you must tell your customers this so 
as to discourage their buying from such salesmen. Jar- 
ecki’s tells customers that the door-to-door seller is “here 
today and gone tomorrow,” and the customer is left hold- 
ing the bag. 

Even if the salesman does make another house call, you 
might find the pattern or line you chose the first time, 
discontinued, according to Mr. Dorfman, whereas he can 
assure customers that such is not the case with brands 

carried at Jarecki’s. This firm taxes extra pains with 
fill-ins, and counts this as an essential part of their store 
service that is highly important in building customer 
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goodwill and paving the way for that future < 
or other merchandise. 

“We tell our customers that we don’t have to send 
the factory for fill-ins, and that if it is necessary Pe . 
arrange to take care of their needs the same ie pe 
are felt,” said Mr. Dorfman. “And we selena th. 
they are making a lifetime selection, usually, when he 
buy silver, and that they should be very choosy. iy 

“Sit down here, we say in effect, and look 6 
known and established brands, and take your time in yo 
selection because this is a lifetime purchase that ad 


° 99 . . 
making,” Mr. Dorfman explained. “We'll back - pe 


ale, of Silver 


ver all the 


(Please turn to page 302) 
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Silver is given a big 
play in advertising on 
all gift occasions with 


'4e2 
leading names featured. tate 
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Leading radio editors, polled in “Variety’s” 
continuing study, judged popular Interna- 
tional Silver Company Show outstanding on 
a basis of originality, script, performance, 


production, advertising, and music! 





How they ran in nationwide poll: 


1. Amos ‘n’ Andy 8. Henry Morgan 

2. Fibber and Molly 9. Edgar Bergen 

3. Bing Crosby 10. Percy Faith—Coca-Cola 
4. Fred Allen 11. Jimmie Durante 

3S. OZZIE AND HARRIET 12. Duffy's Tavern 

6. Jack Benny 13. Walter Winchell 

7. Lux Radio Theatre 14. Godfrey's Talent Scouts 


15. CBS Is There 


Ozzie and Harriet Amon 
5 Best Shows On Air! 
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Yes—“The Adventures of Ozzie & Harriet” has Jumped 
into 5th Place among the nation’s top-ranking radio 
programs! 

And now ... more of your customers can hear this 
hilarious show at a new, better listening time .. . every 
Friday night! 


So... get on the bandwagon! 


Use your International Sterling store promotion mate- 
rial. Take advantage of this top-flight entertainment 
and valuable advertising by being sure that your store 
is properly identified with International Sterling's fa- 
mous Friday night show! 

Let people know .. . you’re headquarters for Interna- 
tional Sterling! 


International Sterling 


The International Silver Company, Meriden, Conn. 
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— AS ASHTRAYS! 
They’re so good-looking 

— =O , _ fuse them everywhere in 
the house—from my bedroom to 


my living room—and 


they‘re so easy to keep clean. 


ay 
ey 


1 USE THEM Les 
AS COASTERS! cis 


i'm always so proud 





when I use them to serve— 
everyone always remarks 


about them—and they‘re 





so practical in their three sizes. own 


er) 4 
| GIVE THEM is Samed 
As Gifts! \-—* — 
They’re wonderful . . . not 
only are they rich looking 
but | never have to worry 


about duplication—no one 


can have too many of them. 





a #02/8—Coasterack—Set of 8 Coasters (02) in Sterling Silver. 
Retail Price $16.00. 
b #02—Coaster—Sterling Silver rim. Daisy design hand engraved 
glass bottom. Retail Price $1.50. 
Cc #03/8—Coasterack—Set of 8 Coasters (03) in Sterling Silver rack. 
Retail Price $12.00. 
d #03—Coaster—Sterling Silver rim. Snowflake design cut glass bottom. 
Retail Price $1.00. 
e #1646—Coaster—Heoavy Sterling Silver rim Daisy design hand 
engraved heavy glass bottom. Also with Walnut bottom in ring desian 
Retail Price $3.00. 
(All retail prices include Federal Tax) 
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never before such opportunities 
to sell everyone... 


* Those who “buy on impulse’’— as well 


as those who know what they came for. 


Here then is the finest opportunity you've ever had 
—not only to sell more merchandise to more cus- 
tomers but to “cash in’ on resulting repeat sales. 


Your customers will not only buy them again and 

















Pas 


Goldsmith and 


Silversmith Tradition since 1840 


|, Aank Hu flout 


Beautfiully molded glass—in crystal or ebony— 
crowned with a rich wide band of Solid Sterling 
Silver. 


#04—Tumbler Size (3”)—Retail Price $3.00. 
#05—Goblet Size (32”)—Retail Price $4.00. 
#06—Decanter Size (5%4”)—Retail Price $6.00. 


(#04—Tumbler size also comes in Ruby and 
Royal Glass) (All retail prices include Fed- 
eral Tax) 
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again as gifts... but they'll buy them for themselves 
as well. 

Just as with any Sterling Silver product bearing the 
century old name of Frank M. Whiting—you can 
depend on the quality, the design, the craftsman- 
ship, and the value of Coastrays. You can promote 
them to your customers with confidence. 


SS NE nN Ee 


pope 





Meriden « Conn. 
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Registered Trade Name 
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This window arranged by Hodge for 
Jacobs, Minneapolis, Minn., had 4 
gift suggestion theme with promo- 
tion of a specific silver pattern. 
Locket was used as a focal point, 
significant of name of the pattern. 
Color scheme was aqua and maroon. 


by KIMBALL E. HODGE, JR. 
Hodge and Biederman, 
Display Consultants, 
Minneapolis, Minn. 


Themed Window Displays 





Theme here is pattern showing 
of sterling flatware with sug- 
gestion of beginning purchase 
to fill a chest. Softening ef- 
fect of merchandise against a 
pliant rich material is shown. 


HEN the itinerant peddler of early days cried 
his wares through the countryside and drove a 
nail in every available spot of his cart on which to hang 
his pots and pans, he knew well that thus bringing his 
merchandise to the eyes of his public brought many a 
sale beyond the need and expected purchase of his 
customers. 

Pioneer merchants knew the value of display and 
hung merchandise in the open fronts of the stores 
of that day to draw impulse sale and lead customers in- 
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Do Most Effective Selling Job 








side. But the merchandise also attracted the acquisitive 
and because too many items disappeared without account- 
ing, for protection, the first show cases were originated. 

In the evolution of display, increasingly recognized as 
important, show windows were conceived. The first of 
these were divided into squares by wooden bars, a far 
cry from the wide plate glass windows of today, con- 
structed so that no barrier mars the beauty and efficiency 
of the merchandise showing. 

It is now generally accepted that most effective dis- 
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SIX PIECE TEA and COF- 
FEE SERVICE in the Georgian 
Style with delicately wrought feet. 


Style S797 $115.00 complete 














GEORGIAN STYLE, combination Well 
and Tree Platter and covered Vegetable 
Dish compartments. Applied Gadroon Bor- 
ders and Handles. 24” long by 14” wide. 

Style S826 $24.50 each 


Style S827 G without covers $19.50 each 













GEORGIAN STYLE, Gadroon border—combina- 
tion Well and Tree and Vegetable Compartments 
with covers and lock handles. 26” long by 15” wide. 


Style 778 $39.50 each 








CHIPPENDALE STYLE combination 
Well and Tree Platter and Vegetable 
Dish compartments, Footed with Applied 
Shell and Scroll Borders, 1814” long by 1444” 
wide. 

Style S827 | $19.50 each 
Style S826C with covers $24.50 each 




















These are just a few of Y Ee 27% 
the many unusual re- 





WARRANTED — extra 
| KSAT: heavy silverplate on heavy 
productions in_ stock. {CS Ws: 7D) gauge copper. All heavy 


See previous issues for . applied borders. 
» é 


other exceptionally attrac- 
Silverware Division 


tive items, 
29 WEST 47th STREET « NEW YORK 19, N. Y. 
PLaza 7-3360 
OLD ENGLISH REPRODUCTIONS 
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**Displays, like printed ads, 
must have definite selling 
points to attract attention,” 
says display man speaking 


before Towle sales meeting. 








Another study in balance. Sterling tea set 
is focal point. Varied patterns are shown 
in forks arranged at front; copy on a scroll. 


play has a specific theme with coordinated merchandise, 
but, even today, there are shops which hold to the ped- 
dler’s idea of showing all the merchandise possible in 
window space. These cluttered windows lose their value. 
Traffic checks have proved that while overcrowded win- 
dows are passed by, thousands will stop to look at a 
themed window, presented dramatically. Windows have 
their greatest value in interesting potential customers, 
drawing them into the store to the complete merchandise 
section. 
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Study in use of light and dark 
colors in draped materials to 
direct attention to the merchan- 
dise. Tea set placed high is 
focal point. Material is drap- 
ed to draw the eye through tp 
each side of window. The dark 
chest is placed against light 
background; light Plaques are 
against dark. This was shown 
in black and white; deep red 
with white would be effective. 


Study in balance. The theme is 
gift silver for weddings with a 
bride's picture as focal point. 
Patterns are shown in the spoon 
arrangement at front of display, 





Display is a visual means of selling and must have defi- 
nite selling points as do written advertisements. A suc- 
cessful window should have a focal point to catch the eye 
and from there carry on to draw attention to the coordi- 
nated theme which conveys the whole idea behind the 
display, so that those who view it will follow through, 
getting the message of the complete ensemble. 

Arrangement, color scheme, lighting and backgrounds 
are means of accenting merchandise. 

Color against which merchandise is shown is of im- 
portance. Many jewelers feel that subdued or drab colors 
must be used in order not to detract attention from mer- 
chandise. This is true in some instances where certain 
kinds of merchandise would not show to advantage 
against a vivid base. It is not true of silver nor of most 
jewelry. Bright colors, if used correctly, can aid the 
beauty of merchandise. 

A silver window which we designed and which drew 
much favorable comment had a bright red satin base. 
With this we used blue lighting which cast a purpled hue 
to deepen and add enrichment to the silver pieces dis- 
played. The blue lighting with the red base made the 
merchandise more enticing than a white light would have. 

(Please turn to page 304) 
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tip Y bur lf does make passers BUY 


_— SILVERSMITHS. 
this replica of an Antique English ensemble... 





Miniature covered 












vegetable dish and : | (OF , ZA ———— = —< ; =< 





well & tree platter? 
A TRAFFIC BUILDER 


AT A TRAFFIC PRICES 


$ | per 
: e set Keystone 


+2500 


Packed 12 sets 
to a carton. 





ee 


SIZE ... vegetable dish........434." x 35%” 
well & tree platter 5” x 334” 


EXTRA HEAVY SILVERPLATE on heavy 


copper base 


AUTHENTIC ENGLISH STYLING from Ga- 
droon Border to Baroque Handle 


INDIVIDUALLY PACKED in richly embossed 
Gift Box adding to Display and Sales 


value 


SUGGESTED USES—Sweetmeat dish, Smoker's 


accessories, Collector’s items. 








eae Sea en 


Write now for prompt shipment! 











The Canterbury Silversmiths, Inc. 617 -62nd Street, Brooklyn 20, N. Y. 





by MILDRED SULLIVAN 
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Advertising Brand Names 





Builds Store Reputation 


CWEEK i J 


For the past ten years Tilden-Thurber, in QUALITY 


ee 


Providenee, R. I., has linked its name with “wi J 
om 


Mor Thurh ) 1 


that of the famous makers of its merchandise. 





OR the past 10 years Tilden-Thurber, Providence, 
R. I., has carried on a long range promotional pro- 
gram associating itself with names and houses famous 
the world over for products of quality. This activity has —— a 
served the important purpose of making the name of sae ane te Tilden Thur. 
Tilden-Thurber synonymous with those of international ber, Providence, R. I., " 
reputation in their various fields. emphasizes brand quality. Se hurher 
“It has been a definite prestige builder for the store,” a” 
explains H. Harold Price, assistant treasurer, who has 
charge of all advertising and promotional activities. “It 
has built up an association with a host of names rec- 
ognized for fine merchandise of expert craftsmanship and 
fashion. We look upon it as an educational activity, 


a 
—— 


tacts. As time went on, we began to realize how many 
famous names. American and European, were repre- 


stimulating the thinking of our public along lines of 
product quality and dependability as expressed in reliable 
trade names. We believe that our customers use trade 
names in their inquiries more because of this activity. 

“Tilden-Thurber has for three generations sent repre- 
sentatives who toured most European fashion centers 
once a year to buy the newest and best in merchandise. 
It gave the company a reputation for world-wide con- 
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sented in our merchandise lines, and it gave us the idea 
of promoting these names as an activity in itselt. We 
wanted our customers to know just how many famous 
names were represented in our regular merchandise 
lines.” 

The activity centers around newspaper advertising 
used three or four times a year listing nearly 100 famous 

(Please turn to page 305) 
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That wew graduate who is going places in the world has 
already learned that a good name is all-important. And a good name 
is based on character, integrity and accomplishment, be it a person 


or a product. 


A Post advertisement is a manufacturer’s way of telling a pro- 
; sap 


spective buyer that his name stands for quality and value. 


Through the years people have learned to depend on the names 
they have met on the pages of the Post. 


To both those who give and those who receive, Post-advertised 


gifts are known and accepted as quality gifts. 
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Post-advertised products 


Send for your free copy of “‘How to Wrap Up Sales,”’ a 
new booklet on creative wrapping by Sally Plunkett, Inc. 


p THE SATURDAY EVENING 





‘Jewelry Store Atmosphere’ 





Small appliances are merchan- 
dised in exactly the same way 
as fine jewelry at Shaw's, in 
San Antonio, Tex. Note the 
compactness of this display. 


by R. A. LEWIS 








Sells More Appliances 


Shaw’s, San Antonio, Tex.. consider appliances as 


legitimate merchandise, not just an ““accommodation’’. 


T takes the proper “jewelry store atmosphere” to do 

a worthwhile job of merchandising anything sold 

in the jewelry store—and small electric appliances are 

no exception, according to Barnett Shaw, head of Shaw’s, 
outstanding jewelry store, in San Antonio, Tex. 

Unlike many jewelers who regard small electric appli- 
ances as merely an “accommodation,” or something 
which must be there because jewelry stores have tradi- 
tionally carried them for many years, Mr. Shaw keeps 
an inventory of approximately $2,000 in small electric 
appliances turning over rapidly—all because of a defi- 
nitely-planned, carefully mapped-out sales program. 

“My line of thinking is that anything worth carrying 
in the jewelry store at all should be given the same type 
of promotion as diamonds, watches, gold jewelry, ster- 
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ling flatware, etc,” he pointed out, “or else it has no 
business in the store. While it is true that small appli- 
ances always have some traffic-building value, whereby 
they have gained the name of ‘traffic appliances,’ it is 
likewise true that sales may be just as easily multiplied 
in this bracket of merchandise as in watches, sterling 
silver, china and glass, and the other items on which the 
jeweler usually expends most of his promotional efforts.” 

The Shaw store has carried small electric appliances, 
silver plated vessels, fine polished aluminum cookware, 
etc., for almost the entire 32 years of its existence, and 
in fact, introduced some of the first automatic electric 
appliances ever to reach the Lone Star State. Their po- 
sition in the L-shaped store is one of extreme practicality, 

(Please turn to page 307) 
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Carefully Polished Display 


Is Sterling’s Best Salesman 














by ROGER LONG 





Beautiful, hand-carved 
mahogany cases at 
Myron E. Freeman & 
Bro., Atlanta, Ga., 
offer excellent con- 
trast to the gleaming 
display of sterling. 


Creating a love for fine silver is best accomplished by 


maintaining a brilliant. glowing sparkle over every piece, 


says F. Davison of Myron E. Freeman & Bro.. Atlanta, Ga. 


HE most logical means of selling sterling silver 
hollowware is by creating a love for fine silver— 
and the most logical means of creating this high esteem 
is by maintaining a brilliant, glowing sparkle over every 
piece of sterling displayed in the store, according to 
F. Davison, manager of Myron E. Freeman & Bro., jewel- 
ers, at 103 Peachtree Street, Atlanta, Ga. 

“There are a lot of stunt promotions and advertising 
campaigns which will aid the sale of sterling hollow- 
ware,’ Mr. Davison said. “But basically, there is no 
greater selling asset for the jeweler than a beautiful mass 
display of carefully polished, gleaming sterling. There- 
fore, we believe that maintaining this appearance is 
worth any amount of effort necessary.” 

Thus, the Myron E. Freeman & Bro. store, which main- 
tains the largest stock of sterling silver on display in the 
Georgia city, operates continuously probably the most 
rigorous silver polishing schedule used in any retail 
jewelry store in the country. With something like $20.- 
000 worth of hollowware and flatware on display simul- 
taneously, the Freeman jewelry organization is capitaliz- 





290 


ing to the hilt on a series of five beautiful solid-mahog- 
any, curved-glass, hand-carved display cases, which are 
almost an “Atlanta landmark,” according to Mr. Davison. 
Irreplaceable today, these ancient cases provide a perfect 
setting for the vast amount of sterling which the store 
displays from the entrance all the way to the rear. 

Maintaining the glittering sparkle and brand-new ap- 
pearance of every piece of sterling has required some 
exhaustive planning, according to Mr. Davison. “We 
have made it an unwritten law in the store that no piece 
of sterling hollowware or flatware shall ever show a dull. 
smudged appearance,” he smiled, “which is a man-sized 
order from any standpoint.” 

Sterling silver appearance maintenance involves every- 
body in the store. First, it is a standard requirement of 
all employees to “pitch in” each morning before the store 
is opened, to polish out and replace “‘one case per day.” 
This may cover anywhere from 150 to 300 pieces, ac- 
cording to Mr. Davison, but is automatically carried out 
six days a week. “Everyone who is available, from the 

(Please turn to page 311) 
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OF IMITATION STONES Faceted stones of all types 
A PROBLEM 2? and qualities 












« 
Beads for Rosaries 
* 








= Fancy beads of all types 
Flat back roses 
2 . 


Carbuncles, transparent 








Tale Me) efele [tL = 
* 


Stones for earrings; but- 





: - 4 | tons, pendants and hoops 
: A lt Sport cr ystal Ss 
_ * 


Tealiiclilelaied* lal tet late 








intaglios 
fr om \ . & , Imitation ringstones 


AUSTRIA = j ° 


Imitation black onyx, 
plain and drilled 
varieties MLL eo = 

3 . - 0 wo tise Sie ee relate! imports to speci- 








Machine cut stones of all 





tnt 


& = 3 i = Z : te : “ — f j ale | f i on 


from 


ITALY 





if you are a manufacturing jeweler using imitation 
Genuine shell cameos 


by APA stones in volume, we invite you to call upon our 


large stocks and exclusive pre-war connections 


and resources abroad. 


from 


FRANCE 


Imitation half-pearls, tur- 
H:  & COMPANY, INC. 





quoise, coral, etc. 


IMPORTERSIOF STONES since 1899 
909 WESTMINSTER STREET 
PROVIDENCE 3 e¢ RHODE ISLAND 


IN NEW YORK: BELGARD & FRANK, Inc., 31 W. 47th STREET 





FOR MARCH, 1948 291 








Jewelry For Mother 
A Big Gift Promotion Opportunity 








Official poster for 1948. Copies 
of this as well as promotion kits 
may be obtained from the National 
Mother's Day Committee, Trade Pro- 
motion Div., 393 Seventh Ave., N. Y. 





with 
ive 


AMERICA’S FIRS1 


ee a ¥ ee 


Six weeks between Easter and Mother’s Day. May 9th, gives 


jewelers time for good promotion job on jewelry as gifts. 


NE of the most important promotional events for 

the jeweler from the standpoint of emotional stimu- 
lus is Mother’s Day. In most years the jeweler is given 
too little time between his Easter promotion and this 
event, but this year, it’s a different story. Easter comes 
early this year—March 28—and Mother’s Day is May 9. 
This gives the jeweler 36 selling days between the two 
events, time enough to do a real promotional job and 
a big selling job. 

This year is an election year and from this point the 
official Mother’s Day slogan is slanted toward this 
thought. “Remember Mother . . . America’s First Lady,” 
it reads, and one of this country’s foremost illustrators 
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portrays this sentiment in the official Mother’s Day poster, 
national symbol for this significant occasion. 

Born out of sentiment 41 years ago, Mother’s Day has 
become a powerful and well organized selling stimulus 
coordinated by the National Committee on the Obser- 
vance of Mother’s Day. Covering every source of public 
expression, the national committee feeds a wealth of in- 
spiring, carefully organized non-commercial material to 
the national press, radio and theaters. The heavy impact 
of this coordinated campaign is reflected in the large sales 
volume experienced by retailers in all classes of goods at 
this time every year. 

(Please turn to page 324) 
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BEd in keeps silver bright 
fer siboor WaliatelOhmete)iallate 










Women everywhere 
are asking for BEAM... 
the NEW WAY to keep 


= 4 silver beautiful. 


paps si es 


USE BEAM YOURSELF 


BEAM keeps silver bright without 
the necessity of applying anything to 

_ the silver itself. BEAM is simply 
placed near your silver or silver plate 
and absorbs the silver tarnishing ele- 
ments present in the air before they 
can tarnish your silver. 


The elimination of polishing, wrap- 
oo ping or any effort to keep the silver 
~~ bright not only saves you time and 
: money but keeps your silver beautiful 
“a, << and attractively displayed. 














Leading jewelers 
use BEAM to keep silver gem 
beautiful and attractively 

displayed. 





SELL BEAM order two supplies — one 


to keep your own merchandise beautiful and 
attractively displayed — another to sell to your 
customers. You can recommend BEAM as the 
product that keeps your own display silver so 
beautiful. BEAM is an easy to sell — easy to 
display — repeat item for building store traffic. 








BEAM :.; proved itself to silversmiths and 
jewelers in New York and Philadelphia for 
years. Used and sold by Caldwell & Co., Phila.; 
John Wanamaker, Phila.; Norman of London, 
New York; Hammacher-Schlemmer, New 
York; Gertz, Jamaica. 


BEAM IS HARMLESS 
AND ODORLESS 
EFFECTIVE TWO MONTHS 


Retails at 50¢ a jar 





no sap . » 
AOL 























meee LL J ern scr ana ae ee ee 4 

| 

; | BEAM PRODUCTS, INC. 1 

Aj es ] TRUST CO. OF N. J. BLDG., JOURNAL SQUARE } 

- | JERSEY CITY 6, N. J. | 

- | Gentlemen: Please have my wholesaler ship me dozen | 

KEEPS SILVER BR IGHT | BEAM (@ $4. doz. Minimum order two doz. | 

WITHOUT POLISHING | | WHOLESALER S NAME | 

| | STORE NAME | 

BEAM PRODUCTS, inc. | avons | 
TRUST CO. OF NEW JERSEY BLDG., JOURNAL SQUARE, JERSEY CITY, N. J. CITY ZONES TATE 
Gee Gee Gee Gme ame ame ome om oe oe om oe oe om oo oe oo oe oe - 
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|. “Plantation”, a new pattern in 1881 (R) Rogers (R) 
silverplate, will be introduced to consumers throug 
full-page color ads in popular magazines early in June. 
55-piece service for eight, chest included, retails for 


$49.50, no federal tax. From Oneida, Ltd., Oneida, N. Y. 


2. The "Carrie" "Jillfold", with removable photo-pass 
case, coin and key case, currency pocket and safety tab 
closure, comes in three shades: rocket red, evergreen ; : , - 
and horizon blue. From Enger Kress Co., West Bend, Wis. | 


3. New Speidel "Corsair" basketweave watchband contains 
several innovations including expansion within the de- 
sign itself. Comes in smart gift package and retails 


for $9.95, tax included. Speidel Corp., Providence, R. |. 


4. New Anson "Grip Clip" opens to fit necktie, snaps to 
close. Comes in either 1/20 12K gold filled front (re- 
tailing for $3.50) or gold plate ($2 retail), in a var- 
iety of styles. Anson Products, 24 Baker St., Providence. 


5. Two of the 50 new highly styled rings from Rosenthal & 
Kaplan, 126 W. 46th St., N. Y. Available in both 10K and 
14K with either natural or synthetic stones (none glass). 
Retail at $35 to $85 for men's; $18 to $95 for women's. 


6. Diamond set earrings and bracelet, in 14K or 10K white 
or yellow gold, comes in four different designs. Match- 
ing pendant also available. Attractively priced. Avail- 
able from Somers-Ernst Co., Inc., 42 West 48th St., N. Y. 
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FINGER TIP CONTROL 
of Jewelry Buying 





he 
q ewelers Information 


Buyers 1948-1949 
D I rec [ Or Y edition now being compiled 


























of the MANUFACTURERS, re 
nS e Jewelers Buyers Directory is the original jewelers directory. 
IMPORTE RS and WHO LESALE It has been published continuously for over 50 oma as a sup le- 
in the mentary service of THE JEWELERS' CIRCULAR-KEYSTONE for 
LINES the jewelry trade. 
JEWELRY and KINDRED It is not simply a compilation of names and addresses taken 
, from jewelers listings. For each one of the editions published, a 
—_ has — —_ to manufacturers, ire im- 
, . porters, and members of the trade whose products or services 
A Handy — — into the jewel a This information is checked against 
Pocket the vast reservoir of data that has been built up over the years 
for Desk and of publishing information about the jewelry industry. The result 
_ is a carefully indexed, completely catalogued, reference volume 
price ° Z that invites instant access to any jewelry item, related product, 
or service, with the names and addresses of the concerns divided 
e by State and City to give the utmost assistance to jewelry buyers. 
mee ; ne The Jewelers Buyers Directory is recognized as an outstanding 
The Jewelers Circular heysto advertising medium in the jewelry wole lt has no connection 
A Chilton © Publication with any other directory. 
treet, New York 17, N.Y. An information-giving advertisement to supplement your list- 
- —_ = pve by Chilton Co., Inc. ing is a service to which buyers respond and is a steady business- 
Copyrighte getter. 








Please fill in and sign the order form below so we may reserve 
your space now. 
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100 East 42nd Street, 
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lc $100.00 Ne nT HT TInt NEL TUNE ONE Pre E neny! 
lf, page ................. $ 55.00 
Vy page oo... $ 30.00 EST A EN REN rece es y % a 


Fill in and sign this order form and be assured your space will be reserved now. 
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|. Three new watches from Harvel Watch Co., 630 Fifth Ave.., 
New York. Left to right: 17 jewel 14K gold women's model, 
$65; men's I7 jewel gold filled watch, $47.50; and women's 
gold filled 17 jewel, $42.50. All prices include the tax. 


2. Flexible watchband, Airflex "Golden Rope," from French 
Jewelry Co., 137 So. 8th St., Philadelphia, Pa. 1/20 10K 
gold filled top, stainless steel back. Retails at $7.50. 


3. Handmade costume ensemble in garland pattern in cop- 
per. Choker retails about $8, bracelet $5, and earrings $2.50. 
From Renoir of California, 6725 Santa Monica Blvd., L. A. 


4. Carvel Hall steak knives have blades of chrome plated 
vanadium steel, handles of ivory colored plastic. Made by 
Chas. D. Briddell, Inc., Crisfield, Md., they retail at 
$22 for a set of eight; $16.50 for a set of six; $2.75 singly. 


5. This watchband styled in the currently popular heavier 
chain has double chain harmonizing with inner section of 
high section links. 1/20 12K gold fill, $8.75 retail, tax 
included. Gemex Co., 1200 Commerce Avenue, Union, N. J. 


6. Sterling silver cuckoo clock lapel watch has 17 jewel 
Swiss movement. Cupids and flower motifs are carried out 
in fine detail. It retails for about $68, tax included. 
De Cortene of California, 5200 Santa Monica Blvd., L. A. 
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CATCHY SLOGAN BRINGS IN CUSTOMERS 
(From page 273) 


vertiser. For ten years now, Mr. Horrow has found it easy 
to continue from this opening phrase into natural copy 
for his newspaper and, recently, radio advertising. Why 
Borrow” leads into talks on the ease of credit terms, and 
the simplicity and pleasantness of getting a credit ac- 
count. “Buy From Horrow” leads just as naturally into 
an explanation of the merchandise featured, the things the 
ublic is requested to “Buy From Horrow.” . 

“A good slogan should drive home a selling point.” 
The Horrow slogan most effectively gives a complete sell- 
ing point which is self-evident the moment anyone sees 
the slogan or hears it. Yet this simple selling point also 
gives much food for thought to those who hear it often 
and stop to think about it. The rhyme helps it drive home 
that selling point. A rhyme, “like a melody,” says a pop- 
ular song, “haunts you night and day.” 

“A good slogan needs effective advertising to make the 
public aware of it and its message.” The Horrow slogan 
is brought to the public, at least to that portion of the 
public whose geographical location makes them pros- 
pective customers, by means of three advertising media: 
newspapers, radio, and displays. Constant use of all 
three, with the slogan receiving a prominent place in each, 
gives the slogan ample coverage. 

When faced with this point by point analysis of his 
slogan and his method of handling it to make it work for 


him, Mr. Horrow smiled. He is a practical man, not 
given to discussing theory. But he added: 

“When I go along the street, sometimes people shout 
to me, “Hi, Horrow—Why borrow—buy from Horrow’.” 

‘When I’m introduced to new people I often hear, ‘Are 
you the Horrow who says I shouldn’t borrow?” 

“People are always coming in and asking me to show 
them some items “Because you advertise I can buy it 
without borrowing’.” 

So Mr. Horrow knows his slogan brings him popularity 


and business. 


HAPPY BIRTHDAYS PLEASE CUSTOMERS 
(From page 238) 





it can be used to build an enormous amount of goodwill. 

When the list is completed—though it’s never really 
complete, because it should be constantly added to—who- 
ever takes care of the list should keep it accurately. Do 
not skip anyone’s birthday. Send out the cards one or 
two days prior to the birthday to avoid their arriving 
late. You will find that there will be only a few cards 
to be sent out each day, and this is not much work for 
an office person in addition to other tasks. 

The jeweler should sign each card personally as this 
helps to give them a personal touch, and so to make a 
better impression. 

A danger to be avoided, too, is to see that your birth- 
day list does not become cluttered up with obsolete 
names. People die or move away, but by using 3 cent 
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postage stamps on the envelopes, those that are undeliv- 
erable will be returned to you, and you can strike such 
names from your list. 

Have your office force check obituaries, too, for you 
do not want to send a birthday greeting to a customer 
who has gone to his rest. If you check on your birthday 
list constantly it will be up to date and a powerful good- 
will builder for you. 

Some business men find it a worthwhile idea to men- 
tion their birthday greeting lists in newspaper advertise- 
ments, inviting the prospects to advise them of changes 
in address and the like. Many newspapers publish 
“Happy Birthday” lists, and by watching them the alert 
jeweler will be able to keep his own list up to date more 
easily. 

Of all types of businesses in America the insurance 
companies have carried the birthday angle to the nth 
degree of remembrance. They deal, of course, in ages 
and birthdays, it is true, but they never fail to send pol- 
icyholders birthday cards—at least the agents don’t, and 
these cards are appreciated by many people. 

If the insurance companies can do this, why can’t other 
business men also? The customer wants to be remem- 
bered for what he is worth. The birthday remembrance 
card that you send him, Mr. Jeweler, shows him that you 
are thinking of him and his welfare, as well as of your 
own business. 

If you happen to have an insurance man among your 
friends, perhaps he might be willing to let you have a 
list of the birth dates (without the ages, of course) of 


his policyholders, if you explain to him that you are not 
going to use it for soliciting business, but only to send 
greeting cards. 

When the jeweler has a birthday list he will also fing 
that it can prove quite useful to him for other direct-maj] 
purposes. Thus the list can really serve two purposes 
and its costs of maintenance split. And if the jeweler 
wishes to send customer and prospects Christmas cards, 
the list is ready to be used also. 

Also, when the jeweler has a birthday list, and when he 
signs the birthday cards each day, he will remember 
more birthdays. As such customers come to his store he 
will be able to say “Happy Birthday” in many instances. 
This is a valuable business asset in itself, because folks 
will be flattered that you remember the date of their 
birthdays. 

It’s worthwhile to consider establishing a birthday list 
for it has many advantages. 





NOVEL DISPLAYS CONSERVE SPACE 
(From page 240) 


and uses the slogan “The House of Diamonds” in all 
advertising, most of the case space on the right side of 
the store is devoted to diamond rings, diamond set 
jewelry, etc. 

On the opposite side, a similar row of the stand-up 
cases with shallow glass tops, and rounded mahogany 
legs are used for general jewelry lines, again including 
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a low flat case for showing chokers, pendants, etc., in 
better price ranges. Each of the case legs has a kick- 
plate” of resilient rubber tile, and due to the wide space 
beneath, the floor can be easily swept or vacuumed with- 
out the acrobatics sometimes necessary In some jewelry 
stores. Incidentally, the floor is richly carpeted with a 
light blue, floral overprint carpet througheut, which ads 
considerably to the “Continental salon” atmosphere which 
Mr. Samel was trying to create in the original design. 
Behind the counters are seven drawer sections for re- 
placement stock, and in the tables themselves, six flat 
drawers for rings, jewelry, watches, etc., which fit neatly 
into the tray-like drawers. 

By far the most striking and unusual feature of the Le- 
Mas Jewelry Company are the three “tableware islands” 
which appear down the center of the store, separating 
the two sides. Resembling in silhouette a cut-out Christ- 
mas tree, these three display units taper sharply from 
the floor to a height of about five feet, and are grouped 
around the bases of supporting pillars, which, incidentally, 
have been enclosed in the same rich brown mahogany 
woodwork to both conceal them, and lend better contrast 
to the light blue of display shelving. Each of the fixtures 
contains five display levels, done in the same flat powder 
blue as the walls, and consisting of semi-circular tiers 
narrowing toward eye-level. Dividers in each of the fix- 
tures slant in sharply, and split each display unit up into 
nine sections, all readily available to the customer and 
easily reached. Due to the fact that the merchandise is 
set back from the edges, requiring bending over to reach 
them, there is little danger of dislodging delicate goblets, 
decorative glassware, etc., from the shelves, according to 
Mr. Samel. One fixture is used entirely for glassware, 
including table glass, decorative glass, the second, china 
and glassware in gifts, plus exclusive imported patterns 
of tableware, and the last to clocks, coasters, jewelry 
boxes, musical powder boxes and other such items. Cus- 
tomers handle this merchandise on almost every visit to 
the store, Mr. Samel has found, but the store has expe- 
rienced very little breakage. Also, the novel display unit 
“gets the merchandise out in the open” where customers 
may look over suggested patterns, or gifts without it being 
necessary for a salesperson to accompany them. 





MODERNIZATION AIM: TO SELL MORE GOODS 
(From page 266) 


for Kaye. To its rear is a vault which is directly over a 
duplicate vault in the basement, both fireproofed. 

Along the left wall, to the rear of the watch depart- 
ment, begins shelf and platform displays of appliances 
of all kinds, notably small radios and radio-phonograph 
combinations. At the extreme rear of the store on the 
left is Wilson’s record department, located at the rear to 
allow record customers to browse through the entire 
store. Some listening booths are scheduled to be in- 
stalled soon. 

Wilson’s has plenty of storage space in the basement, 
and is constructing a nice lounge there for employee com- 
for during rest periods and before and after working 
hours. It is believed this is an innovation for jewelry 
stores, and it has been receiving quite a bit of favor- 
able comment in the area, 
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“With our increased, modernized sales floor, we can 
show silver off to better advantage, and we’ve added more 
to our silver line, in addition to giving it more display 
than formerly,” said Kaye. ‘“We’ve also added consider- 
ably more in traffic appliances, including typewriters.” 

In recent months the Wilson advertising budget has 
been stepped up to help in capitalizing to the fullest on 
the new establishment. Daily, hard-hitting copy aimed 
at the middle class trade is used with advertisements of 
six full columns being run twice a week. These adver- 
tisments account for a major part of the budget. Smaller 
ads run every day on the comic pages of both the morn- 
ing and evening papers and are also considered an im- 
portant part of the program. 

Every department of the store gets its turn at being 
played up in the advertising. For instance, one day will 
find a big play on silver of all kinds; another day it 
may be electric appliances or typewriters, while the next 
advertisement may be devoted to watches, or diamond 
rings, or other leading jewelry items. 

“Or we may feature diamonds and sunlamps in the 
same ad,” said Mr. Kaye. “In appealing to the middle 
class, and striking the bargain note continuously, we find 
that it is helpful to show a variety of merchandise be- 
cause not everybody is interested in the same thing at 
the same time, and playing up a variety of items means 
that we can interest more people with each ad. As far as 
we can see, it does no harm to either class of goods— 
certainly not as far as getting customers in and selling 
them is concerned. Our ads might be criticized by some. 
but they seem to do the work for us.” 


Michael J. DeAngelis, New York City, was the architect 
in charge of the new store. If added comment might 
be made on the unusual front elevation, it should note 
the effectiveness, in particular, of the signs. The unusual] 
large vertical sign has letters graduating from the three. 
foot, nine-inch wide W at the top to a width of one foot 
six inches for the S at the bottom. A clock, 314 by three 
feet with faces on both sides is fastened beneath the sign 
Like the sign, it extends out from the building at right 
angles with the result that both sign and clock are Visible 
from both directions on the thoroughfare for many blocks. 

Stainless steel channel letters, spell “Wilson’s” just over 
the front entranceway, each containing three Strips or 
tubes of neon in the 244 inch wide lettering. All this js 
mounted on a panel of rose-colored granite, about 41/, 
feet high and running the width of the front just above 
the windows. Above this, the four-story front elevation 
is completely faced with large smooth panels of dark 
Carrara glass, flush with the face of the building. Main. 
tenance expense on the front is thus practically eliminated. 





THE AD-VISER 
(From page 268) 


announcer. This show has increased store traffic tre. 
mendously. 

5. Here’s an idea that is especially adaptable to the 
jewelry trade. It’s called “Gifts for the Bride.” The an. 
nouncer requests listeners to send in names of prospec- 
tive brides. Selection of the chosen participants is made 
on the basis of the best letters. The winner is called be. 
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fore the microphone. She is interviewed about her wed- 
ding plans, her future, etc., and then is presented with 
gifts of flowers, jewelry, etc., which are picked up at 
the store. 

6. An Amateur Radio Theatre is being successfully 
conducted by a retailer in the east. Contestants are 
chosen from letters written by listeners. The entire pro- 
gram is run by amateurs. Even the commercials are 
written and announced by winners. The new talent pre- 
sents news reports, a short dramatic skit, songs, etc. 
Radio listeners vote for the best by mail and the winner 
receives a $100 watch plus an audition in a New York 


radio studio. 

7. One store offers a Variety Program consisting of a 
combination of news, criticisms of local motion pictures, 
music and whatever else seems important to the average 
listener. The store’s service or particular items of mer- 
chandise are featured on the shows as special news bul- 
letins. This type of show has been going very success- 
fully for over two years! 

8. A Mid Western jeweler features a series of base- 
ball talks by the local softball league umpire. Interviews 
with local players are conducted. Questions from listening 
audience are answered. Although this sounds like a 
strictly male program, the store manager insists that 
many women are listeners and sales have been extremely 
good as a result. 

9, One jeweler runs a show called “Blessed Event.” 
Listeners are invited to send in the names of newly born 
children. Inexpensive gold rings with congratulatory 
cards are sent free to each baby. Each week- one proud 
father is chosen to appear on the program. He is inter- 
viewed and sent home with many gifts and good wishes. 


10. A club entitled “Come And Get It” is sponsored 
by a retailer in the East. Members request tunes to be 
played on the air. In addition, the program has club 
news, announces special buys for club members at the 
store. One interesting feature is that the dues are applied 
toward a future purchase which is sold to members at a 
10% reduction. The club has over 4500 members and 
has increased store traffic, and sales tremendously. 

Of course, good programs alone will not do a complete 
selling job. Commercials or direct sales messages are 
necessary to urge the listener to “join the crowds” at 
Blank’s store. While the average retailer may never be 
called upon to write his own commercials, the following 
rules will assist in intelligent criticism and improvement. 
Carefully check your commercials for: 

1. Words used should be selected with a view to 
their sound. 

2. Statements should be as simple as possible. Sen- 
tences should be short. 

3. Sincerity is of utmost importance to do a good 
selling job over the radio. 

4. Copy should be fast moving and friendly, enthusi- 
astic and convincing. 

o. Repetition is good but don’t overdo it. 

6. Don’t say too much. Just say enough to put your 
message across effectively. 

Next month, we'll discuss 10 ways to achieve more 
effective headlines. 

(To be continued) 
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THEY DON'T WORRY ABOUT BELL-RINGERS 
(From page 278) 


choice you make, and always be here to make additions 
to your silver, and to make changes.” 

“Even if the door-to-door man carried four trunks 
along with him to make a mammoth display, the jeweler 
can always best him in this regard, too. In a store, you 
have facilities, or can make facilities, for displaying an 
enormous amount of silver, and you should do so if you 
want to make the most of profitable silver merchandise.” 

Jarecki’s, with its plain but dignified exterior, always 
gives some window space to silver display and finds them 
traffic-stoppers most of the time. Inside the store, on the 
left of the entrance, four eight-foot cases line he wall. 
They are chock full of silver of all kinds and very im- 
pressive. 

Just inside the entrance, on the left also, are a small 
table and chairs, where customers are made comfortable 
while silver is shown to them. Every week, the contents 
of the big display cases along the wall are changed, and 
each piece of silver is taken down and polished. 

“We think it is important to have an engraving de- 
partment also, and, in fact, we’ve built up quite a repu- 
tation for ours,” Mr. Dorfman said. “Our head en- 
graver, C. D. Tosti, has been here about 30 years, and he 
is well known throughout northwestern Pennsylvania for 
his fine silver work, be it polishing or engraving. 

“People bring silver work here because they prefer 
Tosti, and this means greater opportunities for sales. 
We’ve customers from communities as much as 90 miles 


distant, coming here because they like our engraving ser. 
vice. This requires an investment in tools, of course, but 
perhaps the most important thing is to have a skilled 
craftsman on the job. 

“When we sell silver, we tell the buyer to bring it back 
for a ‘special polishing’ when planning a party or anni. 
versary get-together,” stressed Mr. Dorfman. “Here 
again is an opportunity to gain customer confidence, and 
to get him in the store and open to future sales.” 

Customer treatment can always put the advantage on 
the side of the jeweler, Mr. Dorfman believes, because 
the man in business in his own store can show much 
more interest in each sale. He can learn customer tastes, 
and slant future sales that way, or offer advice as to 
future purchases. On the other hand, the itinerant sales. 
man has a tendency to be too dogmatic, too much ip. 
clined to “throw the stuff in the customer’s face,” and use 
practically any approach just as long as the individual 
sale is accomplished. 





ADVERTISING ALSO IMPORTANT 


A very active advertising schedule is also important 
to anyone selling silver, according to the Jarecki part. 
ners. They more or less leave ad composition up to 
Mitchell & Knepper, a reputable local agency who handles 
their advertising, but they choose the times when adver. 
tising is launched through local dailies or on the air. 

For instance, silver is given a big advertising play in 
June, for weddings, or wedding anniversary presents: 
and again, Christmas can hardly be topped as a good 


— 





DOUBLE LIFE... DOUBLE VALUE 





men. 
PREGES, 


JOY Manicure Implements and Scissors of surgical 
instrument steel are DOUBLE PLATED with nickel 
and chrome for DOUBLE LIFE and LASTING BEAUTY. 


FULL PARTICULARS: 


DISCOUNTS AND 


FREE CABINET DEALS, 


REX CUTLERY CORPORATION 


302 





INQUIRE 


IRVINGTON 11, NEW JERSEY 


THE JEWELERS’ CIRCULAR-KEYSTONE 











seasonal bet for selling more silver; Valentine’s Day is 
another point on the calendar that offers silver merchan- 
dising possibilities. Jarecki’s will take a quarter-page 
advertising, from one to three times weekly, dependent 
upon the time of the year and importance of moving the 
merchandise. 

A typical advertisement will show four flatware pat- 
terns, along with a picture of a distinctive table setting, 
and copy will read along these lines: 

“Stars in Sterling. . . . More than 50 patterns from 8 
leading silversmiths. 

“Jarecki’s have always been noted for their extensive 
showing of fine silver. Arranged side by side for your 
easy selection are the best examples from America’s lead- 
ing silversmiths. Whether you want an entire service or 
just a few ‘beginner’s’ pieces, give your choice the bene- 
fit of this wide variety. Here are just a few of the lead- 
ing silversmiths, whose patterns are now in stock: 

“Towle, *Watson, *Kirk, *Frank W. Whiting Co., In- 
ternational, Wallace, Heirloom Sterling, Frank Smith. 
(*Exclusively Jarecki’s.)” 

Consistent merchandising of silver has protected this 
leading jeweler from fly-by-night selling. “Jarecki’s . . . 
since 1862,” has carved a special niche for itself in the 
area jewelry trade. 





New Shelves Eliminate Crowded Look 


A dramatic new trend in the display of diamond rings 
and watches has been introduced by the firm of Gensler- 
Lee, pioneer California jewelry chain. 

A departure from the usual flat or floor-type display, 
Gensler-Lee windows feature a new dimension, utilize 
the height of a window by tiering oversized steps into 
the upper part of a window and projecting cushioned 
display stands upward at an angle. These steps and 
stands, projected horizontally, serve to more completely 
fill the window and bring the merchandise considerably 
forward. 





Gensler-Lee’s new dimensional arrangement also tends 
to place emphasis upon the merchandise displayed by 
bringing it up to an eye level. 

Equally impressive in appearance, colors of black and 
green offset the rings and watches displayed and make 
a tasteful background in the new dimensional displays 
of Gensler-Lee. 
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THEMED DISPLAYS MOST EFFECTIVE 


(From page 284) 


Silver against hunter’s green is also effective in window 
display. 

Many jewelers frown on combining dark and light col- 
ors in backgrounds but we have used them to advantage. 
In a promotion of silver as wedding gifts, we used a 
maroon velvet base. In the center was a bride’s picture 
in an aqua velvet frame. Display plaques of sterling flat- 
ware were of aqua velvet with a deep maroon border. 

Startling colors may be used to dramatize costume 
jewelry if it is gold or silver. If the jewelry has colorful 
settings it is better to show it against white or a very dark 
shade. Blue is not used with diamonds, nor should yel- 
low be used, for that color would defeat the purpose in 
showing clearness of those jewels. Diamonds can be 
shown on red with definite advantage but we prefer black. 
Black is also the ideal background for crystal stemware. 
Watches show up well against color. It is preferable to 
place them on pads with a colorful base. 

Colored lighting may be used to advantage but con- 
sideration of the kind of merchandise displayed must be 
given in order that it is not misused. Lighting differs 
from paint and may cause merchandise to lose its bril- 
liance of effect. If facilities permit, backgrounds can be 
painted with lights, permitting one set of drapes to be 
used in many color schemes. 


The focal point of a display should be high-lighted. If 


color is used in the window this should have a white spot 
for strong emphasis. 

Fabrics for bases give a richer, more luxurious effect 
in display of jewelry than any other. Occasionally, fo, 
variety, a very rich paper may be employed but, gener. 
ally, satins, silks and velvets make for more harmonious 
treatment of merchandise which in itself has the quality 
of decorative beauty. 

Mirrors may be used to double the size of displays byt 
discretion here is called for lest they be confusing, Too 
much showmanship in reflections draw away from the 
prime purpose of the display which is to invite exami. 
nation of merchandise. Anything which subordinates 
merchandise is out of place in a display window. 

Drapes for backgrounds are not necessary but many 
jewelers prefer them because they are not only rich in 
appearance but also add to ease in getting in and out of 
windows. The present trend for completely visual fronts 
in stores may well be qualified in jewelry shops. Wide 
doorways may be used to bring the interior of the shop 
to passersby with windows kept for special displays, 
which, if closed off, prevent distraction from the sale 
message. Jewelry items are small and need greater con. 
centration of attention. 

Price cards, if used, should harmonize in tone and 
quality with the merchandise shown. 

Materials for display can be accumulated a little at a 
time. Display windows should be organized with imagi- 
nation but it is not necessary for interesting display to 
be that which only an artist can do. A merchant who 











Sell Locking Ring Sets by Using C.&G. Dual Ring Clasps 


You can apply the C. & G. Dual Ring Clasp to any wedding 
and engagement rings, locking them together. 


Easily Applied—Just Clamps On—No Soldering 


® Holds Engagement and Wedding Rings Side by Side in Upright Position 
® Comfortable — No Rough Edges 
® Prevents Rings From Turning on Finger 


® Prevents Wear Between Rings 





RETAIL PRICE $2.75 
(Attractive Dealer 
Discounts) 


Guaranteed against 
Breaking or Cracking 


Patent No. 2281231 





Newspaper mat of the C. & G. 
Dual Ring Clasp (as shown) 
furnished free. 


Order Through Your Material House 





Manufactured by 


CAMPANA & GOETZ 


704 Market Street San Francisco 2, Calif. 


Wholesale Distributor: M. J. LAMPERT & SONS, INC, 37 Maiden Lane, New York 7, N. Y. 
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realizes the drawing power of themed window displays 
and knows their importance in a complete selling job 
can get excellent effects with no greater outlay of time and 
effort with simple “props” and thus bring to his public a 
fresh slant on the merchandise of his store. 





BRAND NAMES BUILD STORE REPUTATION 
(From page 286) 


names in mass grouping. When space is available, copy 
‘s about four columns by 14 in., although rationed news- 
paper space has reduced the size of several advertise- 
ments to three columns by I1 in. 

Copy headings consist of such phrases as “Famous 
Names” and “Trade Marks of Quality,” with which are 
facsimile reproductions of 10 to 12 trade marks of prom- 
nent manufacturers, and “Quality Around the World,” 
with a world globe surrounded by selected trade marks. 
One particularly effective piece of copy carried a heading 
featuring the three merchandise centers of the world, 
New York, Paris and London, by showing an illustration 
of an outstanding building or landmark in each city. 
Another advertisement emphasized the class magazines 
in which most of the products are featured. Heading 
of this copy showed front pages of the leading class 
magazines. 

One representative piece of text ran as follows: 
“True quality is found under the Trade Marks that have 


been accepted in world centers. Good taste is assured 
in these products that are used by discriminating people 
everywhere. Famed merchandise—as you see it adver- 
tised in the smartest magazines—is sold at Tilden- 
Thurber’s. Here are some of the famous names we offer 
you—,” 

Another piece of text read, “Wherever smart people 
gather you'll notice them using products from houses 
with world-renowned reputations. At Tilden-Thurber’s 
you'll find such famous names and products. Many of 
them are exclusive in Rhode Island at this famed estab- 
lishment.” To emphasize the names of those products 
sold exclusively in Providence by the company, about 30 
names are marked with an asterisk. 

In addition to these medium and larger sized news- 
paper ads in the Providence newspaper, smaller sized 
space carrying out the same technique is used in 10 or 
12 newspapers in other cities and towns in Rhode Island 
and nearby Massachusetts. This includes Newport, R. I., 
where the company maintains a year-round store and 
Watch Hill, R. I., where it has a store for the summer 
season. It also maintains a year-round store at Wayland 
Square, Providence, in addition to the large downtown 
location. 

The promotion of famous names is carried out in spot 
radio advertising with a part of the list covered in each 
announcement so that all of the featured brands are men- 
tioned in turn over a period of time. These lists are gen- 
erally grouped so that one listing will include the well- 
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Beautifully polished and perfect 
in design. Comes in coils, sheets 
or strips. Excellent for stamping, 
or forming. Maintains its design 
for all operations. This metal 
can be had in any karat gold, 


platinum or palladium in widths 
to 3 inches and any thickness 
down to .O18. 


Cuff links, tie clips, bracelets, 
rings —these are just a few of 
the many items you can make 
from this wonderful new metal 
oleh al-idar 

We will also roll this pattern in your 


own metal. 
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known trade names of watches, another time the brands 
of sterling carried by the store, and so on, so that all lines 
are effectively grouped. 


Uf f ‘Ehane EN? It is similarly carried out in window displays, One 


— particularly attractive window highlighted a large wal] 
Via bitte map of the world with tiny, colorful streamers extending 
from various cities to the items of merchandise origi- 
PAT TF RNS nating in that particular center. Tilden-Thurber foyng 
be unusual interest in this type of window display because 

of the educational nature of the promotion. 
“Famous names play an important part in all Tildep. 
Thurber sales work,” explains Mr. Price. “We have 
found that people are impressed with a manufacturer’s 
years of experience and his reputation for producing 
| f 2 4, merchandise of fashion and quality. That is why ou 
¢ KH VLLLAL A salesmen and women emphasize not only the facts con. 
me cerning the product but the manufacturer’s background 
NE and reputation. It gives the product a valuable build up.” 
Famous names are also emphasized in all department 
oe P displays by using the manufacturer’s markers in display 
me \ [A 4 i MBps” cases, sometimes by inserting a printed piece identifying 
iE . ISOS ep Pp “Ce the producer and by showing boxes and packages bear. 

i, Wi & ing the trade name. 


j ¢ beth: 


FIDDLE * 
THREAD o~ 
FippLe 4 EDWARD VII 9 « 
SHELL Mirror Magic Widens Front 


This unusual grouping of related designs, which we 

i AC > “il In remodeling their store recently, Ewert-Bowne, 282 
ves wed FIDD LE-5 K patterns, iS being jf eature Forest Avenue, Laguna Beach, California, gave a hole. 
in national Magazines. Ask our salesmen about C00 p- in-the-wall half-store a full-sized front for a total cost 


erative counter displays and literature. of less than forty dollars. 

As the magicians say, it’s done with mirrors. 

The building housing Ewert-Bowne is a 25-foot front 
store which has been partitioned to make two stores, 
with the jewelry store’s frontage about ten feet. 












FRANK SMITH SILVER COMPANY, GARDNER, MASS. 
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— PRECIOUS =: 
= 
Smelters METALS = 
OFFICE: Because the partition extends clear to the building 
FACTORY: 26 JOHN STREET front, the space is a small cubby-hole that no one had 
BROOKLYN, N. Y. NEW YORK CITY ever noticed before Ewert-Bowne redecorated it. Several 











previous lessees had lost money in this location. 
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However, the jewelry store has used the partition—the 
store’s chief jinx—to their advantage by placing a large 
mirror on it. 

This makes the store appear twice as large as it really 
is, eliminates its “blind spot,” and gives the illusion of 
movement to the display as customers pass it. Although 
no one could formerly see the store until standing di- 
rectly in front of it, it is visible now from the corner 
of the block. 

In addition, the mirror provides more actual display 
space, because the left side of the display, which formerly 
couldn’t be seen even from a position in front of the 
window, can now be seen even by people approaching 
from the right. 

The mirror contains 12 square feet, and was bought 
at the prevailing price of $2.50 per square foot, plus a 
small framing charge. 

In planning a mirror construction of this type, it isn’t 
necessary to cover the entire wall, because pedestrians’ 
eyes usually follow a line from three to five feet above 
the sidewalk. In fact, there is a disadvantage to such a 
large mirror in that people may not realize that it is a 
mirror and may try to walk through the “archway.” 

However, even a store that can’t adapt this idea can 
use small mirrors effectively in its window display. 

One of the chief problems in jewelers’ window dis- 
plays is the fact that, although small items have to be 
displayed, a jeweler can’t use other retailers’ promotion 
ideas to call attention to them. 

However, small mirrors placed under or behind small 


items will call attention to them, increase their apparent 
display area, give them sparkling highlights, and show 
off construction details or quality of workmanship not 
apparent from a front view alone. 

The mirror used by the queen in “Snow White and 
the Seven Dwarfs” wasn’t the only magic mirror in the 
world. Any mirror has magical properties for building 
sales when it is used by a wise merchant. 





JEWELRY STORE ATMOSPHERE SELLS APPLIANCES 
(From page 288) 


according to Mr. Shaw. He depends upon them to build 
traffic, to always be available as a uniformly acceptable 
gift suggestion, and as a means of attracting lower-income 
customers who, although they may not be able to pur- 
chase expensive diamonds, or other jewelry, enjoy the 
knowledge that they bought the toaster, waffle iron, cof- 
fee-maker, etc., used in their home from a leading jewelry 
store. 

For all these reasons, Mr. Shaw has found it wise to 
invest small electric appliances with the same type of 
glamor and attractiveness which characterizes any of the 
jewelry in the store. Perhaps most typical of his theoreti- 
cizing is a window display which appears from time to 
time in the main window of the store, next to the entrance 
to San Antonio’s famed Gunter Hotel, which draws many 
thousands of tourists the year around. In this window, 
well lighted, and devoted to small appliances alone, ap- 
pear a variety of traffic appliances grouped around a sign 











Are You Taking Stock For 1948? 


Have You Any Inactive or Obsolete Patterns of 


STERLING SILVER 


Or Anything in Used Silver, Flat or Hollowwarer 


These are frozen assets and can readily be 


converted into CASH. 


No matter what pattern, or how large or small 
the quantity, we will pay the expressage and if 
our offer is not acceptable, it will be returned 


express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS 1 


TENNESSEE 


Reference: THE JEWELERS’ BOARD OF TRADE 
DUN & BRADSTREET 
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EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: BRyant 9-7199 

















e REKNOT NECKLACES e REPAIR CLASPS 
# @ SHORTEN NECKLACES @ FURNISH NEW CLASPS 


You Are Neglecting a Valuable Source of Income 
If You Fail To Accept Restringing Work! Necklace 
Repairs Are NOT a Nuisance. They Can Be Your 
Best Good-Will Builder. Repairs Bring People Into 


Your Store. 
PROMPT SERVICE—EXCELLENT WORKMANSHIP 
Stringing - - - += «+ «= 60¢ per Strand 
Knotting - - - = = = 1.20 per Strand 


Estimates Furnished in Advance on All Other Work. Returned To 
You C.O.D. Plus Parcel Post and Insurance. All work absolutely 
— lf not absolutely satisfactory we will re-do at no extra 
charge. 


STRINGRITE, 745 Driggs Ave., Brooklyn 11, N. Y. 


WE: e RESTRING NECKLACES e LENGTHEN NECKI.ACES 
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Nae famed “rat-tail” pattern ...an example of 
outstanding English Sterling Flatware. 


|. FREEMAN & SON, INC. 


Importers of: Old Sheffield * 
Victorian Plate * Georgian Silver 
* English Reproductions 


12 E. 52nd St., New York, N.Y. 
18 Leather Lane, London E.C.I. 


Photographs submitted upon request. Inquiries invited. 





MADE IN ENGLAND 








308 





which is headed at the top “Shaw's Presents Jewels Qf 
The Kitchen.” Beneath this eye-compelling statement. 
copy reads, “What makes a jewel? Brilliance? Deluxe 
chromium or aluminum appliances gleam like silver.” 

“Durability? Beautiful appliances are made to lag, 
forever.” 

“Pride of Ownership? Place these beautiful articles 
in your own kitchen.” 

“Rarity? Ask any of the hundreds of housewives who 
have been waiting for five years for delivery of these 
beautiful appliances.” 

The effect of the window is heightened by carrying 
only one of each appliance, well spaced from its neigh. 
bors, and so decorously shown that the window might 
well be one devoted to watches, or other jewelry items, 

Salespeople in the store, and display fixtures them. 
selves, present small appliances with the same apprecia- 
tive jewelry-store atmosphere. Small appliance stock js 
shown for the most part on an oval, two-tier, blonde-wood 
table in the center of the L-shaped store, where custom. 
ers see it coming from one end or the other. (The store 
has two entrances, one on each street.) Something like 
a dozen items are shown, all kept immaculately polished 
by the same girl who cleans sterling silver. Their some- 
what disfiguring cords are rolled up neatly into a cylin- 
der and scotch-taped under the appliance itself. The most 
popular items, Mr. Shaw finds, are percolators, automatic 
toasters and twin waffle irons. There is always a repre- 
sentative stock on view which is an indication that the 
store can make delivery on any of the items shown. 

The window display is used periodically, averaging 
four to six times a year, and regular newspaper advertis- 
ing never fails to mention the fact that the Shaw store 
carries “Jewels of the Kitchen.” Salespeople are trained 
to suggest them whenever the gift-purchasing customer 
is dubious over what to give a housewife, or any mem- 
ber of the family, and ornamental jewelry is not the 
answer. 

While the mark-up on small electric appliances is 
somewhat low; compared to strictly jewelry merchandise, 
the rapid rate of turnover helps to produce a satisfactory 
net profit, and constant promotion has repaid the store 
in countless additional ways, according to Mr. Shaw. 
“We don’t carry radios and major appliances,” he says, 
“but we feel that small appliances have a definite place 
in our store.” 


Mass Display of Earrings Gets Results 


On the theory that “display is 90 per cent of selling,” 
B. Michelson, Jewelers, in Washington, D. C., has utilized 
a “mass display” which covers almost the entire top of a 
counter to keep earring sales turning rapidly. 

Where many jewelers regard earrings as part of the 
costume jewelry stock, and thus keep their individual 
interest subordinated to bright, larger pieces of costume 
jewelry, the Michelson store has made a specialty of ear- 
rings, and shows them separately on a glass countercase 
at the right side of the store. Here, instead of showing 
earrings under glass, or in small individual counter-top 
cases, ten different types of plastic display fixtures are 
usec to show from 20 to 60 styles of earrings per fixture, 
or more than 500 in all. 
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The plastic fixtures resemble small sections of fencing, 
being composed of flat plastic rods, on V-shaped sup- 

orts. The ten units are classified as nearly as possible 
‘nto silver, gold, jeweled, rhinestone, novelty styles, con- 
servative, and plastic varieties. With the display units 
set atop the case, there is nothing to prevent customers 
waiting for service from the watchmaking department, or 
for occupied salespeople to wait upon them, to go over 
and examine the wide choice of earrings at leisure. Each 
is tagged with the price in plain figures, which encourages 
many “impulse sales” from customers who idly look over 
the selection in the hope of finding earrings to comple- 
ment a particular outfit. 

“Classifying earrings into various types on the plastic 
fixtures has made it easier to sell,” it was pointed out. 
“For example, if a customer wants earrings for an even- 
ing air, all of the rhinestone styles are collected onto 
one fixture, which is simply slid along the case to her. 
If college girls, or teen-agers, are involved, all of the 
novelty types are on the same bracket. Also, price ranges 
are liberally scattered, so that the customer may fre- 
quently find earrings which appeal to her among the 
lower price levels, as well as the better price bracket.” 

In addition to impulse buying and regular earring 
customers, there is a quite profitable market among girls 
who collect earrings as a hobby, according to B. Michel- 
son. “Some girls actually have collections running to 
more than 100 pairs, and invite their friends to give them 
for birthday presents, anniversaries, etc.” it was pointed 
out. “We display our earring stock in a mass layout quite 
similar to the way most collectors keep theirs—and thus 


we get much extra traffic from earring collectors who 
make it a point to pay the store a visit while on shopping 
trips downtown.” 





Ad Reprints in Windows Step Up Efficiency 


A simple idea which has added a great deal to the 
effectiveness of window displays of Krisman-Frey, jewel- 
ers, 719 Washington Avenue, St. Louis, Missouri, is the 
inclusion of glossy reprints of daily newspapers adver- 
tising in the store’s display windows. 

This policy is used throughout a dozen varying windows 
in the Krisman-Frey store, which is located next door to 
one of St. Louis’ largest theatres, where sidewalk traffic 
is of paramount value. Millard Krisman, manager of 
the store, feels that due to the heavy congestion of traffic 
at this point, the store’s windows are responsible for far 
more advertising pull than is the case in other downtown 
stores. 

The policy of using reprints was developed by Newton 
Pfeffer, general manager for the Krisman-Frey concern, 
who found that customers entering the store in search of 
advertising merchandise had to ask questions to find it. 
“In other words, when we ran an ad on fine costume 
jewelry, for example, we always tied in a complete 
window display of the same merchandise,” Mr. Pfeffer 
pointed out. “However, customers coming to the store 
in response to that ad almost invariably overlooked the 
window display, entered the store, and questioned the 
first salesperson they saw as to the costume jewelry de- 
partment’s location. By use of the reprint ads, spotted 
exactly in the center of the merchandise which has been 
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If you sell on credit—and feature these world 
preferred ‘“‘CHICAGO” rink skates, younger 
buyers (16-24) will stream into your store 
and give you new names for your mailing list. 
You can really build sales from the newspaper ad mats we 
provide—then you can merchandise, at normal mark-up, 
from our day-to-day FILL-IN SERVICE—same day de- 
liveries on all orders. 
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Place a pair in your window and ‘watch the 
interest. You can merchandise from a small stock 
using our same-day “FILL-IN SERVICE” on all 


re-orders. Write for particulars. 


FACTORY DISTRIBUTORS 


OHNNYonE9:* 


51 CHATHAM ST. PITTSBURGH 19, PA. 
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TELL Plastic Beads are preferred by 
leading jewelry manufacturers from coast to 
coast. Expertly made from cellulose acetate 
material, TELL Plastic Beads are produced in 
a variety of spheres and shapes. 


TELL Plastic Beads are available in the 
following colors and finishes: 

® Alabaster base for pearlizing. 

® Chalk white, pink, or blue with waxed finish. 

® Gold, silver or rhodium plated. 

® Manufactured according to specifications. 


Sizes: 214 -3-314-4-414-5-514-6- 
7-8-9-10-12- 14-15 - 18 mms. may be 
ordered with or without holes. Submit your 
specifications or write for samples and prices. 


TELL MANUFACTURING CO., INC. 


33 Fulton Street ® Newark 2, N. J.. 
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advertised, customers quickly recognize the merchand} 
they came to see and will devote their attention to i, rs 
once—without wasting the time of salespeople in as 
questions, or needless steps around the store.” 

To maintain a standard of quality in the newspaper 
reprint which is parallel to the high-quality jewelry items 
advertised, Krisman-Frey has arranged with St. haat 
newspapers in which its advertising is run for a “plate 
proof” to be made of every cut or display ad, and re. 
turned to the store immediately. These are printed on 
glossy, smooth finish paper, and pasted neatly with 
rubber cement on a stiff backing which prevents wrinkles 
or bumps. The reprints are mounted on regulation sion 
holders, in the center of the merchandise, which they 
advertise. Inasmuch as customers who were originally 
attracted by newspaper advertising will quickly recognize 
a duplicate ad in the window, the reprints always set 
immediate attention. 

Results to date, states Mr. Pfeffer, have been excellent 
—as customers quickly find advertised merchandise, select 
from the window the item they originally intended io 
purchase and go directly to the department within, whose 
location is given by a small card also shown in the 
window. “We will continue to use the reprints in all 
displays which are incorporated with newspaper display 
ads,” Mr. Pfeffer said. “In addition, we will use the 
reprint inside the store atop the glass cases containing 
advertised merchandise. This has the effect of routing 
customers with a minimum waste of time, both in the 
store windows and in the store interior.” 
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Large "Diamond" Brightens Corner 


A large diamond replica sign just installed on the 
corner above the windows of the Richter Jewelry Co., at 
6th and Main Sts., Cincinnati, Ohio, has brightened up 
that corner both literally and figuratively. Weighing 462 
pounds, the sign in the shape of a large facetted diamon, 
contains 192 electric bulbs which lights up the corner 
considerably and is visible for a long way in all di- 
rections. 

Flanking the sign are two large Elgin electric clocks. 
All of the street cars and busses serving the eastern part 
of Cincinnati pass this corner and it has now become 
custom for the drivers, passengers and passersby to set 
their watches by these accurate, easy-to-read dials and 
many have expressed appreciation for this service. 

In addition, secreted in the sign is a public address 
system in which four electric speakers are installed com- 
plete with radio, record and microphone attachments. 
From this setup it is possible to broadcast radio and 
recorded music appropriate to the various seasons of the 
year. Also, public events and special announcements may 
be tuned in and transmitted to the passersby. 





Public Relations Displays Keep Interest High 


An interesting “public relations” window display 
campaign was carried out recently by B. B. Michaelson 
& Son, jewelers of Washigton, D. C., to acquaint the 
public with the extensive hand operations which have a 
lot to do with today’s high prices. 

Under the plan, a series of beautifully-finished 8x10 
photographs, mounted individually on setup frames, are 
displayed in the window, each evening, after diamonds, 
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watches, and other valuable merchandise has been re- 
moved. The photos produced by Michaelson through 
‘ctures in the store’s own departments supplied by man- 
ufacturing jewelers, etc., thus keep the windows inten- 
sively interesting during the late evening hours, when 
most jewelry store windows present a rather “shorn” ap- 
pearance. ae 

Each photo is accompanied, if possible, by a sample 
of the equipment or materials used. During November, 
there was a series of nine on display. The first showed 
a jewelry craftsman polishing a silver bowl, with an 
explanation which showed that jeweler’s rouge is used 
exclusively with soft flannel cloths. In front of the pic- 
ture, on the window floor, was a sample of jeweler’s 
rouge, and a wheel. Second photograph showed a pic- 
ture of an operation for drawing gold wire with a 
sample of a gold-wire drawing die beneath. The third 
showed delicate measuring instruments used for measur- 
ing gems before mounting them in settings; the fourth 
the operation of bending bar gold to ring size; the fifth 
selecting gems with tweezers; the sixth, hand-hammering 
precious metals; the seventh, cleaning rings with various 
alkaline solvents, with an explanation of how the work 
is done in the store; the eighth, testing a ring design on 
a blank before final acceptions; and ninth, stamping of 
the store name, initials, etc., under a ring shank. Dis- 
plays of this type have proven of great interest. 





POLISHED DISPLAY IS BEST SALESMAN 


(From page 290) 


bookkeeping office down to the head of the store, must 
participate in taking out each piece of hollowware from 
one of the display cases, polishing it and replacing it 
before the store is opened,” he said.” Actually, this has 
become habit with all employees, and is more of a plea- 
sure than drudgery. All of us are fully aware that to 
maintain a mass display of the type we swear by, plenty 
of behind-the-scenes work must go on.” 

In addition to the “one case per day” theory, the 
Myron E. Freeman store employs a girl whose sole re- 
sponsibility is polishing sterling silver—in a continuous 
circle, which begins with the cases on the left of the door 
upon entering, and goes on constantly, from case to case, 
around to the right side of the store, and beginning over 
again. The polishing girl is supplied with a sheaf of soft 
cloths, including a rouge rag for stubbon cases, which are 
used in succession to rub loose particles of lint, remove 
all fingerprints, smudges, etc., and then to polish the 
sterling back to like-new appearance. Incidentally, the 
polishing girl wears soft gloves during the entire process. 

Maintaining a large polishing room on an upstairs 
floor in the building, the Freeman management doesn’t 
hesitate to send any piece of flatware or sterlipg hollow- 
ware upstairs for a complete going over if it is marred 
by any stain which cannot be handled by the store em- 
ployees at opening time, or the polishing girl. “We aver- 
age about one out of 10 during the polishing schedule 
on the first-floor to go upstairs for professional treat- 
ment,” Mr. Davison said. 

The results of the arduous program are well worth- 
while, according to the store management. “By sticking 
to a theory of mass display rather than artistic arrange- 


For Marcu, 1948 








_ 


Self-selling because it’s new! 
- +. Steady-selling because it’s needed! 


This new and better outdoor and indoor temperature 
indicator for home or office was pre-tested for you in the 
late months of ’47 with a resulting sales record so phenom- 
enal that we now kuow we are offering you a sure-fire profit 
maker. Here’s what it gives you: 


(athe first and only fully mechanical indoor-outdoor ther- 
Outdoor temperature is shown on the top scale; 





<=" mometer 
indoor, on the bottom scale of Duo-Temp’s big, easy-to-read 

dial—a welcome change from the hard-to-read glass tube } 
thermometer. It has the sales appeal of novel merchandise. It 

is attractively different to look at, handsomely styled for the } 
finest interior. Because it is entirely mechanical, there are no 
glass tubes to break; none of the inaccuracies due to separated 
columns of mercury or spirits. Installation is a pleasant task 
anyone can perform in a few minutes. | 


+o 


Already a seasoned and proved seller—with name prestige 

We dropped Duo-Temp into the market cold in late °47. 
Without any special sales-promotion push at that time, thou- 
sands were sold. Owners quickly told friends—are still telling 
them so that checked repeat orders from word-of-mouth adver- 
tising show astounding volume. Naturally, we believe that the 
Jas. P. Marsh name has something to do with this—a name of 
real authority throughout the instrument world. 


The support of national advertising Duo-Temp has been 

advertised in magazines such as House G Garden, House 
Beautiful, Esquire, Field & Stream, Science Illustrated. Re- 
action proves its appeal to men and women alike. Larger 
advertising is under way this year. 
















The support of attractive selling aids A handsome “quality” 
package to match the instrument... a striking display in 
full color, showing a flesh-and-blood demonstration of Duo- 
Temp... excellent circulars that have helped sell thousands. 


An incredibly low price The $6.75 ticket on this ther- 
-"mometer is made possible only by large-scale production 
through mass-precision methods developed in the new, ultra- 
modern Marsh plant. It is an unprecedented value in fine 
instruments—and there is good profit for you. Ask for 


proposition. 















Duo-Temp measures 312 in. 
square, and is equipped with 5 
ft. of capillary tubing. Retail 
price, complete with outside 


bulb, mounting $ 715 
bracket and f 


tubing ..... 
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1. Practical and pretty—this 9'' covered dish in Concorde 
china with Dogwood decoration, useful as a candy box or as 
vegetable-dish-for-two. It may be retailed for $5. Sold 
through Herman C. Kupper, Inc., 39 West 23rd St., New York. 


2. Satanic figure handsomely modeled in china, 11!4" tall, 
handpainted in rich reds and black. By Lorenz Hutschen- 
reuther. From Paul A. Straub & Co., 19 East 26th St., N. Y. 


3. Subtly curved covered candy jar in Tiffin crystal glass 
fashioned in the "Cellini design, and standing I1I'/2" tall. 
Manufactured by the United States Glass Co., Tiffin, Ohio. 


4. "Miss Aladdin" wallet for women, made of real leather 
in various colors with all-around zipper; compartments for 
money and fitted with compact, lipstick case and comb; re- 


tail $5.95. Made by Metalfield, Inc., 17 W. 34th St., N. Y. 


5. "Duc d'orleans" pattern in Royal Jackson china, done in 
maroon with floral groupings, finished with mat gold on the 
beaded edge. Sold in full dinnerware, open stock or in sets. 


From the Vogue Mercantile Co., Inc., 9 E. 26th St., New York. 


6. Nautical revolving "ferris wheel" cocktail and _ relish 
service for 12, in chromium and hand-carved glass. Gimbal 
mounting prevents spilling when wheel turns. Retails, $95. 
By National Silver Deposit Ware Co., 44 W. 18th St., N. Y. 
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FOR REMEMBRANCE 


It is important that the name Fostoria 
is consistently kept before your cus- 
tomers. Only by such continuity in ad- 
vertising can you be assured that good 
times in your glassware department will 
continue to be good times. 

For this reason, Fostoria not only 


—t peters ——— continues the magazines which have 


: y epeeseee 
egusneel? Buns 
7. 


been used for years, but also now adds 
two others: Good Housekeeping and the 
new magazine called Mademoiselle’s 
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Living. In these, the theme for the 1948 
Spring series stresses that Fostoria is 
Yours for personal use or for gifts; pre- 
cious treasures to have now and to add 
to throughout the years. 

By these titles, we also assure that 
Your Fostoria will be sought at Your 
Point of Sale... remembrance adver- 
tising to assure for you another record- 
breaking season. Look for Fostoria in 
. these 9 popular magazines: Better 
| Homes and Gardens, Ladies’ Home 
Journal, Mademoiselle, Bride’s Maga- 





Sp . zine, House Beautiful, House and 
f4 Arua sg. fox dinner dame ) Garden, Guide for the Bride, Good 
4 ieee é Housekeeping and Mademoiselle’s 

0 — sain: ta ot | Living, a total 32,983,465 circulation. 
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|. New for the dressing table—Princess perfume bottle in 
Bethwood Royal china, 4-piece perfume set with mirror tray, 
two bottles and powder box; all with floral designs and 
coin gold. From Beth Weissman, 49 West 23rd St., New York. 


2. Elmer and Elsie sugar and creamer in 8-oz. Toby style, 
hand-decorated; mode in California by Hollywood Crafts- 
man; retail $3.49 a pair. Also Elsie creamer to retail at $1.95 


each. From National Silver Co., 295 Fifth Ave., New York. 


3. Blue Elaine pattern on the Mansard shape in Spode din- 
nerware, with blue laurel band accenting the diamond em- 


bossing. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


4. This Orrefors vase from Sweden was created by Ohrstrom in 
the distinctive ‘Ariel’ glass. Sold by Fisher, Bruce & Co., 
Philadelphia (East); Axel Zacho, Los Angeles (West). 


5. Wrought aluminum 2-qt. ice bucket with embossed chrys- 
anthemum design and Fiberglas insulation sealed in bucket 
and cover. With tongs, it may be retailed for $19.50. By 
Continental Silver Co., Inc., 32-33rd St., Brooklyn, N. Y. 


6. Group of pieces decorated with the "Chintz"' etched de- 
sign, including stemware, platter, compote, and double can- 
dlestick. From the Fostoria Glass Co., Moundsville, W. Va. 
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We are pleased to announce 
that 
as a convenience 
to 
our West Coast customers 
we are opening a new oltice 


at 


Room 302, Brack Shops 


Los Angeles, California 


viland 


MADE IN AMERICA 


THEODORE HAVILAND & CO. 


Incorporated 
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From California 


|. To match a new line of California pottery dinnerware, 
these glass tumblers and serving bowls with green ivy de- 
sign against satin-finished surface, by Mooney of Hollywood. 
From Pryor & Co., 520 West Seventh St., Los Angeles, Cal. 


2. Lettuce-leaf snack set in handmade pottery by Larry 
Wagoner, green with black undertones. Plates, $18 a dozen 
retail; cups and saucers $24; 10!/." bowl $4; 14" tray and 
bowl $6. From Sharon Merrill, 718 S. Olive St., Los Angeles. 


3. Here is the new ivy pattern in the "“Poppy-trail’ line, 
hand-painted in dark green on a white background. Typi- 
cally Californian in feeling, it is made in full dinnerware 
by the Metlox Manufacturing Co., Manhattan Beach, Calif. 


4. Threesome in copper or brass, black lucite trim, indi- 
vidually boxed. "Smoky" (cigarette box) retails at $4.50; 
"Jeeves," silent butler, at $6; "Sweet Stuff," candy box, at 
$5. From W. A. Gates & Co., 527 West 7th St., Los Angeles. 


5. These hand-hammered repousse giftware pieces are silver- 
plated on copper with jewelers’ finish; punch bowl $125 
retail. From Saxton, Inc., 527 West 7th St., Los Angeles. 


6. Different in accessories—ceramic train with sections for 
cigarettes, plants, candy, matches; in vivid colors. By Brayton- 
Laguna. From Worth Durham, 527 W. 7th St., Los Angeles. 
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- IS THE “SYLVIA” SHAPE MADE BY 
LORENZ HUTSCHENREUTHER, SELB, 


that has made such a hit. Not just only “another shape” but 
one that has appealed to all buyers, men and women altke. 
Will be carried in open stock in three patterns, all of them 
sure retailers. And then there are the “Coburg” and “Jewel” 
shapes with new decorations. We have also decided to bring 
out that old favorite shape, “Racine No. 2,” which with the 
“Maple Leaf” and other decorations has graced the tables 
of thousands of families throughout the country. Delivery 
in August. And this 1s only a little of the much we have to 
say about our Lorenz Hutschenreuther and Tirschenreuth 


dinnerware lines. 


Shown in our showroom in New York and on the road 


PAUL A. STRAUB & C@O., Nc. 


19 East 26th Street New York 10, N. Y. 
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From California 


|. Three-piece pottery luncheon set resembles flower, done 
in hand applied duo-tones of aqua-senna, turquoise-gray, or 
buttercup-rose. Two dozen or more, $22.50 wholesale. From 
Conduit & Associates, 520 West Seventh Street, Los Angeles. 


2. Colonial figures by Florence Ceramics—hand-made in 
white with gold trim and applied ceramic lace. Retail $12 
each. From W. A. Currie, Inc., 527 W. 7th St., Los Angeles. 


3. Reproductions of old English pieces, cigarette boxes in 
silverplated copper with King George trim; 9!/2"' size, retail 
$30; 5'4,", $20. From Dodge, Inc., 401 East Sixth St., L. A. 


4. A dozen members of the family are represented in 16-oz. 
cups and saucers, names hand-done on ivory lustre; price, $12 
a dozen. From Walter Starnes, 527 W. 7th St., Los Angeles. 


5. Glass mayonnaise set with classically designed sterling 
and ebony spoon. Cold meat fork to match. From new series 
by Relda Sterling Products Co., 43 E. Palm Ave., Burbank, Cal. 


6. New buffet service in Bamboo pattern in vitrified hand- 
craft china, white with handpainted motif in green. By Win- 
field Div., American Ceramic Products, Santa Monica, Cal. 
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A No. 9494/100 Whiskey Decanter...5.50 ea. 
No. SILJA 5 oz. Tumbler....................4.80 doz. 
Decanter Set with 6 Glasses............... 7.90 


B No. 2288/75 Whiskey Decanter......3.75 ea. 
No. 2057/3 Whiskey Glass........6.00 doz. 
Decanter Set with 6 Glasses............6.75 


C No. 2261/50 Cordial Decanter..... 4.50 ea. 
No. 2071/3 Cordial Glass..............9.00 doz. 
Decanter Set with 6 Glasses............9.00 


D No. 2272/65 Wine Decanter......... 4.50 ea. 
No. 2045/5 Wine Glass..................10.20 doz. 
Decanter Set with 6 Glasses............ 9.60 


SoS 





E No. 8116/40 Cordial Decanter....3.75 ea. 
No. 2121/4 Cordial or Whiskey..3.60 doz. 
Decanter Set with 6 Glasses......5.55 








F No. 8259 Wine Decanter.......... 7.50 ea. 
No. 8259/63 Wine Glass............ 9.00 doz. 
Decanter Set with 6 Glasses... 12.00 

















Immediate Delivery 
F.0.B. New York 
WHOLESALE PRICES 


NLAND CERAMICS 
o~6LACS CORPORATION 


225 FIFTH AVENUE, NEW YORK 10, N. Y. 
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by MADELINE LOVE 


ANY a jeweler who is either considering redecorat. 

ing his giftware department or plans to open one 

can have—for free—the benefit of some of the country’s 

best creative minds simply by visiting a few of the indus. 

try’s new wholesale showrooms. For the men behind 

these showrooms have given “long, long thoughts” to the 

problem of display. They recognize the principle that 

merchandise well shown is half sold and they also believe 

that it is part of their job to sell ideas as well as mer. 
chandise to their customers. : 

In order to give good ideas on display some of our top 
manufacturers and wholesalers have worked with well- 
known interior designers to develop fixtures, lighting, 
and color effects which are most flattering to their par- 
ticular types of merchandise. The Fostoria Glass Com. 
pany’s new Chicago showrooms, for instance, contain a 
variety of suggestions for display which are adaptable for 
use in the retail store—were, in fact, designed with just 
that in mind. Glassware presents display problems which 
no one realizes quite so fully as the man who has tried to 
create a background that reveals both its form and its 
transparency, and so such good, usable ideas should be 
welcome to the retailer. 

The Los Angeles showrooms of Theodore Haviland & 
Company, Inc., just opened in the Brack Shops, point out a 
way to good china display by subordinating the decora- 
tion of the rooms to the patterns of the china. Simplicity 
keynotes the plan, both in the lines of the fixtures, in the 
subdued green and rose of the background, and the pat- 
ternless yellow or green fabrics. One room is planned to 
display American-made china and the other, French china 
when it is available. 


EWSETTES: Lenox, Inc., is expanding its plant at 
Trenton, N. J., in a $250,000 program which will 
probably be concluded by the end of the year. Additional 
floor space and the installation of two tunnel kilns are a 
part of the program. .. . Gladding, McBean & Co., Cali- 
fornia potters who manufacture Franciscan china and 
earthenware. have taken on the distribution of a stemware 
line, the entire output of the Hayward Glasswares di- 
vision of the Hayward Optical Glass Co., of California. 
Production of the glassware is still limited, but it is ex- 
pected that six pressed stemware designs will be intro- 
duced some time this month. Later on, Gladding-McBean 
will style the line, according to Frederic J. Grant, vice 
president of the firm’s pottery division. . . . Sales offices 
have been opened by the Noritake Co., Inc., at 125 E. 23rd 
Street, New York, with Walter T. Feeney in charge. ... 
George Gussoff, president and sales manager of Metal- 
field, Inc., New York, manufacturers of compacts and 
lighters, was presented with a gold pen and pencil set 
by members of his sales staff at a recent Metalfield dinner. 
In turn, Mr. Gussoff gave his sales force initialed gold tie 
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Barbara Bates Man 





cure Gilt Kits 











FATHER’S DAY-—June 20 


Display them in your window. 
Recommend them and thus 


Nationa 





Display them on your counter. 


TIE IN with Barbara Bates 
| Advertising which says: 


“At Your Jeweler’s— 





First Call On Your Gift Shopping List” 





POCORN 


ee 





#39 - TAILOR M pte enr esi Kit for women, smartly 


tailored in genuine leather with fine 


4] “a ES IRE 44—A handsome Manicure Kit for men, in 
gold-plated implements. $10.00 # QU 


genuine leather with nicke!-plated imple- 


ments. $11.50 retail, plus $1 Federal 
retail, plus 20% Federal Tax. Excise Tax on case only. 
CB, ¢ Botts C.J. BATES & SON 








366 Fifth Avenue, New York 1, N. Y. 
Factory at Chester, Conn. 
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clasps. It was announced that the firm now operates a 
showroom on the West Coast with Bob Enders in charge, 
assisted by Harold Schmier. And Robert Marks has been 
named to the territory in the Detroit area. . . . William 
S. Hayes, who has been the New England and Middle 
Atlantic representative for Ebeling & Reuss Co., im- 
porters, has been appointed manager of the firm’s New 
York showrooms at 225 Fifth Avenue. Assisting him will 
be Miss Edna Crozier and Miss Louise Bahny. . . . Rich- 
ards Morgenthau & Co., distributors of Russel Wright’s 
American Modern dinnerware, have announced a pro- 
gram of co-ordination including a new line of, colored 
glass tumblers and printed tablecloths, all designed by 
Mr. Wright. The Morgantown Glass Works will make 
the tumblers while the linens are to be made by Ellison 
& Spring Co., and both lines will blend in color and 
design with the popular dinnerware. Irving Richards, 
president of the distributing company at 225 Fifth Ave- 
nue, New York, says that a well-rounded merchandising 
campaign is planned for the program. ... Tom Hamilton, 
of American Ceramic Products, is the new president of 
Registered California, following the resignation of Virgil 
K. Haldeman. Ford Snodgrass, of Belford Studios, has 
become vice president and Max P. Schonfeld continues 
as secretary-treasurer. . . . Burton C. Meyer, formerly 
vice president of Winia Miller Harriman, Inc., is open- 
ing his own business in showrooms in the same building, 
225 Fifth Avenue, New York. He shares showrooms 
with R. C. Whittinghill & Co., displaying lines of prac- 
tical gifts and housewares. . . . Walter and Erwin Gold- 
scheider, heads of the famous family of ceramic artists, 


have taken over a new plant at 1441 Heath Avenue, Tren. 
ton, N. J., and within a few months expect to bring out 
a line of entirely new models which will, of course, car 

the old Goldscheider trademark. . . . The break jn rt 
market coincided with the Chicago Gift Show, and the 
results were reflected in both the attendance and the buy. 
ing. Retailers became more cautious in their commit. 
ments, apparently fearful for the time, at least, of buying 
at price levels which might drop. Most giftware concerns 
believe that the New York Show will reveal greater 
stability. 

Frank M. McNiff has been appointed western repre- 
sentative for the Worcester Royal Porcelain Co., Inc., 
of New York, according to E. N. Khouri, vice president of 
the company. Mr. McNiff, formerly with Gladding. 
McBean & Co., and later domestic trade commissioner 
and manager of the California Gift and Art Show for 
the Los Angeles Chamber of Commerce, has recently 
been representing several lines on the coast. The Worces- 
ter concern is the distributor of Royal Worcester bone 
china, Stuart Crystal, Adie Brothers silverware, and As. 
prey & Co. leather and silver, all English products. 

Among other recent appointments are Lee Kennedy, 
who will represent L. F. Grammes & Sons, Inc., manu- 
facturers of colorplate etchware, in the Southeast, with 
showrooms at Atlanta, Ga.; and the Eugene J. Costello 
Co., covering Texas, with showrooms in San Antonio. 
Victor N. Lichtenberg, manager of Nancy China, Chicago, 
has appointed Stanley Borsten as representative in the 
Los Angeles showrooms, with Joseph Weiler covering the 
Southwest, Norman Wolff the Midwest, and Jess Abrams 











onan 


Ree 
. — 
ee eel 


O22 


Concorde Fine China — in a SPECIAL ASSORTMENT 





for JEWELERS 


Newly designed table service dishes in the Dogwood 
pattern—clusters of pink petals and the Lora pat- 
tern with mat gold accentuations —to admirably 
serve, "a couple or foursome" in keeping with re- 
stricted space demands of modern living. 


Also excellent for Buffet Suppers and other informal 
occasions and as living room accessories. 


COVERED VEGETABLE DISH—9” length. Suggested retail 
price: 2 pieces in different treatments at $5.00... .$10.00 


FRESH FRUIT DISH—81/4,”x7”. Suggested retail price: 
2 pieces in different treatments at $5.00.......... $10.00 


SALAD BOWL or COMPOTE—51” square. eee retail 
price: 2 pieces in different treatments at $2.50. ...$5.00 


STEWED FRUIT or PUDDING DISH—714,” x 6”. Suggested 
retail price: 2 pieces in different treatment at $2.50 $5.00 


SPECIAL OFFER! 


2 each of the 4 shapes in the 2 decorative treatments— 


$15.00 wholesale 


reduced from $19.75 regular 


Eight pieces— 


Write for illustrated folder of other serviceable pieces. 


HERMAN C. KUPPER, Inc. 


39-41 WEST 23RD STREET ° NEW YORK 10, N. Y. 
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SILVER CITY GLASS GOMPANY 


FOR MARCH, 1948 


PROUDLY PRESENTS 


Sterling-on-Crystal Stemware 


Its Beauty and Durability 
Mean Plenty of Sales for You 


Here's a brand new Sterling-on-Crystal line that's bound to be a favorite with 
your best customers and a continual sales builder for you. It's smartly designed 
and beautifully executed in Sterling-on-Crystal, yet it is priced modestly enough to 
make it one of your fastest moving items. 


Sterling-on-Crystal stemware is offered in several delicately designed patterns, 
and each is as durable as it is beautiful. Its precious Rhodium finish ends tarnish- 
ing, and a band of Sterling around rim and foot prevents chipping and prolongs 
the life of the glass. 


That's why our consumer ads will say:—''Tomorrow, your great-granddaughter 
will thank you for investing in Sterling-on-Crystal stemware today." Available 
in all standard sizes. You can carry it open stock. Write for details today. 


MERIDEN, CONNECTICUT 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770,:Spode products have 
\won the approval of succeeding 
generations of discriminating people. 


COPE!.AND 
bed: 
SPODE 
[onlay 
ENGLAND 


Fine English Earthenware 
COPELANCS Cina English Bone China 


Lowestoft Stone Chins 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


% 
Sole agents and wholesale distributors 7 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10,N. Y. 
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Traditional Craftsmanship in Modern Designs 


From candlesticks to serving trays, National offers excep- 
tional silver-plate that adds prestige to any Gift or Silver 
Department. And try us for crystal pieces decorated with 
sterling silver; for glass, copper, brass, chromium and lucite 
giftware of uncommon charm. 


Write for complete catalogues, and for defails 
of our sales-boosting direct mail program 


NATIONAL SILVER DEPOSIT 
WARE CO.. Ine. 


Executive Offices and Showrooms 


44 WEST 18th ST. NEW YORK 11, N. Y. 


BRANCH SHOWROOMS 
Chicago: 1555 Merchandise Mart Los Angeles: 1104 Brack Shop House 
Boston: Parker House, 44 School St. Portland: 401 Guardian Bldg. 
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the East. B. K. Vine has been named representatiye for 
S. P. Skinner Co., Inc., of New York, in the southern 


states. 





POLISHED DISPLAY IS BEST SALESMAN 
(From page 311) 


ment, we have made it almost automatic for our store 
name to be mentioned whenever the subject of Sterling 
silver comes up,” Mr. Davison said. “Therefore, it is 
not unusual for many customers to browse for an hour 
or more through the sterling hollowware exhibit in search 
of a gift or a specific item. In one week, recently, we 
averaged the sale of two tea sets per day, but 14 tea sets 
in a week are by no means unusual.” 

While “salesmanship” naturally has something to do 
with sales volume, Mr. Davison believes that it is the 
beautiful appearance of the sterling hollowware and its 
intrinsic value which sells most purchasers. Therefore, 
all of the store’s inventory of sterling is out on display 
at all times, and any man or woman on the store staff ig 
entitled to sell it. Most customers make their own selec. 
tion, ask to see specific pieces, and because of the “silver 
reputation” of the house, success in sterling merchandis. 
ing comes remarkably easy for the Atlanta firm. 





JEWELRY FOR MOTHER 
(From page 292) 


The initial impetus for rousing Mother’s Day sentiment 
among the buying public stems from the National Com. 
mittee; how the individual retailer goes about his promo- 
tion of the event and the effort he expends in putting the 
gift theme across to his customers can only be reflected 
in the sales volume he derives. Because in most years 
this event follows so closely to the jeweler’s promotion 
efforts at Easter time, many perhaps have not given the 
promotion of Mother’s Day the time and effort necessary 
to turn people away from the flower and candy gift idea 
to the more substantial item represented by a beautiful 
piece of costume jewelry, silverware, or other appropriate 
gifts which he handles. 

This year, with more than a month between the two 
promotion events and no other of equal importance dur- 
ing the period, jewelers would do well to start now in 
formulating plans to secure for themselves a fair portion 
of the gift dollars expended for this occasion. Promotion 
pays, of that there can be no doubt, because people are 
always looking for suggestions and are receptive to them. 
Mother’s Day, May 9, is a great day for all concerned 
and not only is it good business, but it’s goodwill and 
good spirit for you as retailers to make the most of it. 

The National Committee puts out a wide variety of off 
cial posters and display pieces on a cooperative basis. To 
enable all sizes and types of stores, even the smallest, to 
become part of this coast-to-coast campaign, official dis- 
play material has been designed in many sizes, obtainable 
at nominal prices from the National Mother’s Day Com: 
mittee, 393 Seventh Ave., New York 1, N. Y. These dis- 
play packages are fully described in a broadside which 
will be sent on request from the Committee. 
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THE JEWELRY 
REPAIRERS HANDBOOK 


by J. G. KEPLINGER 
Written mainly for that large class of workmen who have 
learned their trade in stores and who desire to know the 


best as well as the latest methods employed in large 
jewelry repair shops. 


Price $1.25 Postpaid 


THE JEWELERS CIRCULAR - KEYSTONE 
100 E. 42nd St. New York 17, N. Y. 


Remittance must accompany all orders. 
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SILVER POLISH 


for restoring Brilliance 
to SILVERWARE 


Made of soft, smooth substances, 
Kantor’s is kind to Silver. Requires 
the minimum of rubbing, will not 
scratch and leaves a lustrous, new- 
like finish. Packaged in 4, 8, 16 and 
32 oz. bottles, Kantor’s fulfills every 
demand . . . and at a profit for you. 
8 oz. is best size-for Jewelers. 








Manufactured by 


MONTGOMERY, ALA. 
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Directory of Trade Associations 
NATIONAL 


e The names given in cach case are those of the president and secretary. 


American Gem Society—James G. Donavan, Jr., 435 W. 7th St., Los Angeles, Calif. 
(Also International Committee Chairman); Alfred L. Woodill, 537 South 
Alexandria, Los Angeles. 

American Jeweled Watch Manufacturers Association—C. M. Kendig, Hamilton Watch 
Co., Lancaster, Pa. 

American National Retail Jewelers’ Association—Maurice Adelsheim, 811 Nicollet Ave., 
Minneapolis, Minn.; Charles T. Evans, 551 Fifth Ave., New York. 

American Watch Assemblers Association—Abe Carnow, Bulova Watch Co., New York; 
I. Robbins Kornbliet, 261 Broadway, New York 7. 

Associate Jewelers, Inc., Henry Peterson, 126 W. 46th St., New York; David Sarkin, 
93 Nassau St., New York. 

Brotherhood of Traveling Jewelers—Harold Gibson, 30 Rockefeller Plaza, N. Y.; 
Archer L. Chapin, 18 Park Road, Maplewood, N. J. 

Canadian Jewelers’ Association—G. Dinsmore; Norman J. Leach, 73 Richmond St., 
Toronto. 

Clock Manufacturers Association of America—Fred Lux, 95 Johnson St., Waterbury, 
Conn.; W. J. Parker, 366 Madison Ave., New York. 

Diamond Manutesturers Association of America—George Fine, 20 W. 47th St., New 
York 19; Joseph S. Kipnis, 580 Fifth Ave., New York. 

Educational Jewelry Manufacturers Association—John H. Mahoney, 1600 Clinton Ave., 
‘., Rochester, N. Y.; Irvin Rosa, Josten Mfg. Co., Owatonna, Minn. 

Fountain Pen and Mechanical Pencil Manufacturers Association—Norman L. Pearce, 
37 Greenpoint Ave., Brooklyn, N. Y.; Vincent F. Haggerty, 4102 Bergen 
Turnpike, N. J 

Gemological Institute of America—Board of Governors—Leo J. Vogt, 826 Olive St., 
St. Louis, Mo.; O. C. Homann, 220 S. 16th St., Omaha, Neb. 

a Institute of America—Frank D, U rie, Elgin, Ill. ; Ralph E. Gould, National 
Bureau of Standards, Washington, D. 

Jewelers’ Board of Trade—Edgar E. Baker, 101 Sabin St., Providence, R. I.; Horace 
M. Peck, Turks Head Building, Providence, R. I. 

Jewelers’ Security Alliance—Walter FEitelbach, 608 Fifth Ave., N. Y.; Richard 
Murphy, Exec. Secy., 535 Fifth Ave., N. Y. 


Jewelers’ Vigilance Committee—G. H. Niemeyer, 82 Fulton St., N Y-p 
Grinberg, Exec. Vice-Pres., 17 W. 45th St., N. Y. tee 

Jewelry Crafts Association—Martin E. Untermeyer, 136 W. 52nd St.. N , 
Henry L, Sperling, 20 W. 47th St., N. Y. dénd St., New York city: 

Jewelry Industry Council—Cecil D. Kaufman, 702 H St., N. w., Washingt 
chairman; A. E. Haase, 366 5th Ave., New York, executive director. ite. 

Machine Chain Manufacturers’ Association—Adolf Jaeger, _ Georgia 
R. I.; George Benker, 75 Eagle St., Providence, R. 

Metal Findings Manufacturers’ Association—Rcbert C. aco 301 Friend 
Providence, R. I.; John T. Murray, 151 Exchange St., Pawtucket, R. 

National Association of ‘Credit Jewelers—H. A. Goldberg, ad High St. 
Va.; William Wagner, Exec. Secy., 545 Fifth Ave., N. Y. 

National Association of Metal Finishers, Inc.—Ed. J. Musick, 206 So. Ninth st. 
Louis, Mo.; Raymond M. Shock, 2236-39 Dime Bldg., Detroit, Mich. ae 

a Association of Watch and Clock Collectors—Robert Franks, Jr., Bryn Maw 

; L. D. Stalleup, 1813 Beechwood Ave., Nashville, Tenn. nr 

National Gift and Art Association—A. S. Henry, Little Jones Co., 15 West 24th s 
New York; William E. Little, 220 Fifth Ave., New York. m, 

National Wholesale Jewelers’ Association—R. Dix Edwards, 1115 Walnut St., 
City, Mo.; Thomas A. Fernley, Jr., 505 Arch St., Philadelphia. 

New England Manufacturing Jewelers’ & Silversmiths’ Association—Raymond L. Well; 
47 County St., Attleboro, Mass.; Exec. Secy. Edward Otis, Biltmore Hot 
Providence, R. Il. . 

Platinumsmith’s Association—Jacob Mehrlust, 6 West 48th St., New York 19- w 
Stanley Smith, 15 West 47th St., New York 19. Te 

Precious Stone Dealers Association—Max Stern, 17 John St., N. Y.; Lloyd v. Lassner, 
10 W. 47th St., , 2 

Sterling Silversmiths Guild of America—Sinclair Weeks, Reed & a Corp., 
Taunton, Mass.; L. Kenyon Loomis, 551 Fifth Ave., New York Cit 

ae gg nog Association of America—John J. Nooyen, Encinitas, Cal.; Orville 

Hagans, 1549 Lawrence St., Denver, Col. 

Watch ‘Material Distributors Association of America—William J. Kilb, 213 W. Wis. 

consin Ave., Milwaukee, Wis. ; Tobias Garon, 220 Bagley Ave., Detroit, Mich. 
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STATE 


The names given in each case are those of the president and secretary. 


Alabama Retail Jewelers’ Association—Robert Bromberg, 218 N. 20th St., Birming- 
ham; F. W. Anderson, 1917 2nd Ave., Birmingham. 

Arizona Retail Jewelers’ Association—Gerald E. Wesley, White & Wesley, 7-9 W. 
Adams St., Phoenix; Lars H. Dahlgren, Mesa. 

Arkansas Retail Jewelers’ Association—Edwin H. Stewart, P. O. Box 242, Hope; 
Floyd A. Denman, Stuttgart. 

California, Horological Association of—R. P. Gallien; R. B. Schorsch, 5335 10th Ave., 
Los Angeles. 

California Retail Jewelers’ Association—H. W. Ostermier, 6822 Pacific Blvd., Hunt- 
ington Park; William Erb, Room 309, 46 Kearney St., San Francisco, Calif. 

Colorado Masterwatchmakers—Howard Weiss, Greeley; John Sutton, Denver. 

Colorado Retail Jewelers’ Association—No officers. 

Connecticut Horological Association—Secy. Emanuel Seibel, 437 Logan St., Bridgeport. 

Connecticut Retail Jewelers’ Association—Frank S. Coskey, 805, Main St., Hartford; 
Sturman F. Dyson, 54 Main St., New Britain. 

Florida Retail Jewelers’ Association—Lester W. Moon, Tallahassee; W. W. Putnam, 
Tallahassee. 

Florida Watchmakers Association—William E. Kader, Sanford; E., S. Johnson, St. 
Petersburg. 

Georgia Retail Jewelers’ Association—Tom Cook, 603 Cherry St., Macon; Miss Lillian 
C. Harclerode, P. O. Box 635, Atlanta. 

Hoosier Jewelers Travelers Club—Fritz Fromm, 5939 Guilford Ave., Indianapolis; 

. R. Haerr, Gruen Watch Co., Cincinnati, Ohio. 

Idaho, Horological Association of—Charles Braun, 434 State St., Weiser. 

ilinois Watchmakers’ Association—Gerald C. Kimes, 1200 East 55th St., Chicago; 
Herb Johnson, 4403 N. Clark St., Chicago. 

lilinois Retail Jewelers’ Association—Charles D. Jacobs, 204 E. Main St., West 
Frankfort; Charles H. Barker, 605-606 Leland Office Bldg., Springfield. 

Indiana Jewelers 24 Karat Club—Ralph E. Roessler, 102 E. 4th St., Marion; Charles 
Bardach, 448 N. Capitol Ave., Indianapolis. 

indiana Watchmakers’ Association—Curtis Haskin, Indianapolis; Harold K. Calvert, 
Indianapolis. 

lowa, Horological Association of—Ben Grismore, Corydon; G. Y. Swartzendruber, 519 
Guaranty Bldg., Cedar Rapids. 

lowa Retail Jewelers’ Association—Charles Blanchard, 3 W. State St., Mason City; 
Mark Swacina, Marshalltown. 

Kansas State Horological Association—B. E. Brunk, McPherson; Norman L. Osborne, 
108-110 No. Topeka, Wichita. 

Kansas Retail Jewelers’ Association—Vern Webster, 123 North Santa Fe Ave., 
Salina; W. B. Brasfield, 108-110 N. Topeka Ave., Wichita 2. 

Kentucky Retail Jewelers’ Association—Nolte C. Ament, 447 4th Ave., Louisville; 
Percy B. Stith, 330 W. Chestnut St., Louisville 2. 

Louisiana Retail Jewelers’ Association—Louis J. Bernard, 108 Baronne St., New 
Orleans; Samuel Goldberg, 829 Ryan St., Lake Charles. 

Maine Retail Jewelers’ Association—Everett B. Coffin, 503 Congress St., Portland; 

atson Tinker, 521 Congress St., Portland. 

Maryland-Delaware-District of Columbia Jewelers’ Association—Melvin M. Levitt, 
806 Market St., Wilmington, Del.; Harry Groll, 7th & Shipley Sts., Wilming- 
ton, Del. 

Massachusets Horological Association—Winifred D. Hebert, 1112 Main St., Worcester; 
W. H. Bright, Waltham. 

Massachusetts & Rhode Island Retail Jewelers’ Assoclation—Robert A. Abbott, 135 
Central St., Lowell, Mass.; John Peterson, Needham. 

Michigan Retail Jewelers’ Association—Howard Doxtader, 1504 Olds Tower, Lansing; 
Deane Herrick Plymouth. 

Michigan Horological Association—T. F. Barnes, 31 Pearl St., Grand Rapids; Stanley 
Gaver, 200 Monroe Ave., N. W., Grand Rapids 2. 

Minnesota Master Watchmakers Association—Joseph Feliz, Fergus Falls; L. E. Dewey, 
Minneapolis. 

Minnesota Retail Jewelers’ Association—Maurice Adelsheim, Jr., 811 Nicollet Ave., 
Minneapolis; William C. Walsh, 1116 Northwestern Bank Bldg., Minneapolis. 

Missouri Horological Association—Clint Holt, Jefferson City; Frank Lamb, Columbia. 

Missourn Retail Jewelers’ Association—W. C. Hales, Read Jewelry Co., Lebanon; 
Fred Sands, 1610 Dierks Bldg., Kansas City. 


Nebraska Horological Association—Frank Nosker, 6022 Poppleton, Omaha; Wayne A. 
Witt, 2211 Howard St., Omaha. 
Nebraska Retail Jewelers’ Association—Corey Chase, 711 Fourth Ave., Holdrege: 
William J. Breckenridge, 643 W. Second St., Hastings. 
New Hampshire Retail Jewelers’ Association—Albert E. Alie, Dover; Majoric A. 
Noury, 824 Elm St., Manchester. 
New Jersey Watchmakers’ Association—L. H. Hayenga, 85 Nesbit Terrace, Irvington; 
Paul Stanoch, 78 Court St., Newark 2, N. J. 
New Jersey Retail Jewelers’ Association—Louis B. Haimann, 5 Washington St., 
Morristown; Henry Gelula, Atlantic City. 
New Mexico Horological Association—L. W. Graham, 723 W. Roma, Albuquerque 
S. Bell, 723 S. Walter St., Albuquerque. 
New Mexico Retail Jewelers’ Association—Edmund P. Sellard, Gallup; Howard Blue- 
stein, c/o Frank Mindlin Co., 314 W. Centrakt Ave., Albuquerque. 
New York and New Jersey Associated Credit Jewelers—Rowland D. Goodman, Tappan’s, 
Newark; Exec. Secy., William Wagner, 545 Fifth Ave., N. Y. 
New York State Retall Jewelers’ Association—Charles P. Coster, 1519 Lake Ave., 
Rochester; Lathrop Sunderlin, 76 East Ave., Rochester, 
New York State Watchmakers’ Association—Robert G. Taylor, 124 Lafayette St., 
Utica; Paul O. Beckes, 210 Armor Road, Orchard Park. 
North Carolina Retail Jewelers’ Association—Robert H. Day, 428 N. Trade St., Winston- 
Salem; Ned Cohen, Jefferson Standard Building, Greensboro. 
North Dakota Retail Jewelers’ Association—C. A. Bonham, Bismarck; Iver Larson, 
Mandan. 
Ohio Retail Jewelers’ Association—Raymond M. Hay, Cohocton, Cleveland; Hugh N. 
Beattie, 1117 Euclid Ave., Cleveland. 
Ohio Watchmakers’ Association—L. W. Heimberger, 245 So. High St., Columbus; 
Frank Foelger, 31 E. 4th St., Cincinnati. 
Oklahoma Horological Association—Lenley Lewis; L. F. Wells, 9 W. 9th St., Tulsa 
Oklahoma Retail Jewelers’ Association—H. S. McCurley, Norman; V. P. Hildreth, 
130 W. Main, Oklahoma City. 
sateen an Watchmakers’ Association—Jack Peare, La Grande; Harold Sabro, 
S. E. Miller, Portland. 
wane ores Jewelers’ Association—Sidney L. Stevens, 339 Court St., Salem; Exec. 
Secy., John Breall, Portland. 
Pennsylvania Horological Association—Herman R. Pedrick, 1218 Chestnut St., Phila- 
delphia; J. Philip Sommer, 1524 N.S., Pittsburgh. 
Pennsylvania Retail Jewelers’ Association—Leonard Helfer, 715 Liberty Ave., Pitts- 
burgh; William Pinkstone, 142 S. 52nd St., Philadelphia. 
Pennsylvania Horological Association—Herman R. Pedrick, 1218 Chestnut St, 
Philadelphia; J. Philip Sommer, 1524 N. S., Pittsburgh. 
Rhode Island Watchmakers Association—J. H. Coutu, 49 Olneyville Sq., Providence; 
John P. Clinton. 
South Carolina Retail Jewelers’ Association—R. J. Ortmann, 251 King St., Charleston; 
W. P. Cart, Jr., 237 King St., Charleston. 
South Dakota Retail Jewelers’ Association—Carl R. Damuth, Redfield, acting secy. 
Tennessee Retail Jewelers’ Association—(Inactive). 
Tennessee Watchmakers’ and Jewelers’ Association—O. H. Harding, 616 Market St.. 
Chattanooga; H. C. Johnson, Chattanooga. 
Texas Retail Jewelers’ Association—M. L. Barnett, Mineral Wells; H. E. Dill, 402 
Steward Bldg., Dallas. 
Texas Watchmakers’ Association—C. E. Mulholland, Austin; R. J. Crutchfield, Dallas. 
Vermont Retail Jewelers’ Association—R. FE. Van Gelder, 97 Church St., Burlington; 
. S. Preston, Jr., 17 Church St., Burlington. 
iene Retail Jewelers’ Association—George M. Rhodes, Staunton; Frank Moose, 
. Henry St., Roanoke. 
onsen Retail Jewelers’ Association—Richard N. Talcott, 420 Capitol Way, 
Olympia; Don D. Steward, 714 American Bldg., Seattle. 
West Virginia Retail Jewelers’ Association—Floyd Frazee, 814 Market St., Parkers- 
burg; P. K. Stanford, Elkins. 
Wisconsin Retail Jewelers’ Association—R. H. Young, 322 Main St., LaCrosse; B. W. 
Heald, 324 N. 35th St., Milwaukee. 
Wisconsin Watchmakers Association—Richard R. Meissner, 1641 Douglas Ave., Racine; 
C. G. Anderson, 1547 S. 8th St., Milwaukee. 
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ee 





326 


THE JEWELERS’ CIRCULAR-KEYSTONE 





NEW! 


: The Lustern “ Comporor Wally Epaulette Set will be shown 
| in the May issue of VOGUE. 
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Spring Creations inspired 
by Paramount Pictures’ 


Technicolor production . 
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Stusten PROVIDENCE + NEW YORK® PHILADELPHIA * CHICAGO 








“ Cmmporor Wally . the Paramount Technicolor Production, 


will soon appear in your city. Write today 
for newspaper mats and. colorful displays! 


LOUIS STERN COMPANY 


PLANT AND EXECUTIVE OFFICES 
70 ELM STREET, PROVIDENCE, R. I. 
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“THERE IS ALWAYS A RIGHT TIME” 
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Harvel’s powerful national advertising, reaching 82,000,000 
Americans, is sending new customers into your store every 
day. Now is the right time for you to tie in your displays 


and local promotions for continuing profit. 


HA H VE I HARVEL WATCH COMPANY 


> of the World's Fine Watches ROCKEFELLER CENTER, NEW YORK 20, N. Y. 
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FTC ISSUES NEW WATC 


—-_ 


H CASE RULES 





Anyone Selling Watches in Improperly or Misleading 
Stamped Cases is Liable to Prosecution by the FTC; 
Regulations Give 31 States "Second Hand Watch Law" 


As of now, the sale of watches through- 
out the United States is affected by Fed- 
eral Trade Commission trade practice 
rules for the watch case industry, promul- 
gated in Washigton, January 30th, and 
taking effect one month later. 

While the rules were primarily designed 
to affect manufacturers of watch cases by 
stipulating certain permissible quality 
markings and outlawing misleading de- 
signations, the regulations apply to all 
channels of trade and, therefore, retailers 
as well. Anyone selling watches in im- 
properly or misleadingly stamped cases is 
liable to F.T.C. cease and desist orders 
and, conceivably, prosecution. 

Buried in the middle of the 18 rules 
affecting the manufacture and marking 
of watch cases, is one which, in effect, 
provides a sort of ‘‘second hand watch 
law’’ for the 31 states which have no 
such legislation. Rule No. 4, concerning 
the ‘‘deceptive selling of used, rebuilt 
or second-hand products,’’ is so worded 
as to outlaw the sale, as ‘‘new,’’ of any 
watch containing any used or rebuilt 
parts. 

The reason for the new trade practice 
rules, in the final analysis, is the protec- 
tion of the customer—to let him know ex- 
actly what he is buying. Thus, the regu- 
lations are extremely specifie as to what 
may, and what may not be stated concern- 
ing the nature of the metals from which 
the case is manufactured. 





HIGH-SPOTS OF THE RULES 


Here, briefly, are the high-spots of the 
regulations: 

a. Watchcases may be marked with a 
karat quality mark if they are made, 
throughout, of gold or an alloy of gold 
of not less than 10 karat fineness. This 
‘also holds true for other precious metals 
of sufficient fineness or quality to meet 
requirements of recognized standards of 
quality. 

b. Watcheases may be marked as 
‘rolled gold plate’’ if the plating is of a 
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thickness of not less than 11%4/1000 of an 
inch throughout, after completion of all 
finishing operations and the quality of 
the plating is not less than 10K. Karat 
quality may be stated, as ‘‘14K rolled 
gold plate.’’ 

ce. Watcheases may be marked as ‘‘ gold 
filled’’ if they are plated with gold or an 
alloy of gold of not less than 10K fine- 
ness of a thickness of not less than 
3/1000 of an inch throughout, after com- 
pletion of all finishing operations. Here, 
also, karat quality may be stated. 

d. Electroplated watcheases, with gold 
eontent paralleling that of rolled gold 
plate (14/1000 of an ineh gold thick- 
ness), or gold filled (3/1000 of an inch 
thickness), may be marked as such, viz: 
‘¢Gold electroplate 1124/1000” ’’ or ‘‘Gold 


electroplate 3/1000”.’’ 

e. In order to allow for an unavoidable 
variation in the thickness of gold plating 
at joints, sharp edges, ete., of rolled gold 
plate and gold filled cases, the FTC rule 
allows for a deviation of minus 20 per 
cent. However, as a ‘‘reasonable safe- 
guard’’ against such thinness, manufac- 
turers are instructed to provide a starting 
thickness of 3144/1000” and 2/1000” for 
making gold filled and rolled gold plate 
cases, respectively. 

f. If rolled gold plate, gold filled or 
electroplated watch cases of two piece 
construction have an inner surface of 
non-corrosive metal, or are treated or 
coated to render them noncorrosive, the 
inner surface need not have a gold plat- 
ing of the specified thickness. In the case 
of watch cases of more than two-piece 
construction, or hunting-cases, the inner 
surface is to be plated with gold or gold 
alloy of the stated fineness of the outer 
surface to a minimum thickness of 1/1000 
of an inch throughout after completion of 
all finishing operations. In connection 
wiht the foregoing, no deception may be 
practiced. 

g. Piatings or coatings of precious 
metals other than gold or an alloy con- 
taining gold, such as silver or palladium, 
shall be marked nondeceptively to reveal 
the thickness and quality of the plate. 
Such platings must be of a substantial 
and recognized thickness, 





h. The mark may indicate the kind and 
quality of metal to which the plating has 
been applied, as: ‘‘14K rolled gold plate 
on sterling silver.’’ 


i. Watch cases made of base metal 
plated or coated with precious metal of a 
thickness of less than 1144/1000 of an ineh 
must be marked, unambiguously, stating 
that the case is of base metal, or that it 
is base metal flashed with an unsubstan- 
tial coating. Steps should be taken to 
insure that no deception is practiced be- 
eause of the appearance of the ease. 
Watch cases of precious metal stock, 
flashed with a coating of less than 
1'4/1000 inehes in thickness must state 
the kind and quality of the metal stock. 


j. Base metal watcheases, coated with 
another base metal which simulates the 
appearance of precious metal, must be 
nondeceptively marked to indicate the na- 
ture of both the stock and metal coating, 
e.g., ‘‘Chromium plated steel.’’ 


k. Watchease coatings of either base 
metal or precious metals of insufficient 
thickness and substantiality are to be 
avoided because they are deceptive. 

l. Base metal cases, simulating pre- 
cious metals, or made of an alloy con- 
taining gold of less than 10K fineness, 
must be marked as base metal or specify 
the metal used, viz: ‘‘base metal,’’ or 
‘‘stainless steel,’’ ete. 

m. Cases having a combination of dif- 
ferent metals, such as a base metal back 
and a gold filled bezel, should be marked 
so as to disclose this fact. They may 
be marked ‘‘ Base metal back, 14K gold 
filled ease,’’ together at one place on the 
case, or, when the two or more parts do 
not have the appearance of being the 
Same quality or kind of metal, the mark- 
ing may be separated, e.g., ‘‘stainless 
steel’’ placed on the back and ‘414K 
gold filled’’ placed on the bezel. 


CASES WITH SEVERAL ALLOYS 


n. Watcheases made of gold alloy of 
different fimeness or quality, or plated 
with different thicknesses of precious 
metal, may be marked with the quality 
and fineness of the lowest grade in lieu 
of marking each separate part. 


o. Watch cases, to which bracelets, 
pins, pendants or other accessories are 
attached so as not to be separable in use, 
must bear a mark on both the watch case 
and the accessory, stating the metal con- 
tent, quality and fineness of each. 

p. Watcheases must be marked on the 
outside except when they are of such 
a size or type that marking on 
the outside is _ rendered impossible. 
In this ease the mark may be placed 


(Please turn to page 330) 
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New England Manufacturers Extremely Busy 
Producing Spring and Easter Jewelry Lines 


Good times are being enjoyed by the 
jewelry producing industry of Rhode Island 
and nearby Attleboro, Mass. 

One of the larger manufacturers re- 
ported that January has been at least 20 
per cent ahead of a year ago in business 
volume. He said the way orders are com- 
ing in the month ahead could be well the 
best month ever experienced by his com- 
pany. 

This manufacturer is not alone. There 
are exceptions, of course, but for the most 
part the jewelry producers are working 
full tilt in an effort to satisfy their cus- 
tomers with Easter and Spring lines. 

This year, manufacturers in many cases 
have been proceeding cautiously. Some 
built up overly large inventories a year 
ago while waiting to see if business would 
revive after Christmas. They did not want 
to do it again this year. Some are now 
expanding in an effort to turn out the 
business being showered upon the in- 
dustry. 

The January experience this year bears 
out the belief of many manufacturers ex- 
pressed a month or two ago. They were of 
the opinion that business would hold 
steady this year and that there would not 
be any sizable slump after the holidays. 

Manufacturers have worked hard for the 
business that is coming their way. Spring 
lines have been well stocked with brand 
new, unique, attractive jewelry pieces. De- 
signers are trying to anticipate milady’s 
desires. They were successful this year in 
providing many new items to go with the 
“new look.” There is a decided breath of 


yesteryear in many of the Spring lines. 


GRATIFYING RESPONSE TO LINES 

The response to the lines has been 
gratifying to the producer. He believes he 
has found the secret of maintaining a good, 
staple jewelry business. He is quite sure 
that the American woman has become 
jewelry conscious and that all he has to 
do to keep business coming his way is to 
provide her with sufficient jewelry items 
to keep her appetite whetted. 

How well the response has been is re- 
flected in conditions that necessitate the 
operation of factories on a 48-hour sched- 
ule rather than on a 40-hour one. This 
accounts for the 1.3 per cent gain in pay- 


rolls over a year ago even though fewer 
people are employed. Manufacturers are 
finding it necessary to pay premium wages 
for eight hours’ work each week in order 
to keep deliveries up. 
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These premium wages—time and a half 
for over 40 hours—are being paid because 
jewelry workers are hard to find in the 
Providence-Attleboro sector. The expanded 
industry has absorbed the worker potential. 
Where prior to the war there were always 
people to hire, today the large number of 
factories that came into being during the 
war and are growing into strong, healthy 
concerns, have taken up the slack. 

It is now necessary for. a jewelry manu- 
facturer to hold on to his help if at all 
possible. When he lays off workers the 
chances are that they will soon be taken 
on by another manufacturer and are not 
available again when business warrants 
an employment rise. 

Many of the factories in the area are 
seeking companion products suited to the 
skills they have available. Manufacturers 
hope in this way to keep their employment 
uniform throughout the year. 

Findings manufacturers are particularly 
busy. They are more or less a barometer 
of jewelry conditions. Busy findings fac- 
tories indicate that the plants buying the 
findings are expecting to be busy in the 
immediate future. 

Easter comes early this year. The Easter 
buying season will be necessarily short. 
Retailers are expecting it to be very busy. 
The severe New England winter has post- 
poned real active buying, but the stores 
will be ready. They are counting on high 
volume sales. 

The jewelry manufacturing business is 
certainly not a hit or miss proposition to- 
day. As always, there is a keen spirit of 
competition. But over and above the whole 
picture is the creativeness that has helped 
the jewelry industry to grow so rapidly. 
It is this ability to constantly produce 
merchandise that will encourage the aver- 
age American to purchase it that is ex- 
pected to keep the industry in a healthy 
and flourishing state. 





Promulgate New Watch Case Rules 
(From page 329) 


inside and a durable tag or label attached 
to the watch case, stating the quality of 
the metals, etc. This supplementary tag 
must, however, be sufficiently durable to 
last through the channels of trade so that 
it is intact when the watch reaches the 
consumer, 


Additional rules, concerning more gen- 
eral aspects of marking watch cases, were 
also promulgated in the FTC regulations. 
They include the following: 

Removal, obliteration or defacement of 
any markings on watch cases, with intent 
to mislead the consumer as to the true 
nature of the materials in the case, is 
prohibited ; 

Misrepresentation of the meaning of 
terms ‘‘rolled gold plate,’’ ‘‘ gold filled,’’ 
and ‘‘ gold electroplated,’’ with intent to 
mislead or deceive purchasers, is for- 
bidden, as is any misstatement intended 





to convey the impression that the qualit 
of a given watch case is greater doce 
actually is; nies 

Manufacturers are to mark wateh ca 
with their names or other identification. , 

Watch cases, accessories or cases en 
taining watch movements which in or 
or in part are used, secondhand, rebuilt 
or repaired and refinished after use, ma 
not be sold as ‘‘new.’? Pr 

Terms ‘‘gold,’’ ‘‘karat gold.) ¢¢ 

I >% * 4s 1 car- 
at or the abbreviation ‘‘K»”? may not 
be used in describing any case which 
does not contain gold or an alloy of gold 
of at least 10K fineness. 

‘<Sterling,’’ ‘‘sterling silver,?? ¢é¢ gi. 

>> ¢6 ; + Ixr b] ° 
ver, solid silver,’’ or designations of 
similar import may not be used unless the 
case accessory or part referred to ig 
silver of at least .925 purity. 

Expressions which tend to create the 
impression that gold or silver is actually 
used in a watch case, when, in reality 
they are not, are prohibited. , 

The term ‘‘ precious metal’? may not be 
used in connection with watch cases 
which do not contain gold of at least 
10K fineness, silver of .925 purity or the 
purity of the U. S. silver dollar (‘ein 
silver’’), or platinum, palladium and re. 
lated precious metals of recognized 
standard quality and purity. 

Further regulations contained in the 
FTC rules cover such matters as false 
invoicing; fictitious prices; deceptions 
as to origin; misrepresentation as to 
character of business; imitations of 
trade marks and trade names; guarantees, 
warranties, etce.; misuse of the word 
‘‘free;’’ lottery schemes; commercial 
bribery; forced tie-in sales; various mis- 
leading forms of advertising; discrimin- 
atory prices; brokerage or commissions, 
promotional allowances; discrimination 
in services or facilities; and aiding and 
abetting unfair trade practices. 

The foregoing is, of necessity, a brief 
resume of the regulations. Manufacturers 
would do well to secure a copy of the full 


‘rules from the Federal Trade Commission, 


in Washington. 


*The term ‘‘Carat’’ is deemed inappro- 
priate as a designation of karat fineness, 





ANRJA Announces Mid-Year 
Meeting; Birmingham Is Chosen 
For This Year's Convention 


The American National Retail Jewel- 
ers’ Association has announced a one-day 
mid-year meeting to be held on Sunday, 
March 14, at the Thomas Jefferson Hotel, 
Birmingham, Ala., to be followed on 
Monday, March 15, by a meeting of the 
association’s Executive Committee. 

A program of exceptional interest is 
being planned for the session and all 
retail jewelers in Alabama, as well as the 
neighboring states (whether members or 
not) are invited to be present and take 
part in the program. 

An afternoon session, dinner, and eve- 
ning meeting are scheduled for Sunday 
and full details will be mailed jewelers in 
the area, as well as being published in 
the February issue of ANRJA Bulletin. 

The entire official family of ANRJA 
will be present and the officers are look- 
ing forward with keen interest to this 
gathering in the South, with the oppor- 
tunity to present to jewelers a first-hand 
view of the aims and accomplishments of 
the national association, as well as pro- 
viding a program of business stimulating 
topics by leaders in. the trade and in- 
dustry. 
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Retailers Told to Avoid Expanded Inventory 
At Indiana Jewelers 24 Karat Club Conclave 





The officers of the Indiana Jewelers 
94K Club were gratified with the result 
of their efforts in promotion of and prep- 
aration of the program for their con- 
elave which was held at the Claypool 
Hotel in Indianapolis on February 11th 
and 12th. The attendance was the largest 
since their organization. The program, in 
some respects very unusual for a meeting 
of jewelers, attracted full attendance at 
every session and reached a climax of ap- 
proximately 350 at the banquet and enter- 
tainment on Tuesday night. 

The theme of Tuesday’s session was 
‘Information Please.’’ Each speaker 
was asked to give information about what 
might be expected as jewelers travel 
down that business four lane Super Duper 
Highway—1948 is his high powered ear. 

President Edward J. Welp first intro- 
duced Paul E. Morrison, well-known 
jeweler of Kalazamoo, Mich., and Vice 
President of ANRJA to discuss ‘‘ Low 
Bridge Soft Shoulders.’’? One sign he saw 
on the road was ‘‘ Avoid Expanded In- 
ventory,’’ because he said gains when 
prices are rising are less than the loss 
when prices collapse. A soft shoulder. to 
keep in mind is the fact that the public 


has a billion dollars less to spend in 1948 
than it did a few months ago. Mr. Mor- 
rison devoted much of his talk to the in- 
creased growth of co-ops in the country, 
which threatens all lines of business and 
urged jewelers to join the eort to limit 
the operation of these tax free institu- 
tions. 

Julian Freeman, Indianapolis, manu- 
facturer of store fixtures, gave interesting 
suggestions on how to design and arrange 
the store to help ‘‘ Keep Them Rolling.’’ 
This should be done in a way to best 
appeal to customers. The store should be 
a unit to fit business possibilities and not 
for beauty but for efficiency. 

Howard Lewis of the Elgin National 
Watch Co. was to discuss ‘‘ The a. sis 
but added ‘‘Service to the Works’’ 
very important. In his remarks, which 
were based on contact with jewelers of 26 
States, he stated that during the war, 
everyone had a watch and most of them 
learned there is a difference in watches 
and the main difference is in the works. 
This developed through experience in 
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both military and in industry, where split 
second timing and close tolerances were 
important. As a result, they became cor- 
rect time conscious and the person can 
no longer lay a watch on the counter and 
stress only its beauty or design. He 
must be able to tell about the ‘‘works’’ 
intelligently and your store must then 
be prepared to service. the movement. 

A most interesting and inspirational 
talk was given by W. Rowland Allen, 
Personnel Director of L. S. Ayres & Co., 
Indianapolis. Mr. Allen pointed out that 
the man who has only two employees has 
the same problems and obligations as the 
store with 7,000 employees, only not as 
many of them. He stressed two important 
‘‘dont’s’’; never correct or scold an 
employee in the presence of another per- 
son and never blame an employee. He 
says that when one is humiliated in the 
presence of another, his efficiency is re- 
duced, often to the point of a serious 
accident or act of mischief. Rather than 
blame some one for a mistake, it is better 
for the employer to assume the respon- 
sibility and attribute it to his lack of 
proper instruction on how things should 
be done. No business or industry and 


really succeed without confidence and 
pleasant relationship between employer 
and employee. Customers can sense this 
and they like a store with harmonious 
atmosphere. He stated that records from 
the beginning of mankind indicate that 
beauty and accuracy have ever been 
sought, jewelry stores sell these and 
should house them in a corresponding 
atmosphere. 

The afternoon of Thursday was also 
one of information, but covering a 
broader field than merely the jewelry 
store. It was a non-political discussion 
of national problems which affect both 
the personal and business life of every- 


one. Qualified men of national reputation 


were selected for this occasion. Following 
lunch, Ralph Roessler, of Marion, intro- 


duced Hon. Ralph Gates, Governor~ of: 


Indiana, who in turn introduced Hon. 
Charles A. Halleck, Indiana Congressman 
from the. second district and majority 
leader in the ‘House of Representatives, 
who was the principal speaker and dis- 
cussed the important national questions 





now confronting the people and govern- 
ment including taxes, budgets, labor and 
the European Relief Plan. 

The second part of the program was 
the Jewelers 24K Club Town Meeting 
moderated by John Ruckelshans, prom- 
inent attorney of Indianapolis. It was 
not a debate but rather a discussion of 
the Marshall Plan by four well informed 
men, fairly wel agreed on ‘‘something 
must be done,’’ but each differing from 
the others on what, how and how much. 
G. Irving Bailey, Washington and New 
York, assistant to the president of 
ANRJA, Walter Leckrone, editor of In- 
dianapolis Times and formerly of the 
Washington staff of Secripps-Howard 
newspapers, Herbert R. Hill, managing 
editor of the Indianapolis News and 
authority on international affairs and 
Warren Roberts, dean of political sci- 
ence, Wabash College, four years with 
the State Department and delegate to the 
U. N. conference in San Francisco, gave 
their views and as a result those present 
gained much information on this ques- 
tion. 

Thursday morning, there was a “‘Gripe’’ 
breakfast session with Paul Morrison as 
referee, but few gripes of importance de- 
veloped and the session passed on to the 
business meeting. Routine reports were 
made and plans for an intensive campaign 
of selling 24K Club memberships to 
jewelers of the state during the year were 
formulated. Diamond studded gold em- 
blems of the organization were presented 
to past Presidents Ed Little, Auburn and 
E. J. Welp, Huntingburg. Officers elected 
were: President, Ralph E. Roessler, Mari- 
on; Vice Presidents Leon Simon, Yin- 
eennes and Earl Grinsby, Indianapolis; 
Secretary, Charles Bardach, Indianapolis; 
Treasurer, Thornton Bardach, Indian- 
apolis. New members of the board of 
directors are: Julius Mussman, Indian- 
apolis; Frank Marter, Crawfordsville; 
George Kamman, Seymour. Hold: over 
members are: Edw. O. Little, Auburn; 
E. Murphy Webb, Huntington; A. S. 
Rowe, Indianapolis; H. R. Haerr, Cin- 
cinnati; Silas Reagan, Indianapolis; H. 
Elmer Lodde, Lafayette and Fritz 
Fromm, Indianapolis. 

In addition to the cocktain party, din- 
ner and entertainment sponsored by 
wholesalers and manufacturers on Tues- 
day evening, the ladies present were 
given a very enjoyable tea and style 
show at L. S. Ayres & Co. tea room, 
Tuesday, by the 24K Club—150 ladies 
attended. 





Three Students Receive Awards 
From Jewelry Crafts Association 


At the graduation exercises of the 
School of Industrial Arts, held on Feb- 
ruary 2, at the Benjamin Franklin High 
School, New York, Henry L. Sperling pre- 
sented the Jewelry Crafts Association 
medal to Louis Herman for excellence in 
the jewelry class. 

The Jewelry Crafts Association pre- 

sented the Lt. Albert E. Verber Memorial 
Award, on January 28, at the graduation 
exercises of the George Westinghouse jo 
cational High School, Brooklyn, N. Y., 
Anthony D. Lizden, for highest sanding 
in the jewelry department. 
_ The association also presented an senile’ 
of a medal to Mary Barth, at the gradua- 
tion exercises of the Forrest Hills High 
School, New York, for highest standing 
in the jewelry class, 
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G.H. Niemeyer Discusses Unfair Competition 
At Special Directors Meeting of the JVC 


A special meeting of the board of direc- 
tors of the Jewelers Vigilance Committee 
was held on Friday, January 16, at the 
Waldorf-Astoria Hotel, New York. In addi- 
tion to the many directors, a number of 
chairmen of the Local Cooperating Com- 
mittees located throughout the country 
were present. 


The meeting was opened by G. H. Nie- 
meyer, chairman of the Jewelers Vigilance 
Committee, who stressed the effects of 
keener competition on the industry and 
the tendency of this situation to create 
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unfair competition by misleading state- 
ments and false presentation of merchan- 
dise. As an illustration he mentioned the 
increased number of cases of misbranding 
and misrepresentation that have come to 
the notice of the Committee during the 
past six months; also the bulletin recently 
issued by the Vigilance Committee calling 
attention to advertisements of diamond 
rings which stated the stones to be of a 
certain size and quality, and when the 
diamonds were removed from the settings 
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and weighed, they were found to be 
underweight and inferior to the qu 
advertised. 

Following complaints in regard to the 
misbranding of merchandise, a survey jg 
being conducted covering gold filled and 
rolled gold plate jewelry. The results of 
assays show that in many instances the 
content of precious metal is less than the 
stamp indicates. Communication with 
manufacturers after the survey of their 
products developed that (a) some reputable 
firms did not realize what was going on 
in their own plants and when the matter 
was brought to their attention, they imme. 
diately rectified the shortcomings; (b) 
some in the gold filled and rolled gold 
field were naive and stated that some of 
the gold claimed to be in the article might 
have been removed in the polishing and 
engraving of articles; (c) there were con- 
cerns who indicated that their stamp on 
the merchandise was of better quality than 
they knew it to be. The use of “weasel 
words,” misleading terminology such as 
“gold inlay,” “gold clad,” “gold top,” etc. 
and exaggerated claims for numerous items, 
including watches, are being made on the 
radio as well as in printed advertisements, 
Such cases are followed through whenever 
they are brought to the attention of the 
Vigilance Committee. 

Many cases are handled dealing with 
unethical and misleading advertising, such 
as the use of illustrations greatly exag- 
gerating the size of actual stones, omis- 
sion and misplacement of proper descrip- 
tive terms such as the karat quality of 
gold and the word “simulated” or other 
terms placed in inconspicuous places in- 
stead of adjacent to the word “pearls”; 
omission of the words “imitation” or “syn- 
thetic” when using the terms “ruby,” “sap- 
phire,” “emerald” or names of other stones 
as required by Federal Trade Commis- 
sion rulings. It was emphasized that the 
Jewelers Vigilance Committee strives to 
protect the industry against itself in mak- 
ing competition fairer, protect the retailer 
who has to bear the brunt of shortcomings 
and misrepresentations and, last but very 
important, to protect the public and thus 
the prestige and good name of the legiti- 
mate jeweler. 


Mr. Niemeyer asked for greater help 
from Local Cooperating Committees in fer- 
reting out malpractices and, in addition, 
the assistance of the trade at large, asking 
that they bring to the notice of the Vigil- 
ance Committee anything misleading or 
unfair that comes to their attention. He 
also told about other activities of the Com- 
mittee. 

The present status of the excise tax 
situation was presented by Walter N. 
Kahn, chairman of the Jewelry Industry 
Tax Committee, Ex-Senator John A. 
Danaher, general Washington counsel of 
the Jewelers Vigilance Committee, and 
Hugh M. Bennett, special tax counsel. A 
summary of their discussion appears on 
page 336 of this issue. 

Mr. Niemeyer explained that the present 
Federal Stamping Act dates back to 1906 
and that nothing had been done to sup- 
plement same since that time. Subsequent 
to the passage of the Act the Jewelers 
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Vigilance Committee, in cooperation with 
the New England Manufacturing Jewelers 
& Silversmiths’ Association and the Na- 
tional Bureau of Standards, was instru- 
mental in establishing the five commercial 
Standards now in effect. These are simply 
regulations and do not have the force of 
law. Recognizing that the Act of 1906 
should be brought up-to-date for the benefit 
of the industry, a Marking and Stamping 
Committee on which all segments of the 
trade are represented has been engaged 
with the Committee’s general counsel, 
Byron L. Shinn of Lipper, Shinn & Keeley, 
in formulating Marking and Stamping Act. 

Mr. Shinn stated that the industry would 
be greatly benefited by the passage of an 
up-to-date Federal Stamping Act to replace 
the obsolete Act of 1906. He pointed out 
that he has been working with the In- 
dustry Marking & Stamping Committee 
and with Senator Danaher on the proposed 
Act. In preparing the Act, counsel and 
the Committee have had four fundamentals 
in mind: (1.) The present Act is too 
liberal as to tolerances for karat gold; 
(2.) Provision should be made to compel 
a trademark to be used whenever a quality 
mark is shown; (3.) There is no present 
national -platinum law; (4.) To clarify the 
methods of marking of jewelry by the es- 
tablishment of a clear code which can be 
followed by the industry. 

Delays have been inevitable but it is 
hoped that in the near future the proposed 
Act can be placed in final form and pre- 
sented to the Congress. 

The activities of the Committee having 
been reported on by the chairmen of the 
various committees, P. Irving Grinberg, 
executive vice-chairman, gave a brief out- 
line of several definite problems which had 
been met by the Jewelers Vigilance Com- 
mittee. 





AGS Announces Conclave Dates 

The American Gem Society will hold 
its 1948 Conclave March 21, 22 and 23 
at the Statler Hotel in Washington, D. C. 
These yearly Conclaves, given for the en- 
tire membership of the Society, are mainly 
two-fold in purpose. 

Since most members of the Society are 
students of gemology, an intense educa- 
tional program is offered by many of the 
leading educators in the gemological field. 
This educational portion of the meeting 
specializes in personal instruction and lec- 
tures concerning interesting and current 
developments in the study of gemstones. 
Personalized instruction is accomplished 
by dividing the members into small groups 
for work with the gem-testing instruments. 
These small groups are supervised by the 
Certified Gemologists, A.G.S., who are 
present. 

The Conclave also provides business 
sessions where the policies and activities 
of the Society are decided by the member- 
ship for the following year. 

The host for the Conclave will be the 
International Committee, the governing 
body of the Society. Also acting as hosts 
will be the A.G.S. members in the Wash- 
ington, D. C. area. The meeting will be 
patterned after the successful Conclave 
which was held last April in Chicago. 
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“told te bub | 


“No jay-walkin’ here! 
Gotta get to the airport? 
To Air Express those 
packages? My poor friend 
— haven’t you heard? 




















Be SNe aot 


“Air Express picks up those 
packages right at your door 
here, and delivers at no extra 
cost. There’s no waiting around, 
because Air Express goes on 
every flight of the Scheduled 
Airlines. No U.S. point is more 
than hours away! 
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‘“‘And rates are low. Don’t in- 
terrupt me—I said low. Why 
else do business men use Air 
Express to ship finished items, 
replacement parts and perish- 
ables regularly?’ 





opecity Air Express-Worlds Fastest Shipping Service 


@ Low rates—special pick-up and delivery in principal U.S. towns and 
cities at no extra cost. 

® Moves on all flights of all Scheduled Airlines. 

@ Air-rail between 22,000 off-airline offices. 

True case history: Machine parts made in Camden were needed in Chicago 

in a rush. 32-lb. package picked up the 28th at 10 A. M., delivered same 

day at 5 P.M. 669 miles, Air Express charge only $6.88. Gave days 

more time to complete the job. Other weights, any distance, similarl 

inexpensive and fast. Just phone your local Air Express Division, Rail 

way Express Agency, for fast shipping action. 


UReUPRESS 


EXPRESS 
GETS THERE FIRST 


















Rates include pick-up and delivery door 
to door in all principal towns and cities 


AIR EXPRESS, A SERVICE 
OF RAILWAY EXPRESS 
AGENCY AND THE 


scHEDULED AIRLINES or tHe u.s. 
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NEMJ&SA Files Brief With Tariff Commission 
In Effort to Ease Mexican Jewelry Import Ban 


The future well being of the thousands 
depending for a living on the jewelry 
manufacturing concerns afhliated with the 
New England Manufacturing Jewelers’ & 
Silversmiths’ Association is the objective 
a brief filed by the association Feb. 25 
in an effort to effect an easing of the 
Mexican ban on jewelry imports. 

It was filed by NEMJ&SA’s assistant 
executive secretary, George R. Frankovich, 
with the committee for Reciprocity Infor- 
mation of the U. S. Tariff Commissiion, 
Washington. 

It all evolves from Mexico’s sudden move 








of last July 11 when its government 
clamped down a hard and fast restriction 
on the importing of jewelry. The ban 
descended as a shock to this country, the 
chief exporter of jewelry to them. The 
avowed purpose of the curb was to save 
dollars for Mexico. 

Officials of Mexico termed it a tem- 
porary program. They went out of their 
way to point out that it should not be in- 
terpreted as being out of sympathy with 
the long range reciprocity policy sub- 
scribed to before the Reciprocity Commit- 
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tee. It’s effect in a nutshell, however, was 
to cut off imports from other countries 
at a time when its own jewelry exporting 
was enjoying the greatest boom in his. 
tory. 

Mexico was taking full advantage of cuts 
in tariff effected in 1942. Under them the 
impost on jewelry selling below $5 a dozen 
was reduced from 110 per cent to 55 per 
cent of the value; and items selling above 
$5 a dozen received a narrower benefit, 
the rate having been reduced from 65 per 
cent to 55 per cent of value. Business ac. 
cruing to Mexico from these tariff cuts 
contributed to a 650 per cent gain in Meyi. 
can jewelry imports in the intervening 
years. 


The brief presented by Mr. Frankovich 
points out that the NEMJ&SA is some. 
what in agreement with the extension of 
free trade; that it feels that if the dif. 
ference in labor costs in the United States 
is made up by tariff the American pro- 
ducers can meet the Mexican competition 
on many items. 


The 650 per cent gain in exporting to 
the United States is described as the most 
rapid increase Mexico has ever had. These 
vast exports, due to reduced tariff rates, 
it claims, cost the United States $1,000,000 
a year in lost tariff revenue. 

This was taking place, the brief con- 
tinues, at a time when this country’s 
jewelry producers were experiencing sub- 
normal conditions. They are participating 
in the war effort through 1944 and were 
enmeshed in reconversion in 1945. In 
reality, the committee is advised, 1946 was 
the only year during this Mexican export 
boom period that can be used for com- 
parison. 


EXPORTS TO MEXICO 


In that year, it is pointed out, American 
exports to Mexico were in the amount of 
$5,300,000. There was every indication 
that in 1947 and succeeding years Mexico 
would furnish this country a $6,000,000 ex- 
port market. The reason for this was that 
America was able to offer better products 
at a better price than any other country 
producing jewelry. Instead, the brief 
shows, 75 per cent of the export business 
to Mexico was wiped out by its export 
ban of July 11, 1947. 

It is further shown that Mexico has not 
been alone in its import curbs, but that 
with the exception of the Philippines and 
South Africa the export business of this 
country s practically eliminated. 

This factor, coupled with the high ex- 
cise tax (20 per cent) in force here and 
the rapidly increasing costs of production, 
has made it essential for industry to get 
on its toes to meet competition and get 
its share of the consumer dollar, Franko- 
vich asserted. 

The association states that it realizes 
that it is important for many countries to 
save dollars, and that Mexico is one of 
those countries. It also states that it 1s 
true that many items of jewelry are pure 
luxury items, but it contends that some 
of the items exported to Mexico—currently 
restricted from entering that country—are 
not in the luxury category. 
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Among them are religious medals, neck 
chains on which the medals are worn, and 
watch bracelets. These items, the brief 
states, comprise about half of the exports 
to Mexico. The feeling is expressed that 
these should be taken off the prohibited 
list of imports. i! 

To bolster its belief, the association 
points out that religious medals and neck 
chains are religious necessities in a 
Catholic country such as Mexico. It is 
further contended that they are generally 
made of karat gold because they are worn 
next to the skin. Because they are of 
karat gold construction their importation 
brings into a country goods of a high in- 
trinsic value, and because of the precious 
metal content a percentage of such items 
is considered negotiable currency in any 
part of the world. 

The brief points out that Mexico’s effort 
to save dollars by banning the import of 
such items is therefore only partially suc- 
cessful. 

Similarly it is claimed that the pur- 
chase of a stainless steel backed watch 
bracelet is also good business in the 
Mexican climate, and that such purchases 
will save Mexicans dollars in the long run 
because the quality bracelet will outlast 
many leather watch straps. 

The brief concludes with a request that 


Mexico release its ban on the import of- 


religious medals, neck chains and watch 
bracelets. It contends that the restrictions 
on those items fail to accomplish the imme- 
diate results desired for the program, and 
that since they do so fail their prohibition 
doesn’t appear to be in keeping with 
reciprocity tariff relations that have ex- 
isted with the United States. 

It is pointed out that the importation 
ban is in reality levelled at the United 
States alone since this country is about 
the only one where the jewelry producing 
industry is able to make jewelry for ex- 
port at this time. 


NACJ Elects Officers 


The directors of the National Associa- 


tion of Credit Jewelers met in New York — 


on January 19 and elected the following 
officers for 1948: President, H. A. Gold- 
berg (Cooper’s, Inc.), Portsmouth, Va.; 
First Vice President, Clarence Olsen (Ol- 
sen & Ebann Jewelry Co.), Chicago, II; 
Second Vice President, Myer B. Barr, 
(Barr’s Jewelers), Philadelphia, Pa.; 
Third Vice President, A. E. Newmark 


(Newmark’s), Chicago, Ill; Fourth 
Vice President, Irving J. Wolfgang 


(Cole & Erwin Ine.), Detroit, Mich.; 
Treasurer Seymour Greenberg, (Royal 
Diamond & Watch Co.), New York; See- 
retary, Sam Gerson (Gerson’s Ine.), De- 
troit, Mich.; Chairman of Board, Leo 
Weisfield (Weisfield & Goldberg, Inc.), 
Seattle, Wash., and Executive Secretary, 
William Wagner. 

The newly elected president appointed 
the following executive committee for the 
current year: B. G. Rudolph (Rudolph 
Bros.), chairman; Leo D. Kind, (Reid’s), 
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Trenton, N. J.; Jay C. Lighterman (Tap- 
pin’s, Ine.), New York; Myer B. Barr, 
(Barr’s Jewelers), Philadelphia, Pa., and 
Seymour Greenberg (Royal Diamond 
& Watch Co.), New York. 

The executive committee holds meet- 
ings in between the semi-annual meetings 
of the board of directors and manages 
the affairs of the association. 

The NACJ’s directors for 1948 were 
elected by mail in December and are as 
follows: H. M. Abelson (Abelsons, Ine.), 
Newark, N. J.; Myer B. Barr (Barr’s 
Jewelers), Philadelphia, Pa.; Lewis I. 
Benway (The Basch Co., Inc.), Cleveland, 
Ohio; Irving H. Chayken (Armstrong’s), 
Hammond, Ind.; Edward Dockman, St. 
Paul, Minn.; Fred B. Dreifus (Dreifus 
Jewelry Co.), Memphis, Tenn.; George 
Gerber (Gerber’s, Ine.), Providence, R. 
I.; Samuel Gerson (Gerson’s, Ine.), De- 





troit, Mich,; H, A, Goldberg (Cooper’s, 


Ine.), Portsmouth, Va.; Seymour Green- 
berg (Royal Diamond & Watch Co.), 
New York; Barnett C. Helzberg (Helz- 
berg’s), Kansas City, Mo.; Isadore Hor- 
witz (Crescent Jewelry Co.), Fargo, N. D 


William J. Kappel, Pittsburgh, Pa.; 
Leo D. King- (Reid’s), Trenton, N. J; 
Jay C. Lighterman (Tappin’s, Ine.), 
New York; Jess MeEntee (J. M. Me- 
Entee & Sons), Oklahoma City, Okla.; 
Louis J. Milenbach (Milens Jewelers), 
Oakland, Salif.; A. E. Newmark (New- 
mark’s), Chieago, Ill.; Clarence Olsen 
(Olsen & Ebann Jewelry Co.), Chicago, 
Ill.; Elmer Present (Daniels Jewelry 
Co.), Tucson, Ariz.; B. G. Rudolph (Ru- 
dolph Bros., Ine.), Syracuse, N. Y.; 
Max Strasburg (Strasburg’s of Holly- 
wod), Hollywood, Calif.; Lea Weisfield 
(Weisfield & Goldberg), Seattle, Wash.; 
and Irving J. Wolfgang (Cole & Irwin, 
Ine.), Detroit, Mich. | 








ZIPP O tor Outdoor Men 





to chain, strap or 
cord and cannot be 
dropped or lost. 


| ZIPP 4p? Za 


ALSO DEMAND ZIPPO FLINI=)- 


9s 


ZIPPO “LOOP” LIGHTER 
retail $3.00 
($1.00 extra for personal signature or ini- 
tials). Attached to chain, cord or strap this 
lighter can’t be dropped in the drink, or 
left on a.log. Men who work as well as 
play outdoors will go for this latest ZIPPO. 


ZIPPO MFG. CO. ¢ Dept. X * BRADFORD, PA. 


VAT A ptoet ig HTER 


These ads are now appearing 
in the largest number of 
NATIONAL MAGAZINES ever 
used, to promote dealer sales, 
for any lighter. 





ZIPPO SPORTS INSIGNIA LIGHTER 
retail $3.25 
($1.00 extra for personal signature or ini- 


tials on reverse side). Wide variety of 
sports motifs. A real chance to sell them 
to the entire team—a chance to sell in 
quantity for tournaments, outings, prizes, 
etc. Remember ZIPPO is the sportsman’s 
favorite lighter—the insignia add a per- 


sonal touch. 


Order thru your jobber— 
write for details. 





335 








Jewelry Industry Tax Committee Discusses 


Possibilities of Excise Tax Elimination 


The Jewelry Industry Tax Committee 
held a well attended meeting on Friday, 
January 16, 1948, at the 24 Karat Club, 
608 Fifth Ave., New York. Walter N. 
Kahn, Chairman, in his opening remarks 
stated that ‘‘naturally all jewelers desire 
the elimination of the excise tax or in 
any event reduction in the rate, and in 
order to accomplish this end we must lhe 
guided to a great degree by the advice 
of counsel who have a much more intimate 





knowledge of the situation and far more 
experience than we as laymen.’’ Since the 
last meeting of the Committee on October 
30, events have followed the expectations 
of both Messrs. Danaher and Bennett. 
Mr. Kahn also said that the President’s 
recent message does not give any indi- 
cation of an intent, as far as the admin- 
istration is concerned, to reduce excise 
taxes. 

In spite of the President’s plan for a 
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When your customer comes shopping for 
a bridal gift beautiful, practical, dignified, 
distinctly personal ... and modestly priced 
. . . Show her this exquisite Gibson Wed- 
ding Book. 

In pages of heavy vellum paper, it pro- 
vides for a deluxe record which includes 
the Engagement, Family Trees, Guests and 





Gifts, Wedding Day, Certificate, Honeymoon, Anniversaries, etc. Covers of white rayon or 


leatherette. 


Several pages are given to a numbered listing of gifts —and numbers are matched on 
small, white gummed labels in sheets contained in envelope in back cover. Label attached to 


gift, identifies it until acknowledged. 


These superb books, each in gift box of silver board and transparent plastic, retail for $6 
and $7.50 depending upon the cover. Also available bound in silver stamped ivory leather 





of continuing advertising for you. 


These books are beautiful and original. They combine senti- 
ment with practical value. Durable bindings of white rayon and 
leatherette, stamped and decorated. Pages beautifully hand lettered ‘ 
and artistically decorated to make a record in which the bride will take 
lifelong joy. In quantity they may be supplied imprinted with your name. 

There is no better way to win lasting good will, assure future business 


prestige for your store. 


cover, packed in white gift box, to retail at $12. 


Send the bride-to-be one of the less expensive 
Gibson Wedding Books as a gift. The fact that this is a 
book she will cherish throughout her lifetime guaran- 
tees lasting good will — and it becomes a unique form 








~~. - and build 


We make also a splendid line of Baby Memory Books — and Guest and Gift Books for the 


bride-to-be and the hostess .. . 


excellent items for the jeweler. Write for Catalog JC-3. 


C. R. GIBSON & COMPANY 


NORWALK, CONNECTICUT 
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PUBLISHERS OF FINE MEMORY BOOKS FOR MORE THAN SIXTY YEARS 

















flat reduction of only $40 per taxpayer 
and. that this loss in revenue be made up 
by additional corporation taxes, it now 
appears likely that Congress wil] pass a 
different bill reducing personal income 
taxes to some degree. If this reduction 
were to take up most of the probable gyr. 
plus in revenue above the budget, as 
finally adopted, the chance for lowering 
of other taxes would be remote. If, how. 
ever, the income tax reduction does not 
take up all the slack or if, as may be the 
case, a Presidential veto should again pe 
sustained, there would then be a greater 
likelihood of excise tax relief, In any 
event, while there seems to be some ip. 
clination toward reduction of the eXCise 
rates to the pre-war level, action yp. 
doubtedly will be influenced by the fina] 
decisdon on the income tax reduction bill, 

The Knutson bill will have to pags 
through the usual procedure of cosidera- 
tion by the House, discussions in the Sen- 
ate Finance Committee, debate on the 
Senate floor, before passage by that body, 
compromise by the Conference and pas. 
sabe by both houses before it is finally 
signed or vetoed by the President. In the 
latter event it would again come before 
Congress for action. In any ease, there 
is little prospect for enactment before 
the middle of this month. 

Since all industries affected by the ex- 
cise tax are endeavoring to secure an 
elimination of same or at least a redue- 
tion to pre-war rates, the Senate Finance 
(‘committee has indicated that it still de- 
sires to consider the problem of excise 
taxes at one time, realizing that all of the 
industries affected would otherwise at- 
tempt to secure relief by the tacking on 
of amendments to any proposed bill. This 
condition seems also to apply to HR 
4259, the bill dealing with exemptions of 
the first $25 of any jewelry sale which is 
still buried in the Senate Finance Com- 
mittee. There are many other important 
matters before the legislature and, as the 
session will be a short one since Congress 
plans to adjourn in June before the 
national political conventions, it is un- 
likely that a general revenue bill will be 
considered this year. 

Plans were fully discussed at the meet- 
ing for action to be taken by the Jewelry 
Industry Tax Committee toward the ac- 
complishment of its purpose. The Com- 
mittee and its counsel are keeping in 
constant touch with the situation and are 
ready to seize any opportunity to take 
the necessary steps where immediate ac- 
tion is nneded to secure any form of 
relief, 


Appoint Trade Diversion Committee 
To Study PX and Ships’ Stores Sales 


In line with their association’s forward- 
looking policy, the directors of the NACJ 
at a meeting in New York on January 19 
voted to set up a trade-diversion commit- 
tee to study Post Exchange and Ships 
Stores with a view to interesting all re- 
tailing in checking at least some of the 
practices followed in selling goods to 
others than those in military service. 

The NACJ directors voted to give sup- 
port to retail jewelers movements which 
seek to prevent the licensing of the busi- 
ness of watch repairing and also went on 
record as being in sympathy with a Tre- 
cently launched movement to form a na- 
tional association of optometrical dealers. 
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Honor Orville R. Hagans 
At Dedication Ceremonies 


As a fitting tribute to his work as foun- 
der and organizer of the United Horologi- 
eal Association of America, on January 
19th, William O. Smith, president of the 
Western Pennsylvania Horological Insti- 
tute, dedicated Sheradon Hall, main 
building of that institution, to Orville’ 

agans. 
* ae to the actual dedication ceremo- 
nies, Mr. Smith took Mr. -Hagans and 
other speakers at the dedication on a 
tour of the school grounds, and showed 
them the new auditorium, the office, class 
room, Watchmaster room, and the lee- 
ture hall. Mr. Hagans’ picture was 
placed at the entrance to the lecture hall. 

President Smith opened the dedication 
ceremonies by giving some background 
information on the wonderful work com- 
pleted by Mr. Hagans in behalf of the 
association. He stated that the UHAA 
gives national representation to the 
watchmakers of America, and stands by 
to assist the government at any time help 
may be needed from the horological field, 
thus adding to the watchmaker’s prestige 


in America. 








William O. Smith congratulates Orville R. 

Hagans for his work in the foundation of a 

united association at dedication ceremonies 
of Sheradon School held on January 19. 


Following his short opening address, 
Mr. Smith introduced Orville Hagans who 
complimented the school president on his 
fine institution and organization, stress- 
ing the fact that there will be good jobs 
for the students when they have finished 
their training. Secretary Hagans pointed 
out the great need for properly trained 
watchmakers, and asserted that you only 
get out of any training what you put into 
it. He spoke of the research laboratory 
conducted by Mr. Smith and said that in 
his estimation, it is the best he has ever 
seen. 

In concluding, Mr. Hagans urged the 
formation of a Watechmaker’s Greek Fra- 
ternity to be known as chapter three. 
There are two other chapters of this 
fraternity at the present time, and they 
are known all over the world. 

Mr. Smith, in his final address, stated 
that in his opinion there hasn‘t been a 
major improvement in watehmaking in 
the last 50 years. He stressed the need 
for good watchmakers in the future and 
the need for up-to-date electronic re- 
search laboratories. President Smith 
stated that WPHI has in use over $39,000 
worth of Watchmasters for student use, 
the largest amount of Watchmasters in 
any school of watchmaking in the world. 
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He touched on the importance and need 
for understanding chronograph watches 
in the future. His speech concluded, Mr. 
Smith led the party to the lecture hall to 
complete the dedication, where Dr. H. D. 
Maxwell conferred a degree of Master of 
Horology upon Mr. Hagans. 


floor starting at the property line and 
extending back into the sales space. 
Two modern size salesrooms and two 
smaller rooms for repair purposes will ad- 
join the main sales area. A portion of 
the main sales area will contain a dia- 
mond display room where customers will 











be able to select diamonds in privacy. 
The two moderate size salesrooms will be 
departmentized for china, glassware, sil- 
verware and hollowware. 

Shadow boxes will be built in the glass 
block walls for display purposes. Trim 
for the glass and the cornice will be of 
aluminum. A burglar proof vault in the 
store will be visible from the front en- 
trance. 


New Store Under Construction 


The new Conrad jewelry store now un- 
der construction at Ninth and Washing- 
ton Sts., Columbus, Ind., is a distinct 
departure from usual jewelry store de- 
signs. The entire front of the store is to 
be of visual construction, with a terrazo 
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Kiddie Diagers 
Fllmore new sterling 


Kolel(-a\"ela- Mie) adalilela-ta' 





The market for baby gifts is expanding every day. 
Here’s the first new idea in children’s, sterling silver 
tableware. to meet this expansion. “Kiddie Diggers” 
offer a new concept in the baby gift field—a new 
design” with NEW SALES POSSIBILITIES. "Kid- 
die Diggers”? are miniature garden tools the 
spoon’s a shove!—the tork is a pitch fork—the 
pusher a hoe all in sterling silver made by 
master silver crattsmen. Here’s a number 


that will really “dig up” new sales tor you. 


Sold through the wholesaler only 








No. 702—2 piece set. Spoon and Fork. 
Suggested retail, $5.00 plus 
tax 







No. 703—3 piece set, Spoon, Fork 
and Pusher. Suggested 
retail, $7.50 plus tax 

Both beautifully boxed 














Representatives: 
Henry Green Albert Davis 

9 Maiden lane 29 £. Madison St. 
New York Chicago, Ill, 










Chester Mandelbaum 
220 W. Sth Sr. 
Los Angeles, Cal. 













Felmore also makes sterling cigarette 
cases, pocket knives and novelties 


FELMORE COMPANY, Inc., Sclceraencthee 


PROVIDENCE 3 «© RHODE ISLAND 
*Design patent pending 





337 





GIA Offers Resident Classes 
in East and Midwest Cities 


An opportunity for supervised labora- 
tory practice and review of correspondence 
courses will be offered students of the 
Gemological Institute of America in both 
the Chicago and New York areas when 
resident Class “A” opens in Newark, N. J., 
March 29, and in Chicago approximately 
one month later. This class in fundamen- 
tal theory and practice will be followed by 
advanced Classes “B” and “C” in both 
areas. 

Under the supervision of Richard T. 
Liddicoat, M. S., C. G., Director of Edu- 
cation, GIA, and Mark C. Bandy, Ph.D., 
GIA Director of Research, each of the 





“A” classes will meet five hours daily, 
Monday through Friday, over a four-week 
period. Classroom schedules will be ad- 
justed to meet the convenience of the 
majority of students. Education Director 
Liddicoat and Dr. Bandy will present the 
“B” and “C” classes, while the Chicago 
Class “A” will be headed by Ward H. 
Cook, also of the GIA Educational staff. 

Class “A,” which is the first scheduled 
and is limited to 18 students, is correlated 
with GIA mail course No. 012 and covers 
demonstrations and study of fundamentals 
of gemology, and laboratory practice in 
identification. 

Class “B,” which is correlated to GIA 
mail course No. 1, covers the theory and 
practice of gem testing, including a 
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Precision Instruments of the Watchmaker’s Art 


Only Levin true balance chucks offer all the features required 
by the modern watchmaker. These chucks are designed to hold 
the complete balance wheel, including rollers and hairspring. 
The convex disc gives convenient access to projecting pivot. 
Each spindle and disc is centered and drilled in its own chuck 
to assure absolute true running. In two sizes, for large pocket 
watch balances and small baguette balances. Fits all WW style 
lathes. Prices per set, including plush-lined leatherette box 
(Catalog No. BCCS) . . . - - © © « «© « « « ~$15.00 
ea eee ae ee 


Here’s Why Watchmakers Should Have Levin 
Balance Chucks 


In the cross-section view above, note that spindle has two 
widely separated bearings, with full clearance between. Bear- 
ings, spindle and disc are centered and drilled in their own 
chuck, in a true watchmaker’s lathe. 


r 
— 


LOS ANGELES 21. CALIFORNIA 





Se BEG) Cas BS -Z- ‘ 782 EAST PICO BOULEVARO 
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thorough study of gem testing instruments, 
Various procedures are given for identifica. 
tion of unknown gems. Individual Colored 
stones and their substitutes are thorough] 
covered, plus theory of sources and ae 
ence of gems. This class is limited to 12 
enrollments. 

Enrollment in Class “C” is limited to 
students who have completed the entire 
series of GIA mail courses, No. 012, No, l 
and No. 3, as well as Resident Classes WAP 
and “B.” This course provides final prep- 
aration for examinations at the end of the 
Institute’s mail courses, plus certain study 
and practices of advanced gem technique 
that is not included in the correspondence 
courses. It is predicated upon an enroll. 
ment of eight students. 

Classes “A” and “B” are open to all ex. 
perienced jewelers regardless of whether 
they have ever taken any of the GIA corre. 
spondence courses. All other Class “A” 
students must have taken or be enrolled 
in correspondence courses. 

For Class “B,” all students other than 
experienced jewelers are required to have 
completed course No. 012 and to have 
completed or enrolled in course No. 1, 
and to have attended Class “A.” Pre. 
requisites for Class “G” include the com- 
pletion of all correspondence courses, plus 
attendance at Classes “A” and “B.” Classes 
“B” and “C” will follow in consecutive or- 
der the completion of Class “A.” All of the 
courses are available under the GI Bill 
of Rights. 

For Classes “A” and “B,” it is necessary 
for the student to furnish 10x Aplanatic 
Loupe, Polariscope, and Refractometer. 
Instrument requirements for Class “C” are 
the same with the addition of a means of 
100x magnification. 

Qualified students or jewelers interested 
in attending any of these classes should 
immediately contact the Gemological In- 
stitute of America, 541 South Alexandria 
Ave., Los Angeles 5, so that their names 
may be included before it is necessary to 
close the list due to limited enrollment 
facilities. 


NACJ Adheres to Dreifus Plan 
For Promotion of Unity in Trade 


The board of directors of the National 
Association of Credit Jewelers at its semi- 
annual meeting in New York on January 
19 reiterated the NACJ’s adherence to the 
Dreifus Plan advanced four years ago to 
bring about better understanding among 
all retail jewelers and to promote unity 
in the jewelry industry. Former NAC] 
President Fred B. Dreifus is the author 
of the plan which provides that... 

“The ANRJA and the NACJ shall form 
a council of retail jewelers, each asso 
ciation naming, say, five members of the 
council and these ten members to select 
an independent chairman; that the council 
shall constitute a permanent policy-making 
group, ready at all times to deal with 
matters of national scope, such as excise 
taxes, national legislation, trade shows, 
trade practice rules, etc.; that the two 
national associations shall continue as they 
are—the ANRJA serving the retail jewelry 
trade in its own way and the NACJ the 
instalment jewelry business. 
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“COMING EVENTS 


March 

1-5—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

7-9—Michigan Retail Jewelers Associa- 
tion, Annual Convention, Hotel Pantlind, 
Grand Rapids, Mich. 

7-9—Ohio Retail Jewelers Association, 
Annual Convention, Hotel Deshler-Wal- 
lick, Columbus, Ohio. 

7-10—Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 

14—American National Retail Jewelers 
Association, Mid-Year Meeting, Thomas 
Jefferson Hotel, Birmingham, Ala. 

15-19—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

91—Executive Board of Retail Jewel- 
ers’ Associations of Greater New York, 
Annual Banquet, Hotel Astor, New York. 

91-23—1948 Conclave of the American 
Gem Society, Statler Hotel, Washington, 
D. C. 

91-24—-Oklahoma Gift & Jewelry Show, 
Hotel Biltmore, Oklahoma City, Okla. 


April 

3-5—Kansas Retail Jewelers and Horo- 
logical Associations, Annual Convention, 
Lassen Hotel, Wichita, Kansas. 

4-6—Minnesota Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Nicol- 
let, Minneapolis, Minn. 

7—Massachusetts-Rhode Island Retail 
Jewelers Association, Annual Meeting, 
Parker House, Boston, Mass. 

9-11—Florida Retail Jewelers’ Asso- 
ciation, Annual Convention, Tampa, Fla. 

10—Diamond Peacock Club, Annual 
Banquet, Hotel Somerset, Boston, Mass. 

10-12—Nebraska Retail Jewelers’ As- 
sociation, Annual Convention, Hotel Lin- 
eoln, Lincoln, Nebr. 

11-12—Wisconsin Watchmakers Assn., 
13th Annual Convention, Plankinton 
Hotel, Milwaukee, Wise. 

16-18—New York State Retail Jewel- 
ers’ Association, Annual Convention, 
Hotel Utica, Utica, N. Y. 

18-19—Oklahoma Retail Jewelers’ As- 
sociation, Annual Convention, Skirvin 
Hotel, Oklahoma City, Okla. 

24—-Boston Jewelers Bowling League 
20th Anniversary Dinner, Hotel Gardner, 
Boston, Mass. 

25-26—Arkansas Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Mari- 
on, Little Rock, Ark. 

25-28—California Retail Jewelers’ As- 
sociation, Annual Convention, Hotel Bilt- 
more, Los Angeles, Calif. 


May 

2-3-— Tennessee Watchmakers and 
Jewelers’ Association, Annual Conven- 
tion, Hotel Gayoso, Memphis, Tenn. 

2-4—-Washington State Retail Jewel- 
ers’ Association, Annual Convention, 
Hotel Davenport, Spokane, Wash. 

2-4—-Wisconsin Retail Jewelers’ Asso- 
ciation, Annual Convention, Hotel 
Schroeder, Milwaukee, Wise. 

9-10—Maryland-Delaware-District of 
Columbia Jewelers’ Association, Annual 
rca Dupont Hotel, Wilmington, 

el, 
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June 
3-4—National Wholesale Jewelers’ 
Association, 41st Annual Convention, 
Ambassador Hotel, Atlantic City, N. J. 
18-20—United Horological Association 
of America, Annual Convention, Lord 
Baltimore Hotel, Baltimore, Md. 


July 
26-29—National Association of Credit 
Jewelers, National Jewelry Fair, Stevens 
and Congress Hotels, Chicago, Ill. 


August 
9-12—-American National Retail Jewel- 
ers’ Association, Annual Convention, 
Waldorf-Astoria Hotel, New York. 


September 


5-10—Allied Gift & Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 





19-22—Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 

26-29—Oklahoma Gift & Jewelry Show, 
Hotel Biltmore, Oklahoma City, Okla. 

27-28—Iowa Retail Jewelers’ Associa- 
tion, Annual Convention, Mason City, 
Iowa. 


Change of Ownership Announced 


Stone Jewelers, formerly Al William- 
son’s Jewelry Store, has recently opened 
at 12 East Chureh St., Orlando, Fla., 
under the new management of Mr. and 
Mrs. Guy C. Stone. 

Stone, well known to many in Orlando, 
was formerly manager of a local jewelry 
store for 18 years and has been in the 
jewelry business for over 25 years. 
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Scatter pins... 


with our newest clasp. 


In 14KT Gold with precious stones 15.00 
In 14KT Gold | 12.00 
In Sterling Silver 4.00 


plus tax... Keystone prices 


jewelry shown actual size, 


guglielmo cini, inc. 561 boylston street, boston, massachusetts 
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Max Stern & Co. Ine. 


HAS "EVERYTHING" 


IN PRECIOUS AND SEMI-PRECIOUS 


STONES 


© Diamonds, melee 
® Genuine whole pearls 


®@ Genuine rubies and 
sapphires 


® Tigereye cameos 
© Amethysts 
© Topaz 


@ Black onyx—plain or 


drilled 
© Synthetic birthstones 
@ GENUINE ZIRCONS 


WHITES OR BLUES 


FOR OVER 3 DECADES 


. .. we have given prompt and 
efficient service to the DRILL- 

~ ING, CUTTING, and JOB- 
BING of stones. 


Max Stern & Co. Ine. 


IMPORTERS 
17-23 John St., New York 7, N. Y. 
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Associate Jewelers Gather for Annual Meeting 
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The annual dinner-meeting of the Asso- 
ciate Jewelers, Inc., was held on January 
15, at the Warwick Hotel, New York, 
with 83 of the member companies repre- 
sented. The association was founded in 
1919 and is an organization of manufac- 
turing gold and platinum jewelers in the 
metropolitan New York area. 


Officers elected for 1948 are as follows: 
President, Henry Peterson, Feature Ring 
Co.; First Vice President, Herman Ostrin, 
Ostrin Co.; Second Vice President, Philip 
Krasnow, Krasnow Mfg. Co.; Secretary, 
David Sarkin, David Sarkin, Inc.; Treas- 
urer, Isidor Tene, Tenen Brothers, and 
Tobias N. Berger was re-elected Execu- 
tive Director of the association in charge 
of the administration of its affairs. 


Elected as directors for the coming 
year were the following: Walter F. Beer, 
Walter F. Beer Co.; Arthur Celona, Model 
Ring Co.; Jules J. Gerson, Goldstein- 
Gerson Co.; Louis Flyer, Flyer Bros.; 
Jacques Japka, La France Jewelry Shop; 
Meyer Koulish, Meyer Koulish Co.; Ar- 
mand J. Lemieux, Armand J. Lemieux 
Corp.; Morris Rikles; Morris Rubin; 
Philip Skalet, Skalet Mfg. Co., and David 
Schapiro, David Schapiro Co. 

In his annual report, Louis Flyer, out- 
going president, discussed the progress of 
the association for the previous year. In 
discussing activities of the organization 
for the past year, Mr. Flyer stated that 
the assaciation had negotiated a new 
labor contract, gave due consideration to 
the proposed Stamping and Marking Law, 
and amicably adjusted all disputes and 
controversies between members of the 
association and the labor union. 


Henry Peterson, the new president, was 
confronted with a request by labor for a 
new round of wage increases and ap- 
pointed a Labor Committee to look into 
the matter and report back to the mem- 
bership. It was pointed out that the in- 
creased cost of labor at the present time 
would have to be reflected in the cost of 
goods in an already tight buyers’ market 
in the jewelry field. 


The. Committee was directed to-use all 
of its efforts in order to maintain the 
stability of the industry and continue the 
friendly labor relations enjoyed by mem- 
bers of the association with labor through- 
out the last decade. 


The membership commended Tobias N. 
Berger, its Executive Director, for his 
efforts in maintaniing harmonious rela- 
tions with labor and for the settlement of 
all controversies between management 
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and labor during 1947. Although arbitra- 
tion machinery had been set up for the 
adjustment of these disputes, at no time 
during the entire period was it necessary 
to resort to the use of such machinery 
for the settlement of any of the eon- 
troversies. 





Georg Jensen Sponsors Exhibit; 
Antique Silver Collection Shown 


One of the most complete collections of 
silver in the world was on display at 
Georg Jensen, Inc., 667 Fifth Ave., New 
York, from February 13 through 21 ina 
comprehensive exhibition entitled ‘‘ Five 
Centuries of Silver.’’ The main items 
were drawn from the collection of Francis 
E. Fowler, Jr., president of Southern 
Comfort Corp., whose avoecation for the 
past 15 years has been his collection of 
drinking vessels in every medium, but 
most especially in silver. In addition, a 
group of Danish silver from the Metro- 
politan Museum of Art was shown. 


Famous British silversmiths from the 
time of Queen Elizabeth to the nineteenth 
century, and outstanding Solonial crafts- 
men were represented by important work. 

One of the highlights of the collection 
was the dozen dessert plates in gilded sil- 
ver. Made in London in 1567, each plate 
bears an engraved picture of one of the 
labors of Hereules. Of great rarity is a 
set of Apostle spoons dated 1617 which 
show a minutely worked figure of one of 
the Apostles on each handle. Only four 
authenticated sets are known. 


In addition, a group of modern {flat- 
ware patterns, which clearly trace their 
inspiration to certain periods of the 
antique silver, were also shown. Especially 
interesting were the contemporary de- 
signs which are often chosen to be used 
in a crisply modern setting, but whose 
ancestry is pure American Colonial or 
Georgian, 





Kentucky Seeks Watchmaker Licensing 


A watchmaker licensing bill has been 
introduced before the present session of 
the Kentucky General Assembly in behalf 
of a group of watchmakers in Louisville. 
Indications at present show no opposition 
to the bill and it is believed it will have 
a fair chance of passage. 
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DIAMONDS 
All sizes — All shapes 


Single cut diamonds, from % to 
7 points, for emblems, wedding rings, 
side stones, etc. 

Swiss cut diamonds, from 8 te 15 
pointers for all kinds of jewelry. 

Full cut diamonds, in small s 
from 8 to 15 pointers and in larger 
sizes, from 16 points to 2 carats each 
for fine jewelry 

Finest polishing from Palestine 


fled qualities. Please ask for our 
new D 





 VEW YORK 


q Richard Jaffe, son of Isaac Jaffe and | q At a meeting of the Yonkers Retail 

grandson of the founder of the A. Jaffe & Jewelers Association held on January 26, 

Son firm, diamond jewelry located at 608 Stanley Botkin, of Botkin Brothers jewel- - 

Fifth Ave. N. Y. is now associated with ers, 7 North Broadway, Yonkers, N. Y.., 

his father and William J. Ober in the was elected president of that organization 44 . 
@ 





576 5th Ave. 
See pean SS 





conduct of their business. succeeding Lester Beerman. Joseph Feld- 





7 man and John Keith were elected to rep- 
4 Max Landau & Co., watch importers, | josent the Yonkers group in the West- 
99 West 48th St., N. Y., recently an- chester County Jewelers’ Association. 
nounced the appointment of three new 
sales representatives: Richard M. Spiegel q A. P. Hemersbach, who for many years, 
who will represent the firm in the North-_| has operated a trade engraving shop, has 
ern Pacific territory; Ray W. Savene, been officially approved by the New York 
who will cover the Middle West area, and | State Board of Education (Division of 
Fred Levey, who will cover the Pacific Vocational Rehabilitation), as a tutor to ai 6) ~~ ())2 ): )) >) By P. ce 
Coast territory. The firm also announced teach individual students the art of en- wn can Vis py AY nA ae 
that Jack Schwartz will continue to rep- | graving. Mr. Hemersbach who in the NECKLACES AND LOOSE PEARLS 
resent them in the Northwest. past has trained a considerable number of REO eat 
students in this field, but who discon- 
q Jerry T. Agate, treasurer of Tavennes | tinued this activity some years ago, has 
Watch Co., Inc., 608 Fifth Ave., N. Y., now actively resumed it with his first 
sailed February 11 on the S. S. America students and is open to take on a few 
ot visit the Tavennes factory in Switzer- more at the present time. 


, will return early this month. 
— = 7 q George H. Cohn, Buffalo wholesale 
q Metro Jewelry Corp., 21 W. 46th St., jeweler, has been elected treasurer of the 
N. Y., manufacturers of gold jewelry, an- | Buffalo Retail Stores Information Bu- 
nounced that their Pacific Coast repre- reau. 
sentative, M. L. Rosenbaum is no longer 


{ ’ 
associated with thern. He has been suc- | @ A business name has been filed in the | i pe Sey FELSENFELD... : 


-eeded by William Turner who will here- Erie County clerk’s office for the Buffalo . 

after ane this territory. Wholesale Jewelry Co., 23 Traymore St., 0,2 MAIDEN LANE NEWYORK 

qTh nt cane : Bualo, by Paul Gross. es oa 
e appointment of two new sales rep- ; eT er 

resentatives, Ralph Sklar, who will cover q Arthur J. Block, president of T. C. 

Tanke, has been re-elected to the board 


the South and Roger S. Ewing, who will 
cover the Western territory including B fdirectors of the Bualo Better Business 
ureau. 


Denver and all of the Pacific Coast, was 
recently announced by Remembrance | q Walter Suckno has opened a new 
Ring Co., Inc., 1 W. 47th St., N. Y. jewelry store at the corner of S. Pearl 
4 Somers-Ernst Co., Ine. and O. J. St. and Hudson Ave., N. Y. He has in- 
Somers Co., Inc., manufacturing jewelers | ©°Tporated the firm as Walters, Inc., with 
and diamond importers located at 42 capital of 200 shares of no par value. 

West 48th St., N. Y., announced the ap- ¢ Buffalo Jewelry Case Co., Buffalo, N. 
pointment of Irving M. Grisham as new Y., announces the appointment of, Frank 
sales representative. Mr. Grisham will H. Jellinek, who has been in a sales 
cover the Southern territory including capacity in Buffalo fo reight years, as 
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48 West 48th St., New York, N. Y. 
















Texas and Oklahoma and will show their sales representative in charge of the com- . y, 
complete line of Soret gold and diamond pany’s Chicago office and midwestern “ORIENTA” 

Jewelry and rings. _ sales territory. r 

q The firm of William Weiser, manufae- q Temporary officers for the newly- COLTURED PEARLS 
turers of platinzm and gold jewelry, lo- | formed Buffalo Guild of Watchmakers of OUALTE ¥ 
cated at 95 Nassau St., N. Y., will hence- were elected at a meeting at Hotel Lafay- : 


er 


forth be known as William Weiser & Son. ette. Prseident Robert Taylor of the New 
William Weiser’s son, Bernard M. Weiser, York State Watchmakers Ass’n. spoke. 
who has been associated with his father The officers are Paul Beckes, president; 
in the manufacture of platinum jewelry Paul Petrocy, vice president; Bert Ros- 
for the past two years, has been admitted ser,, secretary, and William Timby, 
to the firm, treasurer, 


q Jack Meltzer, formerly connected with 
D. Ornstein & Sons Corp., 119 West 24th 


“ = 
P x, f f f fO ‘4 "f 
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1AS< | STREE NEW YORK 











ETERNA 


St., N. Y., where he was controller for a CORRECTION Makers of Fine Watches Since 1856 
number of years, recently announced that U.S.A , 
heise satemel eat “ee . . Agency 

e 1s planning to enter the sales end of In the New York section of the Febru- ETEANA WATCH COMPANY 


the costume jewelry industry. 
d re "9 ary issue an item concerning Imperial OF AMERICA, INC. 


q The February meeting of the New Jewelers, Inc., 16 Court St., Brooklyn, 580 Fifth Ave.. N. Y Bryant 9-8660-8689 
York Guild of the American Gem Society, N. Y., was misleadingly worded. een 
was held on February 17 at Columbia The actual facts are as follows: 


U . 7 . . j - 
niversity Schermerhorn Haill, Amster Al B. Greenberg and Sam Greenberg 





























dam Ave. at 118th St., N. Y. Dr. Ralph acai die ate ih: nin & 

J. Holmes, instructor, of Columbia Uni- J] PUrchased the store o 7 va 

versity, presided at the meeting and de- | Sons, at 16 Court St., Brooklyn, and SIMONS BROS.CO. 
livered an interesting address on ‘‘Iden- changed the name to Imperial Jewelers, 

tification of Gem Materials by X-Ray Ine. Imperial Jewelers, Inc., are not con- 

Methods. ’’ nected with any other jewelry firm in 

q Adolph Rich recently announced that | the New York area and will continue to 

he is no longer connected with Manne & | conduct a retail jewelry business at 16 269 So. 9th ST. PHILADELPHIA 
Son, 74 W. 46th St., N. Y. Court St., Brooklyn. 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catolog 
277 HALSEY ST 


NEWARK 2, N. J. 


ENCRUSTERS 


Stone Engravers 


Ruby & Onyx 
Drilling 


Special Orders 


Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 


 REDIT FORMS 


. contracts 
* receipt books, etc. 
=> FREE samples 


Ss. ry surnamer co. 
370 7th Ave., N.Y. 1, N.Y. 
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Fully 
U.S. Patent sx 0002s 


Write for ilastrated price lst 
CAPITALMFG.CO.}5,.%; A 


LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 

| have REVISED WAYS AND MEANS enabling me 

to de your JEWELRY REPAIRING AND SPECIAL 

ORDER WORK at a REDUCTION of 25% to 50%. 

With Quicker Service and Better Workmanship! 

‘““Send Me Your Next Package.’’ 


STERN 
Repairing of Somelen & Special Order a 
61 Beekman Street New York 7, N. Y. 


WATCH MATERIALS 


Parts for all makes of 
Swiss & American watches, 


Prompt mail service 
Write for Price Lis? © 


DEAN WATCH COMPANY 


116 Nassau S?. New York 7, N. Y. 
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Over 500 NEMJ&SA Members and Guests 
Gather for Evening of Fun and Relaxation 





Fun reigned supreme Saturday night, 
February 2lst, when members of the New 
England Manufacturing Jewelers’ & Silver- 


smiths’ Association and their guests—a 
group slightly over 500—gathered at the 
Sheraton-Biltmore Hotel ballroom in Provi- 
dence for their annual banquet. 

Cares of business were forgotten for a 
time as an exceptionally fine evening of 
entertainment unfolded. The cocktail hour 
preceding the banquet gave those attending 
an opportunity to meet friends from far 
and near. 

United States Senators Theodore Francis 
Green and J. Howard McGrath, the latter 
national chairman of the Democratic Na- 
tional Committee, came in for some good 
natured joshing during the evening. 

William H. Upson, popular writer and 
creator of the Saturday Evening Post 
character Alexander Botts of earthworn 
tractor fame, was the speaker of the 
evening. Discussing “Ergophobia: The Art 
of Being Lazy,” he showed how his own 
case of laziness has brought him more and 
more money as his jobs have improved to 
the state of incolving less work. Mr. Upson 
cited other cases in developing the fact 
that nearly all of the worthwhile accom- 
plishments in this world are made by lazy 
people. 

Other entertainment included solos by 
Jane Thomson, lyric soprano, and Wynn 
Stevens, “sophisticated lady of song”; 
selections by Gypsy Markoff, accordionist, 
and a novelty entertainment by the Dornan 
brothers. 

Each member and guest was presented 
with a handsome souvenir of the occasion 
consisting of an Emerson table radio. 

At the double-deck head table were Les- 
ter F. Morse, new president of the Jewel- 
ers Board of Trade; Mayor Francis J. 
O’Neil, of Attleboro; Congressman Aime 
J. Forand; U. S. Senator J. Howard 
McGrath, NEMJ&SA President Raymond 
L. Wells; U. S. Senator Theodore Francis 
Green; Rev. John E. Wood, who gave the 
invocation; William H. Upson, the speaker; 
Edward O. Otis, Jr., executive secretary of 
NEMJ&SA; Alvin Levine, editor of 
Jewelry; David H. Cleinman, general man- 
ager of Executive Jeweler; Howard H. 
Sweet, chairman of the banquet committee; 
Fred V. Cole, editor of the JEWELERS’ Cir- 





CULAR-KEYsTONE; Charles T. Evans, presi- 
dent of the American National Retail Jewel. 
ers’ Association; Edgar E. Baker, NEMJ 
&SA treasurer; John McNamara, presi- 
dent of the Diamond Peacock Club of 
Boston, and George Richard Frankovich, 


assistant executive secretary of NEMJ 
&SA. 


All Officers of the JSA 
Re-elected at Meeting 


At the annual meeting of the Jewelers’ 
Security Alliance held at the offices of the 
Alliance, 535 Fifth Ave., New York, on 
and to Mr. Murphy and the JSA staff for 
January 30, all officers of that organization 
were re-elected. They are: Walter Eitel- 
bach, president; Victor A. Lambert, Lam- 
bert Bros., vice president; A. H. Arnstein, 
Arnstein Bros. & Co., treasurer; Bert F. 
Young, Jules Franklin, secretary, and Rich- 
ard C. Murphy, executive secretary and 
counsel. 

All members of the executive committee 
with the exception of Otto D. Wormser, 
who has announced his retirement from 
active duty after 20 years of service, were 
re-elected. Daniel Price of Wm. S. Hedges 
& Co., who has been a member of this 
committee for several years, moved up to 
the chairmanship. The committee also 
added William B. Ogush to the Crime 
Committee to replace Mr. Wormser. The 
complete membership of the committee is 
as follows: Walter Eitelbach; Victor A. 
Lambert; A. H. Arnstein; Bert F. Young; 
Roland A. Gsell, R. Gsell & Co., Inc.; 
Henry I. Jacobson, Jacobson Bros.; Wil- 
liam B. Ogush, Wm. B. Ogush, Inc.; H. 
Victor Paul, Wiss Sons, Inc.; Daniel Price, 
Wm. S. Hedges & Co.; W. Waters Schwab, 
J. R. Wood & Sons. Inc., and Richard C. 
Murphy. 

In his annual president’s report, Walter 
Eitelbach mentioned especially the arrange- 
ment which the Alliance made with the 
insurance companies who represent jewel- 
ers’ block policies, under which a special 
preferred rate is given to members oi the 
Jewelers’ Security Alliance in recognition 
of the fact that relatively fewer losses are 
sustained by JSA members than by jewel- 
ers at large and also the further fact that 

(Please turn to page 357) 
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UHAA Executive Secretary 
Completes Whirlwind Tour 


In a recent, jam-packed week and a 
half, January 18 through 29, UHAA and 
NAHS national secretary, Orville R. Ha- 
gans, had a building dedicated to him, 
accepted an honorary degree, addressed a 
new guild, delivered a speech at a na- 
tional convention, and visited and inspect- 
ed almost a dozen watchmaking schools 
in Pittsburgh, Washington, Baltimore, 
Philadelphia, New York and Chicago. 

High point of the trip was the dedica- 
tion of Sheradon Hall, main building of 
the Western Pennsylvania Horologiecal 
Institute, to O. R. Hagans as founder in 
1934 and only secretary of the United 
Horological Association of America, A 
degree of Moster of Horology was con- 
ferred upon Mr. Hagans at the dedication 
ceremony. 

As part of his two-day visit there, Mr. 
Hagans in company with William O., 
Smith, president of WPHI, spent con- 
siderable time in the school’s experi- 
mental laboratory and classrooms, 

He visited two schools in Washington, 
D. C., January 20: the Peters School of 
Horology and the Washington Technical 
School. He was accompanied on his visit 
of the Peters’ school by four national off- 
cers of the Disabled American Veterans 
Association. 





national 


during UHAA 

executive secretary Orville R. Hagans' Janu- 

ary 20 visit to the Peters School of Horol- 

ogy, Washington, D. C., are: C. M. Knoble, 

Washington public relations expert; Forrest 

Peters, O. R. Hagans and J. Brown, dean 
of the Peters school. 


Shown together 


January 21 at the Lord Baltimore Ho- 
tel, Baltimore, Md., June site of the 1948 
national UHAA convention, he spoke to 
approximately 200 local watchmakers of 
an overflow crowd which jammed the 
meeting room and filled the halls outside. 
An estimated 75 persons were forced to 
turn away. Speakers included William 
Parker, sales manager of the hotel, and 
Secretary Hagans. He outlined the bene- 
fits of organization and promised the co- 
UHAA to the new guild. Observers stated 
operation of the national office of the 
that there is a great deal of enthusiasm 
for the new organization, and in the hands 
of its capable officers it is well on its way 
to successful growth and maturity. 

Earlier in the day Mr. Hagans visited 
Baltimore’s two watchmakers’ Institutes in 
an unofficial association capacity. 
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In Philadelphia, January 22 and 23, Her- 
man Pedrick, president of the Horological 
Association of Pennsylvania, and Walter 
Stoeckel, UHAA exectuive board member, 
joined Mr. Hagans in visiting the Baron- 
ian School of Watch Repairing, Esposito’s 
School of Watchmaking, and the Philadel- 
phia College of Horology. These three 
association officials later met with local 
guild officers to discuss association ac- 
tivity. 

At the Hotel Commodore in New York, 
January 25, Mr. Hagans addressed the 
second annual convention of the Watch 
Material Distributors’ Association on the 
subject, “What the Watchmaker Expects 
of the Material Distributor.” This meet- 
ing was followed by several days of con- 
versation with industry leaders, manufac- 
turers, and retailers. Subjects under 
discussion included business prospects for 
the watchmaker and jeweler in the imme- 
diate present and in the future. The 
studied opinion of those best in a posi- 
tion to know is that some recession is 
likely and that a conservative buying and 
selling program is the safest and best busi- 
ness policy. 

Accompanied by their proprietor, A. F. 
McGhee, Mr. Hagans visited the New Jer- 
sey Schools of Watchmaking in Jersey City 
and Newark, January 26. 

Between trains in Chicago, January 29, 
he visited a final school, the Chicago In- 
stitute of Watchmaking. 





To Represent Church & Co. in South 


Church & Company, manufacturing 
jewelers, Newark, N. J., announces the 
appointment of Mario Rodrigues as Soutk- 
ern representative. 








Letter to the Editor 








Suggests Cooperative 
Appraisal Bureau 


It is my opinion that there is a crying 
need in the industry for a central apprais- 
ing bureau, and I propose to set up such 
a bureau on a cooperative membership 
basis, provided I get a sufficient number 
of retail jewelers to join the association, 
thus warranting the expense involved in 
creating this organization. 

I would liquidate my retail business and 
devote my time exclusively to the associa- 
tion. The methods of operation would be 
for a member firm to pay an annual fee, 
which would cover a certain number of 
appraisals, limited as to amount or 
quantity. There would be a scale of fees 
for additional appraisals in the course of 
a year. Each member would also receive 
some form of sign to be displayed which 
would inform his customers of his member- 
ship in the association. 

I would appreciate comments from re- 
tail jewelers, as to their acceptance and 
probable patronage of such an association. 

Very truly yours, 
STEVEN W. Kocnu, Jeweler, 
90 West 57th St., New York. 
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MEMORANDUM SELECTION: 
UPON REQUEST 


607 FIFTH AVE. 
NEW YORK, N. Y. 


TELEPHONE Plaza 3-2719 
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REPAIRS and PLATING 
in GOLD and SILVER 


“29 Years of Continuous 
Service to the Trade 





(Before) 





Highest 


Quality 
Workmanship 











HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVES—REFINISHED 
REPLATED—LACQUERED 
Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Slilversmiths 
17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 














Match Diamonds 


| match stones 

to any size and 

in any quantity. 
V 


Speedy On-Approval Service 
Wire Collect 


, Vv . 

VW Weinberg 
DIAMOND COMPANY, tnc. 
580 Fifth Ave., New York 19, N.Y. 
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Pacific Northwest Salesmen 
Organize ‘Evergreen Ducks’ 


Organized by a group of jewelry sales- 
men who travel the VPacific Northwest 
region, the Pacific Northwest Jewelry 
Travelers, to be known as the ‘‘ Ever- 
green Ducks,’’ held its first official meet- 
ing at a dinner held in the Rose Room 
of the Multnomah Hotel on November 
15th. Some 30 traveling men attended 
and unanimously decided to formulate 
the organization which will be distinctive 
in serving its members as well as to assist 
the state jewelers’ associations of Ore- 
gon, Washington, and Idaho. 


Officers of the Oregon State Jewelers’ 
Association and President Richard Tal- 
cott of Olympia were present. Regional 
Vice-President A. W. Molin, ANRJA, 
was also present as a guest of the 
travelers. 

Officers elected at the initial meeting 
were: Roger W. Fliesbach of Seligman 
Jewelry Co. and Emil Braude & Sons, 
president; John W. Hepburn, Mayer 
Bros., vice-president; secretary-treasurer, 
Jeff Kay of The Gruen Watch Co.; Ed- 
ward N. Weinbaum, executive secretary. 





JEFFREY 
FLIESBACH KAY 


ROGER W. 


Members elected to serve on the execu- 
tive board were Howard C. Ball, Columbia 
Diamond Rings; Serge Becker, Elgin 
National Watch Co.; Jack Epstein, Bul- 
ova Watch Co.; Don Liddycoat, R. Wal- 
lace & Sons; Ronald J. Mellinger, S. H. 
Clausin Co., and Tom Meader of Butter- 
field Bros. 

Resolved functions of the ‘‘ Evergreen 
Ducks’’ are to bring the salesman and 
retailer into closer harmony, co-operate 
with retailers at state conventions, build 
a larger attendance at their respective 
sessions, and further the interests of the 
jewelry business generally. 

The travelers’ first activity was its 
participation at the Oregon State Jewel- 
ers’ Convention which was held in Port- 
land, January 25, 26, and 27. Members 
of the ‘‘Evergreen Ducks’’ displayed 
their jewelry lines at the reserved two 
hotels. Similar plans are being made to 
take part in the Washington Retail 
Jewelers’ Convention in Spokane on May 
1, 2, and 3. 

Howard C. Ball, chairman of the mem- 
bership committee for the newly organ- 
ized ‘‘Evergreen Ducks,’’ reports excel- 
lent response, with inquiries pouring in 
from all over the territory. Mr. Ball 
requests that all interested traveling men 
contact him, one of the committeemen, 
or the executive secretary, 


Watch-Rating Classes Schedule 
Announced by Charles Purdom 


Charles Purdom, veteran watchmaker 
has started the second series of three-day 
classes in watch-ratmg to be conducted at 
the Fidelity National Bank, Oklahoma 


City, Okla. The classes will he divided 
into three groups: one for students and 
apprentices, another for expert watch- 
makers, and the third for horologie 
school instructors. 

Instructors will cover the cause of 
errors in watch-rate and the most efficient 
means of correction. The purpose of the 
classes is to assist all watchmakers ty 
become so expert in watch-rating that the 
investment of their time at these clasgeg 
will be quickly repaid in faster, bette; 
and more economical work. The natura] 
result should be more customers, fewer 
call-backs, and consequently greater pro- 
fits, when their advance knowledge jg 
applied at the bench. 

There will be no charge for instruction 
but loupes, tweezers and similar tools, as 
well as several watches, should be brought 
to the classes. Enrollment should be 
made one week in advance, and if. hotel 
reservations are required, this fact should 
be stipulated. It is not necessary to be 
a WatchMaster owner to attend, 

The classes are scheduled as follows: 
For horological school instructors—Marech 
7-8-9; April 11-12-13; May 7-8-9; and 
June 6-7-8. For students and apprentices 
—Mareh 14-15-16; April 18-19-20; May 
90-21-22, and June 18-19-20. For ad- 
vanced watehmakers—March 28-29-30: 
April 25-26-27; May 28-29-30; and June 
28-29-30. 
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Earrings in various patterns in 14 KT 
Green and Red Gold. 

St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match. 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes. Ear- 
rings, Cuff Links and Studs to match. 


Our comprehensive line of 
Gold, Platinum and Enam- 
el Novelties, tncluding 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A.MILLER & CO., Inc. 
anufacturers 
64 West om Street 

New York 
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The West Coast 


q David Diamond, manufacturer’s repre- 
sentative for Jacoby-Bender Wateh At- 
tachments, has moved his offices to 915 
Pershing Square Bldg., Los. Angeles, 
Calif. 

q The Granat Mfg. Co., formerly located 
at 150 Post St., San Francisco, Calif., are 
now located in new and larger quarters 
at 114 Geary St., that city. 

q Morris Kaplan & Sons, manufacturers 
of diamond rings and colored stone dia- 
mond rings, 21 West 46th St., N. Y., an- 


JIMMY CERF 





nounced the appointment of Jimmy Cerf 
as Pacific Coast sales representative, with 
headquarters at 177 Post St., San Fran- 
cisco, Calif. 

moved his offices from Room 509, Metro- 
q Louis Bold, wholesale jeweler, has 
politan Bldg., Los Angeles, Calif., to 
larger quarters in Suite 802 in the same 
building. 

q James Leuy, who has been in the 
jewelry business for the past ten years in 
Seattle, Wash., has purchased the Hoff- 
man Jewelry Store at 740 Broadway, 
Oakland, Calif. 

q George Dolin, manufacturer’s repre- 
sentative for several large Eastern jewel- 
ry firms, has made plans to enlarge his 
offices at 707 South Broadway, Los 
Angeles, Calif. 

q Goldbal of California, manufacturers of 
costume jewelry, has moved from 430 8. 





Salesrooms of Palomar Company 
Now Located in Larger Quarters 


Because of its steadily increasing pat- 
ronage, the Palomar Co. was forced to 
move its wholesale jewelry showrooms 
into larger quarters in Suite 804, Metro- 
politan Building, Los Angeles, Calif. 

Attractively furnished in modern decor, 
the new showrooms are designed for 
spacious comfort and afford three times 
as much space as the concern’s previous 
location. 

Owners Harold and Louis Weisbrod 
have announced that in addition to its 
regular line of jewelry, the firm will also 
concentrate on importing Swiss watches. 











Personnel of the Palomar Co. pictured in 
the firm's new headquarters in Suite 804, 
Metropolitan Building, Los Angeles, Calif. 
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Broadway, Los Angeles 13, to 1628 
Venice Blvd., Los Angeles 6. 

q Alexander Swirsky of Swirsky & Ehr- 
lich, wholesale diamond importers of Los 
Angeles, will spend the next few months 
in the firm’s Antwerp office, where he in- 
tends to survey the world diamond mar- 
ket. 

q Joseph Peck has opened a new retail 
jewelry store on Manchester Blvd., Ingle- 
wood, Calif., bearing the name of Morn- 
ingside Jewelers. Mr. Beck was in the 
retail jewelry business for many years 
in Cleveland, O. 

q Ervin Cline has purchased Bringleson’s 
Jewelry Store,fi San Pedro, Calif., which 
has been in the same location for over 20 
years. Mr. Cline was a former partner 
in Keber & Cline Co., wholesale jewelers, 
315 West Fifth St., Los Angeles, Calif. 

q Robert P. Alexandria, formerly with 
the Veterans Administration Training 
Office, has purchased Balleros Watchmak- 
ing School. He has changed the name to 
California Horological Institute and 
moved the school to new quarters at 345 
South Hill St., Los Angeles, Calif. 





Change of Ownership Announced 

The retail jewelgy store of J. F. Kohler 
& Sons, Richmond, Va., has been  pur- 
chased by the Miller & Rhoads depart- 
ment store. The Kohler store was closed 
on January 29 and the entire stock moved 
to Miller & Rhoads who made the pur- 
chase as a step in their program of ex- 
panding their jewelry activities. 

The Kohler Jewelry Co. was established 
in 1856 and was under the management 
of John F. Kohler, II, a grandson of the 
founder, at the time of the sale. 








SERVICE 
GUARANTEED 


Twenty years continual ser- , 
vice to the trade has. \ 


|| created for us a prestige 


worthy- of our name. To our new cus- 
tomers we say, “For better service .. . 
for-finer workmanship . . . send your next 
job to us with assurance of complete 
satisfaction.” 

Simulated Pearls Restrung 

40¢ per strand (plain) 
A complete line of Sterling Silver, 
Gold and Rhinestone Clasps in stock 
at all times. 


Also Parts for Broken Clasps. 
Send For Price List, 


American Bead & Novelty Co. 


71 Nassau St., New York 7, N. Y. 
Tel. BArclay 7-2397 
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CASTING MACHINES 


OVENS « FURNACES 
INVESTMENT « WAX 
CRUCIBLES 
FLASKS « SPRUE BASES 


Send for equipment and 
supply price lists. 
GOLD CASTING 
COSTUME JEWELRY 
WHITE METAL CASTING 
PLATINUM CASTING 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. Est. 1865 
PRECISION CASTING EQUIPMENT and SUPPLIES 


95 Bedford Street 
WAtkins 4-8880 


Equipment and Supplies 


CASTING 


immediate delivery 


MOLDING RUBBER 





New York City 14 
Cable Address HOWDAH 
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Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
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q Three outstanding events in New Eng- 
land jewelry circles will take place in 
Boston during the month of April, and 
plans are being worked out for all three 
affairs. First of these will be the annual 
meeting and dinner of the Massachusetts 
and Rhode Island Jewelers’ Association. 
Directors of the Association met at the 
Hotel Bellevue on February 25, and com- 
pleted details of the banquet which will 
be held in the Parker House on Wednes- 
day, April 7. Business meetings will take 
place in the afternoon, and a floor show 
and dancing will follow the banquet. 


q This dinner will be followed closely by 
that of the Diamond Peacock Club to be 
held at the Hotel Somerset on Saturday, 
April 10, with souvenirs for the invited 
lady guests and dayging to follow the 
banquet. Members of the committees are 
working hard to make this one of the out- 
standing events of this club. 


q Third event in April will be the 20th 
anniversary dinner of the Boston Jewel- 
ers’ Bowling League, to be held at the 
Hotel Gardner on Saturday, April 24. Be- 
cause of the anniversary, a much larger 
attendance than usual is planned, with 
heads of all firms represented in the 
bowling league being among _ invited 
guests. More than 200 are expected, and 
the dinner will be followed by a floor 
show. 


q ‘‘Diamonds in Industry’’ was the sub- 
ject of a talk by F. F. Gilmore at the 
February 25 meeting of the New England 
Guild of the American Gem Society at 
the Harvard Faculty Club. An hour’s 
laboratory work preceded the dinner 
which was followed by a gem quiz and 
another laboratory session. Following 
the January meeting, 20 of the students 
remained an extra half hour for instruc- 
tion on the petrographic microscope un- 
der the leadership of Prof. Cornelius 8. 
Hurlbut, of Harvard University. Plans 
were discussed at the last meeting for 
attendance at the conclave to be held in 
Washington, D. C., Mareh 20, 21, and 
22, and several members expect to make 
the trip. 


q During the next couple of months, ex- 
tensive alterations will take place on the 
fourth floor of the Washington Building, 
where the R. L. Makepeace blueprint firm 
vacated on March Ist. The Barry & Ep- 
stein Co. will expand from Rooms 400 
and 401 to 402, now occupied by Joseph 
Gann, and also will take over Room 417 
for stock purposes about April 1. This 
will more than double their present area. 
At the same time, Joseph Gan will take 
over four rooms, 404-5-6 and 7, more than 
doubling his former space. Complete ren- 
ovation, with new cases and shelves will 
take place in both stores. 


q Floor by floor during the last several 
years, openings have been cut through be- 
tween the Jewelers and Washington 
Buildings. Only the sixth floor remained 
unconnected. Now an entrance is being 
cut through, taking some space from the 
quarters occupied by S. Bloomfield and 
Harry Goff, Room 601, Jewelers Build- 





NEW BAGLAND 


ing. This will complete the series of floo; 
connections between the two buildings, 


q Things are stirring in the Nathaniel | 
Goodman quarters on the 10th floor of the 
Jewelers Building. While Mrs. Goodman 
is enjoying Floridian sunshine, ‘‘ Nat”? jg 
attending to complete renovation of the 
place. Meantime, his secretary, Miss 
Nancy N. Bender, is planning a Bahamas 
honeymoon after March 20 with her hys. 
band, Charles W. Larsen. 


q Mrs. Rese Marshall, secretary of the 
Travis, Farber Co., Jewelers Building, 
took the leading role in a play written by 
her husband, Joseph, and presented by 
the Dorchester Women’s Republican Club 
recently. It was a one-act play called, 
‘*Believe Me! ’’ 


q Plans for a company party to observe 
their 50th anniversary are under way in 
the I. Alberts’ Sons firm on the 8th floor 
of the Jewelers BZuilding. The date has 
not been set, but a gala affair is prom- 
ised. 


q Thomas Moody, formerly associated 
with the Goldland Jewelry Co., Washing- 
ton Building, took over the quarters for- 
merly occupied by Alice Galvin, 705 
Jewelers Building, on February 1, and is 
operating a general jewelry store there, 


q Miss Dorothy Saint-Germain has joined 
the Roy I. Spring jewelry shop in Room 
706 of the Jewelers Building. 


q Melville Stein, diamond dealer of Ak- 
ron,, Ohio, was a recent visitor at the 
Louis F.. Guiness, Inc., place, 711 Jewelers 
Building. 


q Herbert Faithful, and son Herbert, Jr., 
representing Glycine and Imperial 100th 
anniversary watch lines, called recently 
on their New England agents, the Mauran 
Watch Co., operated by Roy Brooks, with 
a complete and up-to-date line, and Mr. 
Brooks sees prospects of a 20 per cent 
eut on imports during the coming year. 
due to labor and quota situations in Swit- 
zerland. 


q New panel paintings on the tiny back- 
drope in four wall display windows in the 
Jorge Epstein quarters, 605 Jewelers 
Building, are attracting favorable com- 
ment. These paintings, marine settings 
this time, and affording nice displays for 
numerous items in gold, are changed 
frequently. During February, a series of 
old-time lace Valentines occupied a prom- 


inent position in the front display 
window. | 
4 Philip Trachtenberg, 609 Jewelers 


Building, spent several weeks of Febru: 
ary in Kingston, Ontario, visiting his 
daughter, after passing out cigars and 
accepting congratulations as grandfather 
of a baby girl, Lynn Fredda Greenblatt. 


4 ‘‘Ed’’ Beaulieu of the George T. 
Springer Co., Portland, Maine, plans to 
open a new two- story jewelry store close 
to the old location on April 1. Gifts and 
silverware will be displayed on the second 
floor, with the street floor given over to 
a complete line of jewelry. 
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Mrs. Michael W. Mahar of the 
Engstrom firm attended the 

‘+h Material Distributors Association 
pert held in New York City recently 
in the Hotel Commodore. 


the many New England jewelry 
ao which exhibited at the March Gift 
Show, from the 1st to 5th, at the Parker 
House were: I. Alberts’ Ine. ; A. Berk 
Jewelry Co.; Carousel Creations, Ine. ; 
Colton-Lewis, Ince. ; Nathaniel I. Good- 
man, Ine.; Herbert A. Guiness ; Mahar 
& Engstrom Co.; Norling & Bloom 
Co.; D. C. Percival & Co. ; William Sel- 
berg; M. Morton Selig; Smith & Zaff; 
Sweetland & Sons, Katherine Murphy 
Co.; Waltham Watch Co.; Wolfsheim & 
Sachs; Arthur B. Wright; and B. Yaffe 


Sons. 
q Majoric A. Noury of Manchester, N. H., 


js recuperating from a recent illness, 


q Mr. and 
Mahar & 


4 Joseph Desjardins of Manchester, N. H., 


is back at his store after a South American 


trip. 
4V. R. O'Connell of Greenfield, Mass., is 
ill at the Veterans Hospital in that City. 


4 Mrs. A. Earl Wilson of Springfield, Vt., 


is home from the hospital after a serious 
operation. 


q Lloyd Brown of Presque Isle, Maine, is 
moving his jewelry shop from its upstairs 
location to the street-floor level. 


4 Third-floor romances between the Jewel- 
ers and Washington Buildings have nothing 
on the second floor, it seems. William A. 
Rushton of the Jewelry Department of the 
D. C. Percival Co., Jewelers Building, was 
married on January 18 to Miss Betty 











ANOTHER 


IMPROVED 
PRODUCT 







Seamless and solderless—made in one 
piece—exceptionally strong and dur- 
able. Each one fully guaranteed. Made 
in 14 K Gold in both natural yellow 
and white. Also in Stabrite quality, 
natural yellow and white. 


Manufacturing Company 
21 Audubon Ave., N. Y. 32, N. Y. 


Sold through wholesale 
jewelers only or write 
giving us your whole- 
saler’s name and address. 
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Hutchinson, of the Kettell, Blake & Read 
firm, second floor of the Washington Build- 
ing. Perhaps that newly installed doorway 
between the two buildings had something 
to do with it. 

q M. Wolf, diamond setter, formerly with 
J. M. Michelin, 702 Washington Building, 
recently moved to the 10th floor of the 
Jewelers Building. 


q John H. Baker, New England salesman 
for Jacobson Brothers, New York, for the 
past 40 years, and who recently retired, has 
been spending the winter months in 


Florida. 
q Mr. and Mrs. Gordon E. Cranshaw, who 


operated the jewelry store known as Cen- 
tral Music Store, Brockton, left recently 
for Colorado Springs, Colo., selling out to 
two young G.I.’s who will operate the 
place. 

q Irving G. Green of Lux, Bond & Green, 
Hartford, Conn., together with William 
Green of Bank St., Waterbury, Conn., re- 
cently returned from a California trip. 

q Papers of incorporation recently were 
drawn up and the firm is now known as 
Lund Jewelers, Inc., 222 Clarendon St., 
Boston. Clifton B. Lund is president and 


treasurer; Clarence B. Lund, assistant 
treasurer; and Mrs. Lund is named as 
clerk. 


q Florida vacations for Greater Boston 
jewelers are in season. Among those who 
headed for the sunny climes last month 
were: Harold Barry of the Barry & Epstein 
Co., Washington Building; Mr. and Mrs. 
Henry A. Sanders of 706 Washington 
Building; Mr. and Mrs. Arthur S. Kelley 
of Norling & Bloom, Washington Building; 
Mr. and Mrs. William J. Corsaro, of 
Washington Building; B. Aronson of the 
firm of the same name, Washington Build- 
ing. (Son Edmund had just returned from 
a January trip to Florida); and, from a 
little farther north, Mr. and Mrs. Irving 
A. Moody, of Waterville, Maine, also 
joined the Floridians. 
q Florida’s sunshine may be ideal for some 
snow-bound northerners, but, for real 
sports, it took Henry Kamlot of the Wash- 
ington Building, and Clarence Lund, of 
Lund Jewelers, Inc., to head for Sun Val- 
ley, Idaho, for a three weeks’ skiing vaca- 
tion. 
q Painters were busy during February in 
the quarters occupied by Smith & Zaff and 
Daniel Curran, 309 Jewelers Building, with 
the result that heel prints on the walls 
behind the counters have disappeared. 
q Rolling their way down the alleys toward 
the climax of the season, members of the 
Boston Jewelers Bowling League were 
headed at last scoring by the D. C. Per- 
cival team, a spot which may or may not 
be changed by time of the finals. 
q Among out-of-town visitors who stayed 
over a few days after the Boston Jewelers 
Club banquet were: Mr. and Mrs. Philip 
L. Brault of Montpelier, Vt.; Mr. and 
Mrs. Joseph Moran, of Springfield, Mass.; 
and A. T. Purdy of Gardiner, Maine. 
q Herbert W. Stranger is recuperating 
from illness contracted when he was in 
New York to attend the 24 Karat Club 
banquet. 

(Please turn to page 348) 
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Harry B. Mahan Co. 


Jewelry Box Division 
320 W. South St. 


Indianapolis 4, Indiana 














Why Don't You 
Do Watch Repairs 
The NATIONAL Way... 


Making repairs on modern watches today is 
a job for a specialist . . . a specialist who 
really keeps up with new design and manu- 


facturing methods and in testing equipment. 


NATIONAL WATCH REPAIR 
SERVICE ARE SPECIALISTS 
Specializing on watch repairs for the trade 
for over 26 years. You can use the NATIONAL 
WAY and eliminate the mess of spare parts 


untidy equipment. When 
repairs YOU 


headaches and 
NATIONAL does your watch 
make more PROFIT. 


All repairs unconditionally guaranteed and 


returned in 10 days to 2 weeks. 


Every watch electronically tested 
to 1/1,000th of a second on the 


WESTERN ELECTRIC 
WATCH MASTER 


Send a Trial Package and Be Convinced 


NATIONAL 


Watch Repair Service 
Bonded Watch Repairs 
150 Nassau St. New York 7, N. Y. 





347 














A NEW SERVICE 
FROM AN OLD FIRM 


@ Peerless Platers wants to serve 
you from its modern shop. 


@ We are now ready to accept your gold and 
silver replating and rebuilding. 

We are fully equipped to rebuild and re- 

— hollowware, candelabra and silver ser- 
ce 


° We offer you maximum quality at minimum 


cost. 

© We are the oldest silversmiths and platers in 
the west. 

© We employ only the finest, most skilled 
craftsmen. 


@ Write or phone today for a price list. 
FREE PICK-UP AND DELIVERY SERVICE 
WITHIN LOS ANGELES METROPOLITAN 
AREA. 


PEERLESS PLATERS 


associated with JEWELER'S SERVICE 
specialists In repairing expansion bands and 
bracelets. 


743 Ceres Avenue, Los Angeles 21 
Phone Vandyke 5417 
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Universal Jewerry Case Co 


CHicopee. MassacHuSeETrTs 








1233 SIXTH AVE.. 
NEW YORK 19. &. Y. 











NEW ENGLAND 
(From page 347) 


q They won’t admit that Leap Year had 
anything to do with it. But, a popular 
third-floor couple in the Washington Build- 
ing, Dorothy Butler of the Kelleher, Beck- 
with Co., and Robert McLaren of the 
Herbert W. Stranger Co., whose acquaint- 
ance dates back to old Smith-Patterson 
days, have just announced their engage- 
ment. 

q Mollie MacKnight, of the jewelry repair 
department of Thomas Long & Co., was 
married on Feb. 7 to Daniel Snitko, 
watchmaker with the same firm. Employees 
of the firm staged a party for the couple 
at the Myles Standish Hotel on Feb. 4. 

4 Sam Berman, formerly with Solomont & 
Ettinger, has “switched to Smith & Zaff,” 
according to picture post-card announce- 
ment which is causing much favorable 
comment in jewelry circles. 

q New horseshoe-shaped counter-cases have 
replaced four smaller display cases in the 
John Kennard Co. store. Topped with 
crystal glass and with curved glass fronts, 
the display sections of the new counters 
have ground-glass slides at the back, afford- 
ing attractive display for jewelry and 
rings. 

q Harry Orkin, old-time jeweler of Boston, 
and brother of William J. Orkin, 1003 
Jewelers Building, died on Feb. 6, 1948. 


q Thomas W. Sim, of 8 Winter St., Boston, 
watch repairs and, during the war an 
aviation instrument inspector, died on Feb. 
9, 1948. 

q Chester W. Cook. of Marblehead, member 
of the jewelry firm of Doyle & Clark, 
Lynn, until his retirement a few years 
ago, died on Jan. 26, 1948. He was a 
member of the Retail Jewelers Association. 
qClinton L. Barnard, jeweler of Milford, 
Mass., for more than 60 years, died on 
Feb. 1, 1948. 

q Edwin R. Russell, old-time diamond cut- 
ter, at one time with Tiffany’s and later 
associated with Hodgson & Kennard, Bos- 
ton, an invalid for many years, died on 


Feb. 6, 1948. 


Honor W. A. Davis With Party 
On His 50th Anniversary With Firm 


In honor of Willard A. Davis’ 50th 
anniversary with the firm, a _ surprise 
party was held on Wednesday afternoon, 
February llth, at the S. & B. Lederer 
Co., manufacturing jewelers of Provi- 
dence, R. I. 

Mr. Davis started as an errand boy in 
1898 and has been factory superintendent 
for many years. To commemorate this 
memorable occasion, Irving Lederer pre- 
sented Mr. Davis with a gold watch and 
employees presented Mr. Davis with a 
sum of money. Mrs. Davis was given a 
brooch in honor of the anniversary. 








Watchmakers Ass'n of New Jersey 
Severs Affiliation with UHAA 


At the January meeting of the Watch- 
makers’ Association of New Jersey, the 
subject of that organization’s affiliation 
with the United Horological Association of 
America was thoroughly discussed with 


special regard to the new dues of $8.00 
established at the UHAA’s annual con 
vention, held in Charlotte, N. C., last Se 
tember. It was the sentiment of = 
membership that this matter should have 
been presented to the state association jp 
advance so that the reaction of the mem. 
bership could have been recorded. 

It was decided by unanimous vote to 
sever afhliation with the UHAA, and once 
more become an independent state asso- 
ciation. Annual dues of $10 were con- 
tinued, $2.00 of which will be used for 
subscription to the American Horologist 
and Jeweler. 

At this meeting it was voted to send a 
CARE package to a needy watchmaker in 
Europe. A very interesting sound picture 
from the Gruen Watch Co. was also 
shown. 

The February meeting was held at the 
Essex House on February 10. A repre- 
sentative from the Veteran’s Bureau spoke 
at the gathering and gave a good deal of 
information on veteran watchmakers. 





Fountain Pen and Pencil Industry 
Submits Trade Practice Code to FIC 


On Friday, January 23rd, the Fountain 
Pen and Mechanical Pencil Manufacturers 
Association agreed upon 12 industry-wide 
fair trade practices and submitted them 
on a preliminary basis to the Federal 
Trade Commission. Marking the _indus- 
try’s first attempt to arrive at an overall 
fair trade practice code, discussion and 
adoption of the rules occurred at a com- 
mission hearing at the Hotel Pennsylvania 
in New York. 

The trade practice rules involve pro- 
hibitions against such _ practices as 
defamation of competitors and product 
disparagement, false representations in 
guarantees and warrantees, misrepresen- 
tations and misbranding, false deceptive 
selling methods, and various activities 
prohibited by the anti-trust laws and 
other Federal legislation and state penal 
codes. 

Both N. L. Pearce, association president, 
and Henry Miller, director of the com- 
mission’s trade practice bureau, who pre- 
sided, emphasized that the code adopted 
is subject to change after discussion at 
future hearings in Washington. Mr. Miller 
forecast, “in a matter of months,” final 
adoption of a code under which the com- 
mission can take action against violators. 















Model No. 222-A 
@ 17 Jewels 
@ 14K Gold Case 
@ 6 Genuine Rubies 
@ Rhinestone Dial 
@ Gold Filled Bracelet 
1 @ Dome Glass 


$29.95 


Ask For Catalog 


Mail Orders Filled soggy Send 
Check, Money Order or C.O.D. 


Lugerner’s 
The house of fine watehes since 1695 
ONE PARK ROW, NEW YORK, N.Y. 
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The largest crowd that ever turned out 
for the annual banquet of the Boston 
Jewelers Club gathered at the Hotel Statler 
in Boston, on the evening of February 7— 
nearly 1200 strong—for this, the 60th in 
the club’s series of annual banquets which 
began in 1888. So big was the crowd that 
many of them had to be accommodated 
in the balconies of the Statler ballroom 
and in the foyer at the entrance. 

Guests of honor who were escorted to 
their places at the head table on the dais 
by the members of the reception commit- 
tee included: Hon. Frederick W. Cook, 
Secretary of the Commonwealth of Massa- 
chussets; Major-General Frank A. Keat- 
ing, Commanding General First Service 
Command; Colonel Harold C. Vanderveer, 
First Service Command; Captain Glenn 
M. Shahan, First Service Command; Cap- 
tain H. C. Fitz, U.S.N., Chief of Staff, 
First Naval District; Lieutenant-Com- 
mander A. W. Whitney, U.S.N., Aide First 
Naval District; Rev. John Nicol Mark, 
First Congregational Parish, Arlington, 
Mass.; P. M. Fahrendorf, President 24 
Karat Club of The City of New York, 
President, THE JEWELERS’ CrrRCULAR-KEY- 
STONE; George Engelhard, President; Na- 
tional Jeweler; Edgar E. Baker, Presi- 
dent, Jewelers Board of Trade; Robert 
A. Abbott, President, Massachussetts and 
Rhode Island Retail Jewelers Association; 
Arthur F. Bleckstein, President, Boston 
Jewelers Bowling League; Raymond L. 
Wells, President, New England Manufac- 
turing Jewelers’ and Silversmiths’ Asscia- 
tion; John F. McNamara, President, The 
Diamond Peacock Club, and_ Sinclair 
Weeks, President, The Silversmiths Guild. 


1948 Banquet is Boston Jewelers Biggest 





SOLARPRUF 
DOES IT AGAIN 


Introducing: 

The "North-Lite" Window Shade. It shuts out 
the sun but lets in the much needed North 
Light required in your work. Eliminates the 
necessity of all artificial lighting. 

The "North-Lite’ can be measured for and 
installed in the same manner as an ordinary 
window shade. 

immediate Delivery 
For sample and full particulars 


Call or write: 


SOLARPRUF SHADE CO. 


CHelsea 3-598] 
228 Seventh Ave. New York II, N. Y. 














For Marcn, 1948 
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Following the singing of the National 
Anthem and the invocation by the Rev. 
John Nicol Mark, the usual sumptuous 
dinner was served, and a 12-act show pre- 
sented. Following the tradition of the club, 
speeches were conspicuous by their ab- 
sence, this being strictly an evening for 
good fellowship and jollity. 

Each member and guest was presented 
with a handsome souvenir of the occasion 
consisting of a gold plated lady’s mesh bag 
by Whiting & Davis which is pictured in 
the accompanying illustration. 

At the close of the formal festivities, the 
banqueters as usual retired to the suites 
and rooms throughout the hotel for in- 
formal parties and receptions. 

The committee in charge of the affair 
consisted of the officers, J. Gould Cook, 
President; Allen Davidson, Vice-President; 
Ellsworth W. Read, Secretary-Treasurer, 
assisted by the directors who are: Roy S. 
Brooks, John S. Kennard, Carl F. Law- 
ton, Albert S. Munnis, Sturgis C. Rice 
and Herbert L. Thomae. 

Frederick T. Widmer acted as chairman 
of the reception committee whose other 
members were: Fred M. Burton, C. Edward 
Cotter, F. Forrest Davidson, S. Sydney De, 
Young, George E. Frye, B. M. Getman, Leo 
C. Graham, William J. Harber, W. A. 
Kinsman, Edmands P. Lingham, Denham 
C. Lunt, Howard A. Martin, Paul W. Mon- 
ohon, Benjamin D. Shreve, Charles 
Thomae, Jr., Herbert D. Thompson and 
Arthur W. Weatherbee, Jr. 





% 

e : 
- 

7 
~~ 


oe 

. 

. 

gedit x 

Ken 
P 

« 

> 


ay: 
AW HEE: 
Rtas id 





Spear 
: oa 


OS 





Souvenir of the Boston Jewelers Club ban- 
quet was this chic ladies gold plated mesh 
bag made by Whiting & Davis Co., Plain- 
ville, Mass. 





















... THIS 
RACINE- 


UNIVERSAL MOTOR 
FOR JEWELERS’ LATHES 


For long, trouble-free, wholly dependable lathe 
power service, specify this newest model RACINE- 
Universal Fractional Horsepower Reversible Mo- 
tor. Designed with a dynamically balanced ar- 
mature, it develops 1/12 H.P. Housing has a 
sturdy, attractive crackle finish, and the base 
pedestal is substantially wide. Equipped with 
Allen-Bradley Foot Rheostat that provides speeds 
from zero, gradually increasing to maximum. 
Turns up 13,000 R.P.M. without load — 
R.P.M. with full load. 


Canadian Representative Chas. A. Branston, Ltd. 
2508 Yonge St., Toronto, Ontario, Canada 


RACINE UNIVERSAL MOTOR CO. 


1637 Goold St., Dept. J3, Racine, Wisconsin 















A SUPERIOR 
SILVER 





ells for 5 
You PAY LESS 
than half that! 


Silver Shine, that super silver 
polish, puts @ smile on the 
housewife’s face and a tinkle 
in your cosh register. For Silver 
Shine cleans with so little ef- 
fort, leaves @ hard, dry finish 
and no greasy residue to mar 
the luster. tn other words it HS | 

pleases—and @ pleased customer (COSTS YOU ONLY 
always comes back for more. $3.00 PER DOZEN 
Try itt ORDER NO. 18265 











C & E MARSHALL CO. 


Box 7737 Gh aliaelelom-10 
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* PHILADELP HT 


q John Goldman has purchased the jew- lishments such as the big department 
’ a “= big a elry store at 7 N. 60th St. from Reiss stores. Dwight G. P erkins, President of 
: [ S Jewelers. This store, which Mr. and eng ak tes ce a for the 
' . ro * 
> OU S I CKLE Ss 4 Mrs. Goldman now operate, was owned off-street parking facilities in ie thea 
TOL @ faiuliase Philadelphia and managed by Reiss Jewelers for ten citty shopping district. 


22.West 48th St. New York days prior to — sale, and for one year q Joseph Hass, representative of the Uni. 

vee prior to that by K. & D. Jewelers. versal Jewel Case Co., and formerly in his 
: _— pewelry business with his brother at 18+) 
q The radio program, “Time on My and Market Sts., passed away Feb, 2nd. 

















WRITE FOR Hands,” broadcast each Thursday at 7:45 Mr. Hass was very popular with the loca] 
P.M., over station KYW, sponsored by jewelers, many of whom expressed deep 
a a Samuel Gleaner, owner of the Time store sorrow at his passing. 
on 15th St. below Market, featured the 


Reafarte , q The February meeting of the Sansom 
g music of Xavier Cugat while he was in Street Business Men’s Association wag 


Philadelphia playing at “Click.” This pro- held at the Warwick Hotel Feb. 24th. 


TILMORE WATCHES gram encourages audience participation Films distributed by a manufacturer of 








in selecting bands to be featured... The er “Oe i jewel- 

fact that Mr. Cugat had been selected ry were shown. hey presented the story 

SOLE DISTRIBUTORS aah saan ‘nas semen on the toe of diamond cutting and mining. At this 

: meeting a plan was discussed whereby 

CENTRAL WATCH MATERIALS gram was announced in the newspapers merchants might buy merchandise from 
& SUPPLY CO. Inc. and in the jewelry store’s display windows. individuals, notify the police and hold 

eye moe aa After the broadcast, Mr. Gleaner pre- the goods for two weeks, then sell it free 

sented Mrs. Cugat with a nationally ad- of all responsibility for illegal posses- 

134 So. 8th St. Phila. 7, Pa. vertised watch. sion. This would prevent the possibility 





of innocent jewelers being punished for 
receiving stolen goods. It would also help 
the police in locating stolen goods as soon 
as it is presented for sale. The law 
which this organization will propose is a 
duplicate of a similar law now in effect 
in other states. 

The Sansom Street Business Men’s As- 
sociation is protesting the claim of aue- 
tioneers that they are selling jewelry 
‘‘tax free.’’ It is acknowledged that the 
sales tax jewelers must add to the retail 
price of goods bought at auction is not 
applicable to the auctioneer. But since 
an inheritance tax has already been paid 
on the merchandise this practice of claim- 
ing ‘‘tax free’’ jewelry is considered 

. misleading and constituting unfair com- 

Complete Line Dennison Goods, Boxes & Tags a ~ pen arn ed a — petition. Plans for future meetings were 
at Click during radio eiettines on “Time discussed. The March meeting, to be held 

on My Hands" program. March 23rd, place as yet unannounced, 

will feature nomination of officers. Elec- 


i i tion will take place at the meeting on 
Philadelphia College of Horology q Mickey Orloff of 706 Sansom St., who April 27th. Ou May 25th there will be 








Prompt Mail Service 
GOLDBERG & POSSOFF 


124 South 8th Street, Philadelphia 7,- Pa. 
Has been appointed authorized 
distributors of genuine 


BENRUS WATCH MATERIALS 


in conjunction 
with our regular lines of 
Swiss & American 
Tools & Materials 













































































‘ q SCHOOL FOR WATCHMAKERS, was not available for comment last month, an annual banquet. Jerry Atlas and 
JEWELERS AND ENGRAVERS supplies the following account of the Harry Paul were named co-chairmen of 
progress of the Sansom Street Business the banquet committee. 
Broad and Somerset Streets Men’s Association in seeking a solution q 
PHILADELPHIA, PA, to the parking problem in Jewelers Row. q At the regular monthly dinner meeting 
During the Christmas season Mr. Orloff of the Retail Jewelers’ Association of 
and Mt. Mitchell, Traffic Engineer for this city, held at the Broadwood Hotel 
| the city, came on an agreement which Jan. 27th, the following officers were 
allowed parking on the north side of installed: 
BYARD F. BROGAN Sansom St. between Seventh and Eighth 
— ° Sts. for one-half hour. At the end of 
Manufacturer of Distinctive Diamond this season Mr. Mitchell ordered the FOR IMMEDIATE DELIVERY 
Mountings and Wedding Rings signs which the local jewelers were giving 
their customers, in accordance with this WE CAN SUPPLY 
805 Sansom Street Philadelphia agreement, ignored. The temporary regu- Watch Maker’s G Jeweler’s tools and materials 
lations went out of effect. The Sansom |]... GR Products * K GD Tools 
Street Business Men’s Association is now . ron iy . yee oa 
ors : * Cases ials ¢ American Perfi 
attempting to wor kout some permanent Fulton & B.B. Glass Crystals 
BOWMAN agreement permitting parking on at least - GS. & $.U.C. Unbreakable Crystals 
. one side of the street for brief stops in + J.B. Watch Attachments 
| wounnets School the jewelry shops. However, this will re- ¢ NEET Leather Watch Straps 
‘aoe Courses for Success for : ; ; ; 
: 3 Watchmaker: quire legislation and will take a longer PHILADELPHIA WATCH 
es ee period of time to attain. 
es tw alin Engravers, | Jewelers SUPPLY CO. 
an it rite for free booklet, i : 
BBMER.. isin veut a Bator || ety lable to their customers is be WHOLESALE JEWELERS 
re’’ ? 7 ; 2 . 
JOHN J. BOWMAN, Director ing sponsored by the heads of a number 730 SANSOM STREET PHILA. 6, PA. 
eee SS eee of centrally-located merchandising estab- | 
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ack K. Green, of Louis S. Grossman Co., 
President; George Lyons of Lyons & Co., 
ist Vice President ; Edwin K. Welch of 
William A. Heine Co., 2nd Vice Pres.; 
Milton Smith of S. Smith’s Sons, Corre- 
sponding Secretary; Samuel Kind of 8. 
Kind & Sons, Treasurer ; Philip Kind of 
Ss, Kind & Sons, Chairman of the Board 
of Directors. The following committee 
heads also took office: Herman Sonnheim, 
chairman of the Membership Committee ; 
Allan Gurwood, Director of Publicity. 


J 


es Enright, son of the proprietor of 
» Cage sr D. Enright Jewelry store at 121 
Sg. 13th St., was serving a man who 
walked into his shop at 6 P.M. one even- 
ing last month. When he turned to get 
a second tray of gold wrist watch bands 
the man promptly disappeared with the 
first tray. At this writing the thief has 
not been apprehended. The bands were 


valued at $100. 


q A special committee has been appointed 
by the Sansom Street Business Men S 
Association to investigate the advisability 
of standardizing jewelry appraisals. The 
standardization would include valuations 
at retail price plus tax, written rather 
than verbal appraisals bearing the signa- 
ture of the appraiser and limiting ap- 
praisals to those for insurance or estate 
purposes. This commitee will consider 
suggesting that all members of the San- 
som Street Business Men’s Association 
discourage the appraisal of new mer- 
chandise and tell those who request it 
to have complete confidence in their 
jeweler. This will eliminate misunder- 
standings and form a standard for ethica 
and fair practice of appraisals. What- 
ever decision this committee makes as a 
result of its investigation, will come as 
a recommendation to the members of or- 
ganization not as a mandatory measure. 


q Diesinger’s Jewelers of Philadelphia 
and Ardmore, Pa., have announced that 
Leo J. Donlan, who has been connected 
with the firm for the past ten years, has 
been admitted to the firm as a partner, 
as of January 15th, 1948. 


q John E. Raasch, president of John 
Wanamaker of Philadelphia and New 
York, has announced the following execu- 
tive staff changes and additions: Effec- 
tive Feb. 2, Mrs. Dorothy Anderson 
will become fashion merchandise manager 
for the New York upstairs store; Herbert 
Ryan will become home store merchandise 
manager for the New York store; Francis 
R. Kloman will become director of sales 
and publicity for the Philadelphia store, 
and Jack Sullivan will become advertis- 
ing manager for the Philadelphia store. 
Victor Hagerstrom, who has been man- 
aging fashion departments, including jew- 
tlry, in the New York and Philadelphia 
stores, will merchandise the same depart- 
ments in the Philadelphia and the Wil- 
mington stores when it is opened. 

John Wanamaker of Philadelphia opened 
a new auditorium on the third floor of 
the store at Market and Juniper Sts. at 
2:30 P.M., Monday, Feb. 9. The program 
included a fashion show entitled “The 
Portrait Look” and _ included clothing 
make-up and complimentary jewelry. 


q Edward Sickles has been named Chair- 
man of the Jewelers’ Division Red Cross 
Drive currently taking place. Mickey Or- 
loff was appointed his assistant. 
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q On Feb. 16th Leo Robbins moved to 
his new store located at 137 S. 8th St. 
from 723 Sansom St., Philadelphia. 


q A. Henry Maybaum, associated with M. 
Sickles and Sons for 12 years as a sales- 
man, handling territory including Vir- 
ginia, Maryland, Delaware, and parts of 
Pennsylvania, is now affiliated with Wil- 
liam S. Waples, 731 Sansom St., as a buyer 
who will do occasional selling. 


q A defect in the sprinkler system at N. 
Snellenburg & Co., southwest corner of 
llth and Market Sts., caused it to turn on 
at 6:35 P.M., Sunday, Jan. 18th, and au- 
tomatically register an alarm at fire head- 
quarters. Firemen entered the store, passed 
through the jewelry department which 
was unharmed and turned off the sprinkler. 


q A. Perlstein and M. Berkhard of 717 
Sansom St. have greatly enlarged their 
facilities in this building and combined 
their businesses under the name, M. A. 
Perlhard, by which they are now oper- 
ating. 

q Mr. and Mrs. N. Barsky of 708 Sansom 
St., are spending a month or longer in 
Miami, Florida. 


q Jack Gold, for 27 years partner in the 
Brown-Gold Co., 110 S. 8th St., has bought 
the entire business which will continue to 
operate under the same name and in the 
same location. Mr. Gold reports there 
will be no changes in company policies. 
Mr. Brown will be establishing hs own 
business “somewhere on Chestnut St.” Ac- 
cording to reports from sources considered 
reliable, however, he could not be located 
for comment. 


q Adolph Ritter of Waltham watches is 
now on an extended business trip. He has 
just passed through the Philadelphia area 
at this writing and will continue through 
the south, including stops at Virginia, Dis- 
trict of Columbia and Tennessee. 


q Harry Gordon of 726 Sansom St., has 
been named local funds solicitor by the 
Sansom Street Business Men’s Association 
for contributions for the Jewelers’ Vig- 
ilance Committee, with headquarters in 
New York City. Letters are now being 
sent out by Mr. Gordon and the commit- 
tee, of which he is chairman, explaining 
the work of the New York organization 
and requesting funds. 


q Stern’s continues to rid the store of 
slow moving items with the clever column 
“Follies of 47,” which has attracted such 
widespread interest as the theme of one 
sale early in January that it will be used 
as a regular part of day-to-day advertis- 
ing throughout the year. Such copy as: 
“An oyster never saw these pearls and 
weve seen too much of them. One-two- 
and three-strand necklaces that were $2.98 
—Now $1” continue to move these items 
rapidly. 


q.S. Vederman of 732 Sansom St. has fin- 
ished redecorating. 


q I. Press and Sons, Inc., are dissolving 
their retail business at 811 Chestnut St., 
which has been operating in that location 


(Please turn to page 353) 








You are cordially invited 
to see the new 


GRAN LINE 


for 1948 
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16 10K SYNTHETIC STONE 21606 10K MASONIC RING 
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HERE ARE TWO of the rings created 
by “GRAN” for 1948. Our new line 
has high sales appeal and new low 
prices for fast turnover. Our repre- 
sentative in your territory will be 
glad to show you our complete new 
line of Emblem and Stone Rings. 
Your request to any of our repre- 
sentatives or direct to us will bring 
prompt attention, 


Rocky Mountain & West Coast 
Bert Wills, 707 Broadway, Los Angeles, Calif. 
Kansas, Oklahoma & Mid-Northwest 
H. E. Hutchinson, 
Gould Hotel, Kansas City, Kan. 
Middlewest 
| George Wells, . 
546 S. Meridian Street, Indianapolis, Ind. 
Southwest 
W. R. Tackaberry, 
406 W. T. Waggoner Bldg., Ft. Worth, Texas 
East Coast 
Wilson C. Brady, 
6608 Greenock Drive, Baltimore, Md. 


Gh AN and €O. 


INCORPORATED 
Creators and Manufacturers of Fine Jewelry 


546 So. Meridian St. + Indianapolis 4, Ind. 




















O. K. Send us your Sales- 
Getting Display Service 
selling for only $7.90 a mo.ona 


30 Day Free Trial. 


You're to pay all charges. 


Inc. 
1233 SIXTH AVE.. 
N. Y. 19, N.Y. 


Sizes from 1-64 always 
in stock. In half sizes 
from 1-10. None genu- 
ine unless stamped 
JE VIN on face. Stocked 
by all leading material 
dealers. 





Se «tee &< . . $7.80 
ners & «eae $7.20 
 ) ae $6.60 
i. << so a $5.10 
No. 3-64..... $3.60 
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Let's Get Down to 
BRASS TACKS! 


If you're asking yourself how to 
increase your diamond business, 
there's only one RIGHT answer— 


PLUMCESS 


BONDED DIAMOND RINGS 


Write today for full details on 
PRINCESS, the ring that's bonded 
for replacement in event of bur- 
glary, theft or proven loss. 

















1847 Rogers Bros. 





c . 
ommunity Silverpig te 


Write, Phone, Wire For a showing 
of the “Who's Who” in Quality Merchandise 





J 


21 W. BALTIMORE ST. 


BALTIMORE 1, MARYLAND 
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q Walter Mech will open a jewelry store 
at 2515 MeElderry St., Baltimore, the 
latter part of February. He will trade as 
Mech’s Jewelry Store and sell jewelry, 
watches and clocks, and repair jewelry. 


q Robert Swerdlin opened a store at 2039 
Edmonson Ave., Baltimore, under the 
name of Edmonson Jewelers. Mr. Swerd- 
lin is a veteran and formerly worked for 
his father who has a store on South 
Broadway. 


q Jay C. Engel is vacationing on the 
West Coast. He will stop in San Fran- 
cisco and Los Angeles and then spend a 
month at Palm Springs and Coronado 
Beach. On his way home, he will spend 
a few days in New Orleans and Atlanta. 


q Jimmy Blucher, of J. Engel & Co., 
rolled a new high of 168 for single high 
game in the Baltimore Jewelers Bowling 
League on February 3. The previous high 
score was 160. 


q Louis Katz, 71, prominent Baltimore 
jeweler for the past 46 years, died of a 
heart attack on February 5. Mr. Katz 
was Treasurer of S. & N. Katz, a life 
member of St. John’s Lodge, A. F. & 
A. M., No. 34, a 33rd degree K. C. C. H., 
a trustee of the Scottish Rite Temple, a 
member of the Charles Street Association, 
and a former member of the Baltimore 
City Charities. 

q Burnstine’s, 919 F St., N. W., Wash- 
ington, D. C., are remodeling their store. 
They expect the work to be completed 
about March 10. 


q David H. McKinnon moved from 605 
Pennsylvania Ave., S. E., to 639 Pennsyl- 
vania Ave., S. E., Washington, D. C., on 
February 15. His new store has been 
completely remodeled. 


q On February 18, Petersburg, Va., put 
on a very unusual ‘‘ Boost Petersburg’’ 
Week. All merchants advertised exten- 
sively in the papers and on the radio 
during this period. 

q Reed’s, of Wilmington, N. C., are open- 
ing a new store in Whiteville, N. C. The 
new store is being built to their specifica- 
tions and will be the most beautiful store 
in Columbus County. They will continue 
their policy of handling only nationally 
advertised merchandise. 


qT. M. Forehand has opened a small 
jewelry store in the Citizens Bank Build- 
ing, Edenton, N. C. Mr. Forehand has 
been a watchmaker for the past six years 
and has worked with some of the most 
reliable jewelers in North Carolina and 
Virginia. 

q J. K. Fisher Jewelry Co., of Marion, 
Va., has also purchased a store in Bristol, 
Tenn. 


q Carl Q. Allen, who sold his business in 
Duneannan, Pa., when he was drafted 
into the Army after the first few years of 
the war, is planning on starting in busi- 
ness again. When he returned he unsue- 
cessfully attempted to buy back his place 
of business, which is just across the 
street from his home. He has been em- 
ployed at a previous job repairing clocks 
in Harrisburg. 


q Anthony J. Muscelli, who has a jewelry 


& THE SOUTH 


store at 307 W. 4th St., Wilmington, Del 

is now trading under the name ‘¢ Antoine 
Jewelers. ’’ 

q Reidsville Jewelry Co., Reidsville, N. ¢ 

has reopened for business after reorgani. 
zation. Following the death of H. Roy 
Martin, a partner in this firm, the part. 
nership was dissolved and a corporation 
consisting of the former silent partners 
was formed. J. Stuart Melvin is manager, 
q Harry E. Tilghman, who had been a 
jeweler in Crisfield, Md., for many years, 
died suddenly on January 25. 

q George W. Isenhour, jeweler of Elkin, 
N. C., was recently elected president of 
the Elkin Merchants Association. Mr. 
Isenhour presided over the program of the 
annual employer-employee banquet of that 
organization which was held recently, 


q The Acme Wholesale Jewelry Co. of 
Bowling Green, Ky., filed articles of incor- 
poration at Frankfort, Ky., listing $5,000 
capital. Incorporators are H. K. Wuod, 
Dorothy A. Wood and Robert Milton 
Kaiser. 


q The 55-year-old weight-driven pendulum 
clock that was erected in the tower of 
the courthouse at Victoria, Texas in 1892, 
when the structure was built, is being re. 
placed with a modern all-synchronous elec- 
trically-driven clock. Only the 1,200 pound 
brass bell of the old clock will remain. 


q The VanDervoort Jewelry Store at Mem- 
phis, Tenn., which had been operated by 
Robert VanDervoort since August, 1946, 
has been sold to the Smith Jewelry Co., 
according to a joint announcement by 
VanDervoort and Charles Shane, Jr., of 
Cleveland, Ohio, president of the Smith Co. 
Jack Schultz will be manager of the store. 


q The Whitlock Jewelry Shop at Pacific, 
Mo., was moved into a newly remodeled 
building early in February. Mr. Whitlock 
had been conducting his business at his 
home but he felt the need of larger and 
more centrally located quarters. 








EXPERT REPLATING 
AND REPAIRING 


By Sterling Silversmiths Since 1885 


QUICK SERVICE FAIR RATES 
SPLENDID WORKMANSHIP 


Estimates Gladly Given 


THE A. G. SCHULTZ CO. 
423 E. Lombard St., Baltimore 2, Md. 











ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 


® JEWELRY ® 
5 HOPKINS PLACE, BALYIMORE, MD. 
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q The 1948 convention of the Texas Re- 
tail Jewelers, Association will be held at 
the Hotel Plaza in San Antonio on Sun- 
day and Monday, May 9 and 10, H. E. 
Dill, secretary, recently announced. Sun- 
day will be devoted to registration and in- 
spection of exhibits, while the business 
meetings and election of officers will be 
held on Monday. It is expected that 400 
retail jewelers from all sections of the 


state will attend. 


ee + ae erm 


PHILADELPHIA 
(From page 351) 


for the past five years. However, a spokes- 
man for the company stressed the fact 
that this will in no way effect their major 
interest, the wholesale business in which 
they will now be exclusively engaged from 
their offices on Chestnut St. near 10th. 


q The Eastern Pennsylvania Guild of the 
American Gem Society met Jan. 22 at the 
Academy of Natural Sciences following an 
informal dinner at Hollands. Under the 
regular instructor, Nicola D’Aszenzo, the 
students learned more about gem identi- 
fication and did laboratory work identify- 
ing rubies and sapphires with special 
equipment. 

4 Bud Ringold of Ringold’s Jewelers, 4316 
Germantown Ave., Philadelphia, has in- 
corporated his music into a complete mu- 
sical score for a show. Test recordings 
for the music are awaiting removal of the 
ban on recordings, he reports, but the 
musical comedy will soon be ready for 
production. 

q The Penn Jewelers of 702 Market St. 
have a new manager in E. Wallach, im- 
ported from out of town for this position. 


q Reeds Jewelers of 908 Chestnut St. have 
completed modernizing and _ redecorating 
the windows. 


q Jules Doneson, sales manager for 
Ringold’s of 4316 Germantown Ave., is re- 
ceiving congratulations on his engagement 
to Miss Aviva Halaban of this city. 


q John Wanamaker, Barr’s Jewelers, and 


many other local jewelers and merchants © 


who carry jewelry among other things are 
stimulating business by increasing adver- 
tising of charge and time-payment ac- 
counts, 


q Louis Jagielky of 1603 Walnut St., evi- 
dently believing the old advertising adage 
that people prefer to discuss and to buy 
from places they can name, now adds the 
phrase: (“pronounced J-Gill-Key”) wher- 
ever the Jagielky name is advertised. 


q Mrs. Charles Filoon who operated the 
Nance Cosgrove Shop at 45 W. Chelten 
Ave. passed away Sunday, Feb. Ist. The 
Store was closed in her memory from 
Monday, Feb. 2nd to Thursday, Feb. 5th 
inclusive, 


4 Simpson’s jewelers, 116 S. 12th St., on 
Jan. 23rd and a few subsequent ads, of- 
fered diamonds at reduced prices “because 
of large cash purchases from estates, bank- 
rupt stocks and unredeemed pledges.” This 
represents a definite digression from their 
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customary type of advertising about which 
spokesman for the store made no comment. 
It remains to be seen whether they will 
continue with this more aggressive and 
different style. 


q The seven-story building housing Lou- 
sols, plus several offices of other companies 
at Chestnut and Juniper Sts., has been 
sold by A. N. Pritzker to Joseph Seltzer, 
trustee, for $350,000, plus other charges 
making the total consideration approxi- 
mately $410,000. Elsie G. Bernbaum and 
others later took title. The store and 
building is being extensively modernized 
at a cost of over $100,000. 


q Mitchell’s Diamond store at 11 S. 8th 
St. is featuring custom-made wedding 
rings to attract the sizable wedding busi- 
ness, 


q George W. Read, former president of 
the Retail Jewelers of Philadelphia, mem- 
ber of the Brotherhood of Traveling Jew- 
elers, and the Masonic Order, died Sunday, 
Jan. 18th, at his home, 913 69th Ave., 
Oak Lane. He was 86 years old and had 
retired from the jewelry business several 
years ago. 


q M. Simon & Co., 1222 Market St., con- 
ducted an annual trade-in sale in January 
and early February, giving cash allow- 
ances on the standard price of nationally 
advertised watches for the old watch 
turned in by the customer. An eye-catch- 
ing display showing a scramble of old 
watches and watch parts on a raised tray 
held by a pixie, with ribbon streamers 
from this tray to the window pane, drew 
the attention of passers-by to this sale. 


q Walter J. Zabiglski has offered his jew- 
elry store at 809 E. Chelten Ave. for sale. 
The store is operated under the name 
W.J.Z. Watchmaker, Jeweler, and has been 
located here for seven months, prior to 
which Mr. Zabiglski was a watchmaker 
for John Berguss of this city. Mr. Zab- 
iglski’s plans for the future are indefinite 
at this writing. 


q The Horological Guild of Philadelphia 
voted to join with the UHAA for the year 
1948 at their regular monthly meeting, 
held Feb. 10th, at the Franklin Institute 
of Philadelphia. Approximately 25 mem- 
bers attended and participated in a tech- 
nical discussion concerning the time-o- 
graph. At the meeting on March 9th at 
the same place the election of officers will 
take place. 


q Robert J. Snyder of Norristown is com- 
pleting decorations in his jewelry shop and 
will leave for an extended vacation trip 
across the continent within a week or two 
after this goes to press. 


q Lester Sauter, of 2713 W. Girard Ave., 
Philadelphia, was installed as Commander 
of U. S. Coast Guard Auxiliary Flotilla 21 
on Thursday, January 22nd, at the annual 
installation dinner at Frankford and Tor- 
resdale Aves. This will be Mr. Sauter’s 
second successive year as Commander of 


Flotilla 21. 


q Jewelers and other businessmen of Lin- 
wood, Delaware County, Pa., are in the 


midst of forming a Linwood Businss Men’s 


Association. 
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costs no more 


The repairing and plating ser- 
vices of our organization with 
its specialized skill, its back- 
ground of experience, its dem- 
onstrated ability to render 
satisfactory results— 


cost you no more 


“building good-will 
with good work” 


SILVERSMITHS 








AND 
SILVERPLATERS 
$$$$ write for price list $sss 
LOUIS J. MEYER, INC. 
Since 1892 








JEWELRY REPAIRING AND ENGRAVING 
The house of mastercraftsmen 


205 So. 9th St., Philadelphia 7, Pa. 

















FOR ALL 
OCCASIONS 


TROPHIE 







Mahogany 
and 
Walnut 
Finish 
ENGRAVING 
FREE 
2 WEEKS 


DELIVERY 
$25.00 Keystone 


DANZIG JEWELRY MFG. CO. 


1438 SCHOFIELD BUILDING 
CLEVELAND 1!5, OHIO 














JEWELERS’ LATHES 


REPAIRED AND REBUILT 
Used Lathes bought and sold 
E. W. KOCH MACHINE WORKS 


220 Arch S?#. Cumberland, Md. 
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1233 Sixth Ave., New York 19, N.Y 
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Cold=Silver 
DLATING 


“ASK ABOUT” 


HODANIZE 
Resistant of Tarnishe 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 


























10 S. Wabash Ave., Chicago 3 CENtral 6089 














All-Plastic 
Interchangeable 
Price Markers 


Designed especially to price articles and augment the 
beauty of showcase and window displays. Gracefully 
fashioned, long-lasting and easily washable. Retains 
Any figure combination pos- 


PRICES COLORS 
Set (25 frames & 300 numbers) Frames—White, grey, 
$3. Additional Nos. (150 per black, red, green 
sheet) 30c. Additional frames Nos.—Black, white, 
—{0e each. red 
Orders sent C.0.D. $3.00 plus charges. To receive 
order postage-free, enclose $3.00 (check, money order). 


KOVEE PLASTIC CO. 
3753 N. Marshfield Ave., Dept. 120, Chicago 13, Ill. 


its beauty indefinitely. 
sible. Size—1%” x 4” 




















ALWAYS USE 
THE NEWALL 
"Finger Print" System 
SS WHEN SELECTING 
SWISS WATCH 
MATERIAL 


Order From 
Your Jobber 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 























WATCH DIALS 


REFINISHED 
- 4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mick. 

















MAYNARD LEVY 


Leading Jewelry Auctioneer for le- 
gitimate jewelers. Write for date and 
information, 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE + CHICAGO 15 
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q At the annual meeting of the members 
of The Jewelers Club in their headquar- 
ters, Pittsfield Building, 55 East Wash- 
ington St., Chicago Ill. at noon February 
17, officers elected are: President, Richard 
B. Dehnert, Stein & Ellbogen Co.; Vice- 
President, Herman Kramer, Lossau & 
Kramer; Treasurer, Albert E. Millard, 
Buss-Linthicum-Thorson; Secretary, Mel- 
vin L. Goldman, Goldman, Allshouse & 
Healy. The Club finishes its 11th year 
with a full membership, in a strong finan- 
cial position and well equipped to serve 
Chicago jewelers and visiting jewelers 
for many years to come. 

q Emil Noel, jeweler at 29 East Madison 
St., Chicago, is spending two months at 
Biloxi, Miss. He is accompanied by Mrs. 
Noel. 

q George M. Knoblock, well-known to the 
trade in Wisconsin and Minnesota where 
he has traveled for many years, has joined 
the sales force of Van Schyndle, Inc., 36 
South State St., Chicago, and will repre- 
sent them in these states. 


4S. G. Zuckerman, formerly connected 
with Helfer & Co., is now associated with 
Turow & Feldman, 57 East Madison St., 
Chicago, IIl,. and will represent them as 
salesman in the mid-Western States. 


q John P. (Jack) Hagel, well-known re- 
tail jeweler of Washington, Ind., received 
a telegram early in February stating his 
son John P. Jr. died on February 3rd from 
shot wounds while serving in the Southern 
Pacific. No further particulars were avail- 
able. 

4 The Jewelry Training Service, 226 South 
Wabash Ave., Chicago, Ill., recently announc- 
ed classes in engraving to be conducted four 
nights a week over a period of one year. 
The first class started on March 1. This 
is a part of an extensive training program 
offered by the Jewelry Training Service in 
the jewelry skills. For some time now, 
courses in watch repairing, stone setting 
and jewelry manufacturing have been in 
progress with marked success. The school 
is sponsored by the Chicago Jewelers Asso- 
tion, Manufacturers Jewelers Association 
of Chicago and Jewelers Association of 
Greater Chicago and is operated on a non- 
profit basis. 

q The Jewelers Association of Greater 
Chicago held their regular monthly dinner 
meeting at the Standard Club on the eve- 
ning of February 4; with a large attend- 
ance despite the fact that it was announced 
as a meeting for members only. President 
Joseph Hirtenstein announced that this 
would probably be the last session for 
discussion and presentation of facts and 
opinions. The executive board and com- 
mittees would prepare action on matters 
requiring adjusting. Most of the subjects 
discussed pertain to the Code of Ethics, 
though others such as credit terms, phony 
auctions, trade diversion and silver dis- 
tribution were not neglected. Executive 


Secretary, Ben Sacks read the minutes 
of two previous meetings and urged mem- 
bers to report to him promptly any ex. 
perience a member has with a bad check 
artist. Prompt report saves loss by other 
members and in one such case the offender 
was promptly nabbed. 


q The federal grand jury in Chicago, on: 
January 20, indicted six men on charges 
of conspiracy and illegal possession of 
$60,000 worth of jewelry stolen in a rob. 
bery in Birmingham, Ala., on October 30, 
Three of those indicted include Kenneth 
Gordon, 26, owner of a pawnshop at 2] F. 
Adams St., whose father, Meyer Gordon, 
is under 20-year federal sentence for re. 
ceiving stolen jewelry in another case: 
George T. Erckman, 48, president of the 
Merritt Ring Co., ‘5 N. Wabash Ave., and 
his son, George C., 20. 





Members, Guests Have Gala Time 
At Golden Roosters Dinner Dance 


About 350 members of the Golden 
Roosters, their friends, wives and sweet- 
hearts enjoyed one of their most enjoy- 
able and colorful dinner dances in the 
Gold Room of the Congress Hotel in Chi- 
cago, February 14th. Past Chanticleer 
Thomas G. MeMahon presided in the ab- 
sence of Chanticleer John E. (Jack) 
Friedland, absent because of illness, pre- 
sented the newly elected Chanticleer Fred 
M. Gottlieb with the gavel of authority, 
who in turn accepted in a most genial 
and earnest manner and promising his 
sincere efforts in behalf of the organiza- 
tion. He then called Dick Maske, of the 
Division street, Y. M. C. A. to the plat- 
form and presented him with a check for 
$2,850, the 1948 contribution by menm- 
bers of the Golden Roosters to provide 
vacations for underprivileged boys. Mr. 
Maske expressed his appreciation and 
stated the amount would provide two 
weeks’ vacations for more than 200 boys 
at Camp Channing this summer. 

From 6 o’clock when cocktail hour 
started, guests mingled socially and 
danced until 2 o’clock. Musie and enter- 
tainment continued through the evening. 
Each lady present received a_ beautiful 
lighter on which was the golden rooster 
emblem of the organzation. Credit for 
the attractive Valentine decorations of 
room and tables went to Rudy Samuels. 





Reeords in the office of the Secretary 
of State in Austin, Texas, indicate the 
recent incorporation of the Southwest 
Wholesale Jewelry Co. in Lubbock with 
$20,000 capital stock by L. D. Thomas, 
L. R. Rempy, and C, L. Harris, 


——, 








MASTER Watchmahing 


“Famed the World Over 
as the School of Quality” 
CHICAGO SCHOOL OF WATCHMAKING 
Founded in 1908 by Thomas B. Sweazey 
1608 N. Milwaukee Ave., Dept. 228 Chicago 47, Ill. 
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graduates of Jewelry Training Service 
Are Accepted and Absorbed by the Trade 








Students of watchmaking at the Jewelry Training Service are shown working on one of their 
daily assignments while instructors personally supervise student's work by walking around 
classroom while problem is being worked on. 


The Jewelry Training Service, 226 
South Wabash Ave., Chicago, Ill., is a 
non-profit, non-sectarian school in watch- 
making and the jewelry skills with a 
carefully planned program to meet the 
needs of the students and the trade. The 
school, which has been in existence since 
1942, is completely approved for the 
training of veterans both under Public 
Law 346 and Public Law 16 (disabled 
veterans) and at the present time is 
primarily engaged in providing training 
for veterans. 

Preference is given to the handicapped 
veteran with mechanical ability, as the 
skills of the trade offer excellent oppor- 
tunities for men in need of sedentary 
occupations. 

The school’s graduates are highly aec- 
cepted and readily absorbed by the trade. 
Employers are frequently commenting on 
the thorough training and the excellent 
adjustment made by the graduates. 

Jewelry Training Service is sponsored 
by the three large jewelry organizations 
in Chicago—the Chicago Jewelers Asso- 
ciation, the Chicago Credit Jewelers Asso- 
ciation and the Chicago Jewelry Manu- 
facturing Association. Twenty-three men 
from the jewelry industry compose the 
board of directors that decide the policies 
of the school. Committees composed of 
representatives of each branch of the 
trade supervise in their respective fields. 

No board member or committee mem- 
ber owns any interest in the school. They 
give their time and service without re- 
muneration and their efforts are directed 
at maintaining a sound basic training 
program that will provide the greatest 
benefit to student, industry and the com- 
munity. 





ANTHONY J. GREGORY 
AUCTIONEER 


Serving legitimate jewelers for 20 
years 
6956 North Ashland Ave., Chicago 26 
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W. H. Replogle Sells Jewelry Store 


After operating a jewelry store for 51 
continuous years, William H. Replogle, 
jeweler of Shenandoah, Iowa, sold his 
jewelry business to T. L. Lawson, a Dun- 
lap, Iowa, jeweler. Mr. Replogle turned 
the business over to the new owner the last 
week in January. 

Mr. Lawson, who has been operating a 
jewelry store in Dunlap for many years, 
is a watchmaker and will be assisted in 
his new enterprise by his nephew, H. H. 
Haws, also a Dunlap watchmaker. Mr. 
Replogle stated that he is going to retire 
from business. 





Los Angeles Guild of the UHAA 
Honors H. F. Lewis at Meeting 


Honored at the January meeting of 
the Los Angeles Guild of the United 
Horological Association of America was 
Howard F. Lewis, Western sales manager 
of the Elgin National Watch Co., who flew 
out especially for the event. Lewis ad- 
dressed the group of 180 members and in- 
troduced a new Elgin film, “The Story of 
Durapower,” which was its premiere West 
Coast showing. This was followed by a 
spirited question and answer period, dur- 
ing which samples of various mainsprings 
were displayed. 

Second speaker of the evening was 
Samuel Levin, tool manufacturer and de- 
signer, who spoke on “Fine Tools for Bet- 
ter Workmanship.” 

The following officers for the coming 
year were introduced: O. D. Johnson, 
chairman; C, W. Allison, vice-chairman; 
Norman D._ Luth,  secretary-treasurer; 
George Perkins, Jr., assistant secretary. 
Board members for the coming year are 
A. D. Forgurger, Glen Meyer, Charles 
Clark, Norman Jarrett, Lester Kickul, and 
R. P. Gallien. 





24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 





“THE PATHWAY TO SUCCESS” 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 

















STOP SILVER TARNISH 


Qne simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 
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than ordinary work 
BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 





SEND THIS AD— 


I'll send you my 


Monthly Display 
Service (only $7.90 a 


month) on a 30 Day 
Free Trial 


FREE 30 DAY TRIAL Ti pesitansets 


1233 SUTH AVE. MEW YORK 19 &T 
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| Scone WATCH CO. 


5 S.WAEASH AVE. CHICAGOILL. 


USED WATCH .. 


















18 Size Hunting, 
Eigin, Waltham 
7J, $:60—I5J, $3.00 
18 Size O.F 


Eigin, Waltham 


NEW MATERIALS 


Wheels, pinions, 
pallet forks, etc. 


MATERIALS 2 





7J, 15J, $3.50 for all watches. 
> a. el aan Send comets p 
13, $2.00—15J, $2.50 Guaranteed! Remi? 
63, $2.50—15J, $3.50 only If satisfactory. 
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KLEIN BROTHERS 
COMPANY 





WHOLESALE JEWELERS 





ENQUIRER BLDG. CINCINNATI, O. 














PROMPT SERVICE ALWAYS 


GERWE-BROWN 60. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 














WE SPECIALIZE... 


in special order work. Swed us your 
specifications. UW a sabmil a design 


withens obligation. 


SCHUMER BROTHERS CO. 





Whan ufa clu rin g Hewelers 


5 EAST THIRD STREET - CINCINNATI, OHIO 


DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohio 


Harry Greenwold Co. 


The House of Quality and Service 
1S WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


PAMILTON WATCHES (Zones 7 and &) 

Lines of quality and style that give you pro- 

tected profit. You can recommend these lines 
to your customers with confidence. 
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q Service pins were awarded to the fol- 
lowing employees of the Gruen Watch 
Co. at Cincinnati, Ohio, January 28th at 
a dinner meeting of the firm’s Ten Year 
Club: William Puthoff, Harry Oser, 
Ralph Barrett, Miss Loretta Young, Har- 
old Anderson, Jack Cambron, Miss Marie 
Voegele and Miss Ada Thiergartner. 


q A. G. Schwab & Sons, Inc., wholesale 
jewelry concern located in the Dutten- 
hofer Building at Cincinnati, Ohio, cele- 
brated their 70th anniversary in business 
on February 6th. Employees were guests 
at a dinner in the Netherland Plaza 
Hotel. The company began business in 
1878 on the site of the Carew Tower 
Building, moving to two other locations 
before going to the Duttenhofer Build- 
ing in 1915. 

q Clarence Loeb, of Litwin & Sons, was 
elected president of the Town Criers of 
Cincinnati, Ohio, on January 15th at 
their annual election held at the Alms 
Hotel. He succeeds Larry Crouch of Wal- 
lenstein-Mayer Co. Other officers elected 
were: E. Paul Knight of J. P. Knight 
Co., first vice president; Ralph Patterson 
of Harry Greenwold Co., second vice 
president; Roy Koehne of Albert & Sei- 
fert Co., third vice president; J. Charles 
Hummel of Gerwe-Brown Co., secretary ; 
and Robert Hengehold of Rosfelder Bros., 
treasurer. 


q Victor Youkilis of Victor & Co., whole- 
sale jewelers located in the Enquirer 
Building, Cincinnati, has announced the 
incorporation of his firm. The company 
is now doing business under the name of 
the Victor Corporation with Victor You- 
kilis as president and treasurer and his 
wife Ruth Youkilis as secretary. Mr. 
Youkilis stated that there have been no 
other changes in the operation of the 
business. 


q The Northern Ohio Guild of the Ameri- 
ean Gem Society held its regular monthly 
meeting on February 10th at the Hatch 
Building, Western Reserve University. 
Dr. Glen C. Tague, assistant professor of 
Geology at Western Reserve University, 
who is substitute instructor at guild meet- 
ings during Dr. Henry F. Donner’s so- 
journ in Africa, delivered an interesting 
address and explained the differences be- 
tween the two types of quartz, discussing 
their properties and describing their vari- 
eties. Dr. Donner, who is professor of 
of Geology of Western Reserve Univer- 
sity, will spend six months at the Lamont- 
Hussey Observatory in Bloomfontein, 
South Africa, where he will measure the 
1,100 double stars which he discovered 
15 years ago. 

q ‘*Taking it easy’’ did not appeal to 
Charles Walther, jeweler of 3263 Ep- 
worth Ave., Westwood. He tried 15 years 
of retirement but found it dull and de- 
cided to return to work. So on Saturday, 
January 31st, Mr. Walther made plans 
for celebrating his 90th birthday in July 
hy being seated at a jewelers bench at 
Heileman & Roth, 413 Race St. working, 
thus chalking up his 60th year in the 
jewelry trade. In comparing present days 
with those of the ‘‘good old days’’ Mr. 
Walther notes that his starting pay was 
$1.67 for a five-day week, compared to 
what he ealls present day ‘‘sky high 
wages,’’ 

q John A. Gerwe of Gerwe-Brown Co., 


CINCINNATI 


accompanied by Richard Welling local 
jeweler, are currently visiting in Florida 
q James Heldman, travelling for 4. 7 
Schwab Sons, is a new member of the 
Town Criers. 

q Five wrist watches worth $200, stolen 
by window smashing burglars at the 
Perrin Jewelry Co., 36 W. 6th St. on 
Tuesday, January 6th, were recovered by 
police. 

q Lawrence Herschede of the Frank Her. 
schede Co., is sojourning in Florida With 
his family. 

q Word comes from Carroll’s Jewelry 
Store, 5th & Main Sts., that Carrol] 
Seighers is still in Coral Gables, Fla. 
looking after his store there. ; 
q Gerwe-Brown Co. report all their gales. 
men are now on the road and are doing 
a nice business. 





Jeweler to Sponsor Kate Smith 
Program in Cincinnati Territory 


The Geo. H. Newstedt Co., Cincinnati, 
O., has signed a contract with the Mutual 
Broadcasting Co., by which the Newstedt 
company will act as sponsors of the daily 
half-hour program “Kate Smith Speaks” 
in the Cincinnati territory. The program 
is heard from Monday through Friday at 
12:30 P.M. over radio station WCPO, 





ANRJA Names New Vice President 


Charles T. Evans, secretary of the 
American National Retail Jewelers Asso- 
ciation, recently announced the election 
of Robert A. Abbott, of the Wood-Abbott 
Co., Lowell, Mass., as regional vice presi- 
dent to represent the New England states 
on the Executive Committee of ANRJA, 

Elected by the ANRJA_ Executive 
Committee in conformity to the revised 
byllaws adopted at the 1947 convention, 
Mr. Abbott is no stranger to association 
work, having been a loyal worker for 
many years in the affairs of the Massa- 
chusetts-Rhode Island Retail Jewelers’ 
Association and at present is occupying 
the office of president of that association. 

The New England states were formerly 
included in the Northeastern Region of 
the association, and the division of the 
territory creates a separate entity for 
these states. 

Vice president Kenneth I. Van Cott of 
Binghamton, New York, will continue to 
represent New York, New Jersey, Penn- 
sylvania, Maryland, Delaware and the 
District of Columbia. 
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DISTINCTIVE 
JEWELRY 
WATCHES 


DIAMONDS 
THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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MAIDEN LANE-ERS ENJOY GALA EVENING 


GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 





SPECIALIZING 
IN 
‘ 
The annual winter dinner of the Maiden Lane Outing Club, held at the Tower Club of the 818 LIBERTY AVE. PITTSBURGH 


Park Central Hotel, New York, on Thursday evening, February 19th, saw a large number of 
members attending and enjoying an evening of relazation and good fellowship unspoiled by 
serious business. Following an informal cocktail party and “get together" session, an excellent 
dinner was served. At the close of the dinner a floor show was presented, featuring a number 
of well-known entertainers. An attractive, zippered Buxton key case engraved with the 
































legend "M.L.O.C. 1948" was presented to each person attending the affair. The committee 
in charge of the arrangements for the affair included Andy Anderson, president and chairman; NOW, | 
Arthur Tuveri, vice president; John Tonry; Harry Rosenthal; Louis Nussbaum, and of course, you can convert your 
the organization's perennial secretary, Jerome L. Grant. eld style, egatelew ‘G 
JEVIN 

Board of Trade's Annual Report A. Ballou & Co., Providence, R. I.; Fred POISING TOOL 

. i A. Bullock, Dolan & Bullock Co., Provi- into an up-to-date Ruby Model. Our fac- 

rious in 47 , 9 p y Model. Our fac 
Shows Members Were Curious dence, R. I.; Lewis W. Gibbons, Fulmer tory will replace the old agate jaws with 

At the annual meeting of the members & Gibbons, Philadelphia, Pa.; George A. the new knife edge Ruby Jaws, 
of the Jewelers Board of Trade held in | Ingleby, Hadley Co., Providence, R. I.; full %4 inches long, for only . . 9.00 
Providence, R. I., on January 23, Presi- Henry Jacobson, Jacobson Bros. Diamond LOUIS LEVIN & SON, INC. 
dent Edgar E. Baker reported that mem- Corp., New York; Paul Levinger, Speidel 782 EAST PICO BOULEVARD 
bership in the association had continued Corp., Providence, R. I.; Willard A. tos ANGELES 21, CALIFORNIA 
at a very high level throughout 1947. Mr. Ormsbee, Taunton Pearl Works, Taunton, 
Baker stated that the financial position Mass.; Archibald Silverman, Silverman 
of the organization continued strong, al- Bros., Providence, R. I.; and Lester S. ©0006 00888O8SOOSOE 
though the expense ratio has shown a Wall, R. Blackinton & Co., N. Attleboro, ‘ 
steady increase. Mass. 
Continuing his report, President Baker Edwin reed “a ery 

pointed out that in order to service mem- Annual Meeting of JSA a ade, 
bers’ needs adequately and efficiently a (From page 342) Getting Display Service 


selling for only $7 90 a mo.ona 


30 Day Free Trial. 


You're to pay all charges. 


substantial increase in personnel was 
in the case of JSA thefts more of the 


necessitated. The resultant increase in smteal <a oo ollie j 
wages, and the overall rising costs of op- criminals are spprenenced ane the geods 
recovered. He paid the customary respects 


eration made it more apparent that added h m ae dia tal to your Letterhead ! 
income was necessary if the Board were 2 a a vA ° 
press and also tossed a verbal orchid or ©20000000000080080808 


to continue to render the same high qual- = <aellie 
— two in the direction of Mr. Wormser and 
ity of service, he stated. Accordingly, the ; ru 
di a : Capt. Mosher, who is also retiring. 
irectors of the association at a meeting : . 
aD ; . For the Crime Committee, Otto D. 11 
in December voted to fix the membership W sasiestih nan tiniest tealintoes N L ke” | 
at $50 per quarter. This was the first aeiadh no i enanel "sn nee “n ew oOo 
time in ten years that there has been any ee : _—e —a 

: : increase in 1947 over 1946, the number of For Your Customers Jewelry fer 

we have Repaired it. 


change in the Board’s quarterly assess- ; ; _ 
ment, whereas poral bone suneaiiee thefts, robberies, etc., against JSA members 
| was less than in the previous year. He also RINGS OUR SPECIALTY 









agencies during that same period had ; - . 
made inereases in their annual charges. pointed out that JSA had participated in * NEW BEZELS & SHANKS 
Busine 2967 the Thesed ends onc. bringing about the arrest of over 200 * SIZINGS 
criminals and had paid out 78 rewards * STONES & DIAMONDS SET 


lend record in handling members’ in- 
quiries and compiling credit reports in 
the Credit Rating Department. A total —_ 

of $248,451 items were handled, an in- Nearly half of the criminals were con- 
crease of 45,353 over 1946, Secretary victed with others being placed on pro- ( antennial Jewelers 

Horace M. Peck reported. bation, committed to mental institutions, 
Mr. Peck pointed out that changes etc., and only a minority being acquitted, 1947 BROADWAY, N. Y. 23, N. Y. 
In slightly over half the cases all or the 


during the year for information leading to * RINGS POLISHED LIKE NEW 
convictions. Fine Repairs for Less—48 Hour Shop Service 











numbering 13,778 were made for the | 
March, 1947, issue of the reference book greater part of the stolen goods were re- VAN SLYKE 
and 17,390 more were made for the covered and restored to their rightful HOROLOGICAL INSTITUTE 
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September number. owners. 
e following directors were elected to esolutions were adopted thanking the 23030 BROADWAY ® GLENCORT1-5483 
serve for a period of three years: trade press for their cooperation and ex- DAKLAND 12, CALIFORNIA 
Alexander E. Arnstein, Arnstein Bros., pressing appreciation to the Pinkertons — APPROVED FOR VETERANS — 
New York; Frederick A. Ballou, Jr., B. their excellent services. 
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China and Glass 














PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
q Merray Hill 383-5460 














WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 











MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Teas and A.D.'s, Breakfast and Tea Sets 
Smoking Articles, Toby Jugs and Lustreware 

















~~ importers of 
.7 ENGLISH CHINA 
and 


EARTHENWARE 


FONDEVILLE & CO., INC. 
New York 10, N. Y. 
AL. 4-6104 




















ROYAL DOULTON 


Emelish Bone China and Barthenware 


DOULTON and C@O., Ine. 


Successors To 
Wh. & PITCAIRN CORPORATION 
eta Fifth Ave. 


New VYerk, N. Y. 
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BRITISH JEWELRY DESIGNS ARE VERSATILE 
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Versatility is the keynote of current British jewelry designs as illustrated above left, where 
a diamond headdress, liptick ring, brooch and earrings show this year's trend in jewelry 
fashions in Great Britain. Note the effective use of baguettes in the brooch to simulate rain 
drops falling on the open umbrellas. When dismantled, the convertible diamond headdress 
shown above right, forms two other smart pewelry objects. The large spray detaches to form 
a brooch, and the large central diamond unscrews to form a ring stone which fits jnto a 
ring setting. The lipstick ring, which is set with rubies and diamonds, is shown with the 
small lipstick case removed. 





Annual Campaign of UJA 
Moving Rapidly Ahead 


Organization of the Jewelry Division of 
the nation-wide $250,000,000 United -Jew- 
ish Appeal campaign moved rapidly ahead 
during February, as 54 prominent jewel- 
ers were named to the national committee 
by Allen B. Gellman, Col. Harry D. Hen- 
sel and Leo Weisfield, committee co- 
chairmen. 

Funds raised in the 1948 UJA drive will 
be used for overseas relief and rehabili- 
tation, for the upbuilding and security of 
the Jewish state in Palestine, and for aid 
to refugees reaching the United States. 

The Jewelry Division chairmen an- 


nounced itineraries that will take them on . 


personal visits to major cities to address 
jewelry trade meetings in behalf of local 
United Jewish Appeal campaigns. 

Meeting in New York recently, Mr. Gell- 
man, president of Elgin-American, and 
Col. Henshel, vice-president of the Bulova 
Watch Co., mapped out’ a schedule of 
visits that will divide the country among 
the three co-chairmen. Mr. Weisfield, of 
Weisfield and Goldberg, Seattle, formerly 
president of the National Association of 
Credit Jewelers, will concentrate his ac- 
tivities in the West Coast area, visiting 
Seattle, Portland, San Francisco, Los An- 
geles and other important centers. Col. 
Henshel will meet with jewelers in New 
Orleans, Dallas, Houston and other cities 
in the Southwest, and the central and sea- 
board areas will be divided between him 
and Mr. Gellman. 

Paying high tribute to the 54 jewelers 
who have “freely and generously” volun- 
teeered their services in the “Year of Des- 
tiny” drive, the jewelry committee chair- 


men expressed high hopes for success of 


the $250,000,000 United Jewish Appeal 
campaign, largest private philanthropic 
venture ever undertaken. 


tenet 


In addition to its Palestine resettlement 
program, which is conducted by the 
United Palestine Appeal, the United Jew- 
ish Appeal, through its other constituent 
agencies—the Joint Distribution Commit- 
tee and the United Service for New Amer- 
icans—will conduct relief and _ rehabilita- 
tion programs in Europe and provide wel- 
fare and Americanization services for 
refugees in the United States, the three 
Jewelry Division chairmen reported. 

Food, clothing, training and money to 
help speed them on the road to self-sup- 
port will be given to 830,000 Jews living 
in Eastern Europe. Special relief projects 
will be supported in Western Europe. Some 
20,000 refugees arriving in the United 
States this year will be helped to find 
homes and jobs. 


Heads Watchmakers Guild 


Ralph H. Price was elected president 
of the Watchmakers’ Guild of St. Peters- 
burg, Fla., succeeding H. Van Gorder. 

Others elected at the meeting were Wil- 
liam E. Elder, vice president; R. T. Har- 
ris, secretary; and Hoyt W. Chase, 
trustee. R. E. Pemble was re-elected. 

Secretary Harris was appointed a com- 
mittee of one to see what can be done 
toward controlling misreprese:tation of 
watch repair announcements. 
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SWEDISH CRYSTAL 
Kosta Alsterfors 


Maleras Bohlmarks 
DANISH CERAMICS (Bing and Grondahl) 
D. Stanley Corcoran, Ine. 


7 West 30th Street New York 10, N. Y. 
PEnnsylvania 6-0577 
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Lamterton 


IVORY CHINA 
distributed by 


FISHER, BRUCE & C0. 


Phila.: 221 Market Street 
New York: 1107 Broadway 


Lnberton 


Toory 
(Shina 
made in Gtmerica 
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OBITUARY 


Orro ABrECHT, 60, president of the Al- 
bert Abrecht Co., manufacturing jewelers 
of Newark, N. J., died January 22 in a 
hospital in that city after a four months’ 
Iness. He had been associated with the 
jewelry company, founded more than 50 
years ago by his father, since he was a 
young man. Surviving are his widow, a 
son and a daughter. 

Epwarp S. BickarT, 72, for the past 
35 years a sales representative for the 
Ollendorf Watch Co., Inc., 20 West 47th 
St, New York, died January 17 in New 
York. Mr. Bickart represented the firm 
in Western Pennsylvania, Ohio, Indiana, 
Illinois, Michigan and West Virginia. He 
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had a host of friends and acquaintances 
in the trade at large and in the territory 
he covered. He is survived by his widow, 
two sons and two grandchildren as well 
as his brother, William S. Bickart, who 
has been associated with the Ollendorf 
Watch Co. for over 50 years. 

Cuartes E. Davis, 77, jeweler of Great 
Falls, Mont., for nearly 50 years, died 
January 17 in a hospital in that city. Mr. 
Davis went to Great Falls in 1900 and 
established a jewelry store at 303 Central 
Ave. When his store was destroyed by 
fire in 1919, he moved the store to its 
present location at 317 Central Ave. In 
addtion to his widow, he is survived by 
two sons and a daughter. 

Ben A. FriepMan, 53, jeweler of 
Seattle, Wash., died of a heart attack on 
January 7. Mr. Friedman was owner of 
Friedman’s Watch and Clock Shop and 
had lived in Seattle 12 years. Besides his 
widow, he is survived by four brothers 
and a sister. 

HARRY GOLDBERG, 62, a jeweler of Lin- 
coln, Neb., died in that city on January 
12. He had been a resident of Lincoln 
since 1910 and came from Lithuania in 
1904. Surviving are his widow and three 
sons. 

Louis Katz, 71, prominently identified 
with the jewelry trade in Baltimore, Md., 
died in that city on February 4. Mr. 
Katz had been in business in Baltimore, 
for 46 years and operated six jewelry 
stores with his brothers. 








ENRIGHT-LeCARBOULEC, INC. 


CRYSTAL from Sweden 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 Fifth Avenue § New York 16, N. ¥. 
Telephone: CHolsen 23-8702 and CHoelece 2-2968 
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David R. MILLER, 60, senior member of 
Miller Brothers jewelry firm at New Or- 
leans, La., died suddenly on January 16. 
A native of New Orleans and a jeweler 
of that city for almost 40 years, he had 
headed the Canal Street firm since it was 
founded in 1908 by him and his three 
brothers. In addition to his brothers, he 
is survived by his widow, two daughters 
and two sisters. 

HENRY MILLER, 55, partner in the firm 
of Miller & Veit, 630 Fifth Ave., New 
York, which was organized a little over 
25 years ago, died suddenly on February 
12. Mr. Miller started his career in the 
diamond business with Bodenheimer and 
Jaskow and left that firm to form the 
Miller & Veit partnership. He enjoyed 
an enviable reputation in the trade and 
was an outstanding leader in the jewelry 


HENRY MILLER 





industry. Mr. Miller, a veteran of World 
War I, was a member of the 24 Karat 
Club of the City of New York and the 
New York City Athletic Club. In addi- 
tion to his widow, Leonore Miller, he 
is survived by two sons, John L. and 
Richard H. Miller and a sister, Mrs. Mil- 
dred Mayer. Business operations in the 
firm of Miller & Veit will be continued by 
former associates. 

HENRY B. MUSSELMAN, 73, who was 
for many years engaged in the jewelry 
business in Danville, Va., died January 
30 in that city. He is survived by his 
widow, two daughters and a son. 

Puiuie Rerrer, 56, a manufacturing 
jeweler of New York, died February 2 of 
a heart attack. Born in Bucharest, Ru- 
mania, he served his apprenticeship there 
with the firm of Gronberg before coming 
to this country. In 1926 he made several 
pieces of pewelry for Queen Marie of 
Rumania. Surviving are his widow and 
two daughters. 

JosEPpH M. Ro.ENBACH, retired sales- 
man, formerly associated with the Illi- 
nois Watch Case Co. and its Elgin 
American Division, Elgin IIl., died re- 
eently. After 35 years service with that 
firm, Mr. Rosenbach retired April 1, 1946. 
During the entire period of his employ- 
ment, re represented the company in 
metropolitan New York and its western 
territories. He is survived by his widow 
and his son. 

JEROME A. SCHERER, 83, senior partner 
in Scherer’s Jewelry store at Buffalo, 
N. Y., died February 8 at his home. Mr. 
Scherer was a former president of the 
Buffalo Retail Jewelers Association. A 


son and a grandson are now associated - 


with the firm. 

ALBERT ZILLIOX, 83, former president 
of the Buffalo Retail Jewelers Associa- 
tion, dide February 2 in that city. He 
conducted the A. Zilliox & Sons jewelry 
store in Buffalo for 60 years until he 
became ill last October. Surviving are 
two daughters and six sons, 
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GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA @ GLASS @ #£=TABLEWARE 
EARTHENWARE e_ -GIFT and ARTWARES 
Domestic and Foreign 

















| THEODORE HAVILAND ! 
CHINA | 


Theodore Haviland | 
| Pew Dork 


| MADE IN AMERICA 





THEODORE HAVILAND. & CO. 
INCORPORATED | 
26 West 23rd Street | 
New York 10, N. Y. | 


Merchandise Mart ‘Room 302 Brack Shops 
Chicago 54, Ill. Los Angeles, Calif. 

















SERVICE PLATES - DINNERWARE 


Famous for all-over 
“SATIN GOLD” CHINAWARE 
ATLAS CHINA CO., Ine... 


27 West 20th St. (Since 1918) New York 11, N.Y. 

















FINLAND CERAMICS and GLASS CORPORATION 


Crystal China-Falence Art Pottery 
225 FIFTH AVENUE NEW YORE 


LEVY BROS. CHINA CO. inc. 


EST. 1868 NEW YORK 


Gifts ... Dinnerware... Service Plates 
ALL-OVER DESIGNS IN 22K GOLD 


Office and Showroem Showroom 
79 Fifth Avenue 225 Fifth Avenue 


CASTLETON 


Distinguished American China 
























CASTLETON CHINA INCORPORATED 
L. E. Hellmann, President 


NEW YORK 10 





DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue, New York 
Mart, Chicago 


GIFT AND ART 
NOVELTIES 


Merchandise 
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General Electric offers you this streamlined Steam 
Tron at the right. 

Note it has no bulky boiler to mar its beautiful lines. 

That’s why so many people have to look twice to 
make certain that this new, remarkable General Electric 
Iron really is a steam iron! 

You can sell this new, streamlined General Electric 
Iron hands down against all the old-fashioned-looking 


steam irons! 


Customers instinctively reach for it! 


Place any or all of the other steam irons on your display 
counter. Then put General Electric’s Double-Duty 
Steam Iron right in among ’em ... and watch how 
your customers react. 





Instead of the conventional, cumbersome steam boiler, 
there’s a reservoir from which water—one drop at a time— 








You have to look twice to 
tell it’s a steam iron! 


They will instinctively reach for the General Electric beauty! 


Best of all, you have a powerful selling story with the 
General Electric Steam Iron, as you can see below. 


Place your order for General Electric Double-Duty 
Steam Irons now. The demand for them is terrific, but 
our production is being stepped up month after month 
and we'll ship you all we can... fast as we can! 


General Electric Company, Bridgeport 2, Conn. 


Combination Dry and 


STEAM IRON 








2 A twist of this knob turns the General Electric Iron from 


@ steam to dry ironing—or vice versa! 


instantly turns into steam, no long wait for steam pressure This Double-Duty General Electric Iron also has the 
to build up. And, when the General Electric Steam [ron is “Dial the Fabric” Control that selects the right heat for 
set upright, steam turns off automatically. every fabric. 
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This General Electric beauty is two irons in one . . . an automatic steam iron . .. and an automatic dry iron ! 
' This is the finest iron ever made by the company that has always made the best irons! 














No heavyweight! This new General Electric Steam [ron This new iron has an extra-large ironing surface—27% 
e Weighs only 4 Ibs. Your customers can now sit at an ironing @ square inches. 
board and work in comfort. The famous Calrod* Unit holds the desired temperature. 
The iron is air-conditioned, too. Between the iron and the There: are button nooks, and built-in double thumb rests for 
handle is space for air to circulate, keeps the handle c-o-o-l. comfortable handling. *Trade-mark Reg. U. S. Pat. Off. 


GENERAL @ ELECTRIC 
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How to Make a Balance Staff 


Continuing the discussion on the making of a replacement 


balanee staff. Cutting of the pivots, oil grooves, the 


hairspring post, balanee hub, and roller post is told here. 


by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author.) 


TT round tipped graver shown in D, Fig. 1 is used 
to cut the pivots. Balance staff pivots are made up 
of two distinct sections; one a true cylinder, the other 
conical, cut and shaped to blend perfectly into the cylin- 
drical portion of the pivot so that it looks like one con- 
tinuous piece. The proportions of the pivot are shown 
illustrated in Fig. 14. The cylindrical part of the pivot is 
generally one-half the length of the conical section. 
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In cutting the pivot of the staff, the round-tipped graver 
is used in a series of slow short strokes, curved to the de- 
sired shape of the pivot as shown in Fig. 15. It is ad- 
visable to make the pivots just a little longer than needed 
since these can be shortened to suit later adjustments. Of 
course the pivot is left oversize for the subsequent polish- 
ing operation. 

















OIL GROOVES 

The purpose of the oil groove below the coned section 
of a pivot is to trap the excessive oil that otherwise might 
run down the staff to the hairspring. The nature and 
angle of the undercut keeps the oil in its corners due to 
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capillary action. This is shown in Fig. 16. This groove 
is cut with the undercutting graver. First a grooving cut 
is made and then finishing with a facing cut. The height 
of this groove is generally about one half the length of 
the entire pivot. However this groove may be made 
longer for the sake of appearance but it should not be 
made so long that the hairspring post becomes shorter 
than the height of the hairspring collet. The groove must 
not be cut too deeply otherwise the staff might become 
weakened at this point. 















Fig. 15. The round-tipped Nee 

graver is used to cut pivot \ ee 

to desired shape, leaving it \ 
slightly oversize so as to \ ee 


allow for final polishing. 

The edge of the hairspring shoulder is bevelled slightly 
to permit the hairspring collet to enter upon it. 

At this point in making the balance staff, it is advisable 
to polish the pivot, hairspring post, and oil groove be- 
cause the subsequent operations will weaken this part of 
the staff and thus hinder the polishing operations. In- 
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Beau Mil’s “ ... the best investment we ever made 


was in the purchase of a Watch Master. 
It has given us more prestige, better work, 
less come-backs—and is paying for itself 
by the greater volume of watch repair work 
left with us. 


. .. since receiving your advertising mats, 
business has improved at least 50% and our 
jewelry sales are also increasing due to 
the heavier store traffic.” 


—and many similar letters are being re- 
ceived from all parts of the country. If you 
are a user, write for our “New Series” of 
advertising mats. If you are not a user, 
write and say,— We'd like a demonstra- 
tion of the— 
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Distributors of Western-Electric Watch-rate Recorders 
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structions on polishing the pivots and shoulders of the 
staff can be found in the chapter dealing with “Adjust- 
ing the Balance Staff.” 

In polishing the hairspring shoulder, care must be 
taken not to reduce the height of the balance shoulder. 
A staff that has been cut skillfully with cylindrical sur- 
faces just about .02 mm above the finished thickness 
should not require much polishing to bring the staff to a 
fine black polish. 







Fig. 16. Nature and angle 
of undercut for oil groove 
keeps oil in its corners 
due to capillary action. 


«After polishing the pivot, oil groove and hairspring 
post, the balance hub is cut. This should be done so 
that it slopes back in an angle of about 30 deg. and cut 
almost the full length of the metal protruding from the 
chuck as shown in illustration No. 17. This slope is cut 
until just a little of the cylindrical or original thickness 
of the metal is left. It should also be mentioned that 
this cut must be made flat without any irregularities in 
its surface because immediately after this operation, the 
slope is polished. 


_) 


Fig. 17. Balance hub cut should be 

made so that it slopes back angle 
C of about 30 degrees and almost the 
full length of the protruding metal. 
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The roller post is cut while the metal is still in the 
lathe. It should be pointed out that the metal must not 
be removed from the lathe during the whole operation 
of making the staff otherwise the truth of the various 
surfaces may be spoiled. A staff cut while it is in one 
chuck and is not removed will remain true since it is 
being turned on one axis. The graver to be used in 
cutting the roller post is the one shaped like a parting 
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tool (Illustration No. 1 “E”). This graver is used be. 
cause its shape permits it to cut the roller post in the 
cramped space between the balance seat and the lathe 
chuck. Illustration No. 18 shows the tool performing this 
operation. 

Measuring the diameters of the exposed section of the 
staff is comparatively simple since these measurements 
may be conveniently obtained by the micrometer, Be. 
cause of the limited space of the roller post, this thick. 
ness is measured with calipers. However, a micrometer 
with thin jaws may also be used. A millimeter Caliper 
with vernier markings is shown in Fig. 19. This has 





Fig. 18. The roller post is 
chuck so as to remain true. 
cut while staff is still jn 
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readings calibrated in tenths of a millimeter. The vernier 
markings on the indicator permit readings in hundredths 
and has a capacity of 12 millimeters. 

The roller post should be turned to a slight taper. Gen- 


(Please turn to page 368) 





Fig. 19. Measuring diameters of the exposed section of the staff 
is done with millimeter caliper with vernier markings, as above. 
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tarting with a big, full-page adver- 
tisement in the March 20 issue of The 
Saturday Evening Post...Seth Thomas* 
launches the biggest campaign in its 
long history of consistent nation-wide 
advertising. 

It’s an entirely new campaign. Big, 
full-page space appears frequently in 
the POST throughout the year. Big, dra- 
matic photos richly display Seth Thomas 
models. And in addition, other ads will 
be seen regularly in all the best-liked 
home magazines: American Home, Bet- 
ter Homes & Gardens, House Beautiful, 
House & Garden. A total of more than 
21,300,000 men and women read these 
popular magazines! 









FEATURED in The Saturday Evening 
Post during spring months will be 
the Seth Thomas Legacy, Baxter 
and Simsbury. The four powerful 
home magazines will feature the 
Sharon, Sequin, Buckingham, 
Brookfield and Hitt...all fast sell- 
ers. Watch for these attention- 
getting ads. Feature these fine 
clocks in your own store advertis- 
ing and store displays. 


































The POST ad sets the pace. It’s a 
“prestige” message reminding readers 
that Seth Thomas is truly “the finest 
name in clocks.” It’s a campaign de- 
signed to identify the Seth Thomas 
dealer as “the finest store in town.” 


Tie in with this banner campaign. 
Make your store Seth Thomas head- 
quarters. You can easily do this by dis- 
playing Seth @4@mas Clocks promi- 
nently... by calling your customers’ 
attention to the fine quality of these 
clocks ...and by advertising in your 
local newspaper. We'll supply news- 
paper mats, free. Write for them to- 
day. Seth Thomas Clocks, Thomaston, 
Connecticut. 


*REG. U. Ss. PAT. OFF, 










Seth Thomas 
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A PRODUCT OF GENERAL TIME INSTRUMENTS CORPORATION 
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yu ESCAPEMENTS—Are watches with verge 


escapements made anywhere now? I am told that in 
one district in England, no other kind can be sold. 


(Question No. 6014) E. S. 


Answer—Even with all that used to be said of ex- 
tremes of conservatism in a few spots in John Bull’s 
island, it must be said that no watches with verge escape- 
ments are made commercially today. We do happen to 
know that up to about 30 years ago, the Rotherham 
Watch Co., at Coventry, England, in order to satisfy de- 
mand, made 18-size watches with lever escapements, but 
with the same kind of metal dust-caps on them that were 
characteristic of verge watches. But this was to accom- 
modate trade in one district in the north of England, a 
local oddity, and probably no longer existing. Maybe it 


was this that you heard of. 


—— PARTS—I wonder if you can tell me if it is 


possible that rust is caused on steel watch-parts by 
material a bench tray is made of? It is a soft trans- 
parent material, yellowish color, some kind of plastic. 


(Question No. 6015) S. Y. 


Answer—Probably your tray is one of the celluloid 
ones, used before the introduction of the modern “syn- 
thetic resin” plastic materials. Celluloids in many cases 
did cause rusting of steel parts in contact with them. We 
think it well to throw out any celluloid trays and re- 
place them with others, of lucite or wood or other non- 


rusting material. 


DJUSTING ESCAPEMENT—How can I adjust the 


escapement in a full-plate watch, where there are no 
observation-holes through which the wheel-and-pallet ac- 
tion can be seen? (Question No. 6016) R. A. L. 


Answer—tThe kind of watch mentioned in your in- 
quiry, is usually one of the old thick 18-size movements 


that became outmoded beginning around 1890, after the 
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smaller and thinner 16-size three-quarter plate models 
came into popularity. In the latter, the escapement action 
is in view. When many full-plate watches were in use, 
watchmakers could buy outfits like “Boynton’s escape- 
ment tool,” or “Eclipse escapement holder,” into which 
the upper plate of a watch was clamped, with pallet and 
escape-wheel pivots in their holes in the plate, and the 
opposite pivots held in adjustable v-centers in the tool, 
so that the escapement action could be fully seen, and the 
parts easily gotten at for adjustments. One of these tools, 
second-hand, might be found by advertising in our 
classified columns; they are often in the outfits in old 
shops, seldom if ever used, and owners may be glad to 
sell them. Or if you have a depthing tool, this could be 
used, except without the bankings, as the watch-plate 
couldn’t be included in the set-up with this. Otherwise 
you would have to do any adjusting in a full-plate watch 
guided by whatever you could see by looking between 


the plates at the escapement action. 


AMP FUEL—What can I use in my alcohol lamp that 
will not rust steel that is heated by the flame? (Ques- 


tion No. 6017) R. L. A. 

Answer—Rust is caused by using methyl (“wood”) 
alcohol in the lamp and is avoided by using ethyl 
(“grain”) alcohol. The latter is so costly that denatured 
alcohols are mostly used, and if denatured by some for- 
mula containing minimum amount of wood alcohol, such 
alcohol will cause little if any rust. Consult a druggist or 


chemist on what alcohol to buy. 


LUEING SOLUTION—What is the name of that 
coloring liquid you recommended in an earlier 
issue for coloring steel clock hands blue without heating 
them? (Question No. 6018) C. P. 
Answer—Probably what we suggested was a liquid 
stain used by tool-makers and machinists for painting 
metal surfaces on which to scratch lines and circles in 
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AMERICA'S FINEST ALARM CLOCK! 


Without doubt, the LUX Chilton is the 
outstanding alarm clock in the Lux line. 
Gracefully streamlined from delicate 
hands to widely sweeping pedestal, it 
has a baked synthetic enamel finish that 
is too tough to peel, chip or even scratch 
easily. Its metallic dial has large, bold 
numerals... easily read from a room’s 
length away. The precision Lux move- 
ment, painstakingly engineered as a fine 
watch, gives years of accurate service. 











MINUTE MINDER NO. 60-M 


For timing cooking or other operations... 
without the bother of watching a clock. Its 
famous LUX movement is mounted in 2 
die-cast case ... finished in baked synthetic 
enamel. A damp cloth cleans it. 


THE LUX CLOCK MANUFACTURING COMPANY, INC. 


SALES OFFICE: DEPT. B-1107 BROADWAY, N. Y. 
WESTERN OFFICE: WESTERN MERCHANDISE 
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e FACTORY: DEPT. B-WATERBURY, CONNECTICUT 


MART, 


1355 MARKET ST., SAN FRANCISCO, CALIF. 
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laying out work. One of the best brands we know of is 
sold under the trade-mark “Dykem Blue” by most deal- 
ers in machinists’ supplies, hardware and paint stores, 
etc. 


XIDIZING SILVER—What is best method of oxi- 
dizing silver? We polished a fine hand-made belt- 
buckle, after soldering, and the owner raised Cain about 
it, saying we made it look like a cheap factory-made job, 
etc. (Question No. 6019) L. M. C. 

Answer—tThe simplest way to oxidize a piece of 
silver work is to immerse it in a solution of liver of sul- 
phur in water. Put a lump about the diameter of a dime, 
in a half pint of water, to dissolve. This substance is the 
quickest, easiest and cheapest thing for the purpose; 
although it does have an offensive smell and you'll do 
well to do the job out-of-doors. 

Immerse the work, examining it frequently. When 
black enough, dry the piece, then polish the high-lights 
leaving the oxidation in as much of the lower parts as 
looks right. Polishing may be done on a jewelers’ buf- 
fing lathe although a fine-looking job is obtainable by 
dipping the fingers in any abrasive powder you have, 
with water, and rubbing the silver with the fingers or in 
the palm of the hand. This hand-polishing can produce a 
more beautiful effect than buffing. 





HOW TO MAKE A BALANCE STAFF 
(From page 364) 


erally in a staff, such as used to illustrate this chapter, 
the taper is about .03 mm thicker at its base than it is at 
the beginning of the taper. Using very light cuts will 
result in a smooth, fine finish that requires little polishing. 





Fig. 20. Cutting the cone 
and pivot is done with the 
round-tipped graver cutting 
from the roller post toward 
the chuck to avoid breaking. 











After the taper is turned to a diameter within the limits 
previously discussed to allow for polishing, the cone and 
pivot are cut. 

Cutting the cone and pivot at this end of the staff is 
done with the round tipped graver used previously to cut 
the pivot at the hairspring end of the staff. 
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It should be remembered that up to now the staff was 
connected to the metal in the lathe chuck by the sturdy 
roller post. However, when the pivot is cut it thins oy 
this link. If any strain were placed upon the staff jt 
might then break off at this point. Therefore, in formin 
this back pivot, the graver should cut from the roller 
post toward the chuck. In this way the metal that jg 
being made thinner becomes part of the extending staf 
while the graver working inward places a strain only on 
the thicker metal extending from the chuck. 

The cylindrical part should be made as long as possible 
before parting the metal. This is shown in Fig. 20. The 
staff may be cut off from the metal in the chuck by the 
gravers shown in Fig. 1, A or B. | 

When the staff is parted it is placed in a chuck that 
fits the hairspring post as shown in Fig. 21. Selecting 
the chuck should be done by following the directions pre. 
viously given on that subject. It is important that the 
proper chuck be used if a snug fit and accuracy are to 
be expected. The staff may then be finished, giving such 
finishing touches to the base of the roller post, polishing 
the roller post and the pivot, as shown in Fig. 21. Cut. 
ting as much of the staff as possible while it was in the 
first chuck relieves a great deal of strain and possible 
inaccuracies while the staff is later held by the hair. 
spring shoulder. 


ht. 

. Fig. 21. After staff is parted 
it is reversed and placed ina 
4 chuck that fits the hairspring 
post for the final finishing. 


m" 
at 
' 
t 
NTE 


a 
| 














If upon fitting the hairspring shoulder in the chuck it 
is impossible to make it run true, this may be due to the 
fact that the hairspring post was not turned cylindrically 
but rather to a taper. Or else the chuck selected is at 
fault. An oversize chuck should not be used because it 
will grip the metal only at the point where it enters the 
chuck. Furthermore, the chuck is made to contact too 
much with the result that it may become wedged in the 
lathe. 

Forcing the metal into a smaller chuck spreads the 
chuck and the metal is gripped only near its innermost 
part. In both cases the metal will not run true and the 
chucks may become sprung and unfit for further use. 


(To be continued) 
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LYRIC: SA-14. Graceful Sentinel min- 
iature self-starting electric Alarm 
Clock. Pleasant 1-2-3 alarm. Metal 
case finished in durable glossy baked 
enamel, 414” high. Retails $4.95. 






CAMEO: WW-123. This beautifully 
designed Wrist Watch is in great de- 
mand. Case, 10 kt. rolled gold, stain- 
less steel back. Raised gilt numeral 
metal dial. Clear view crystal. Pig- 
skin strap. Retails $7.95. 






ARTCRAFT: SD-138. Self-starting Oc- 
Casional Electric Clock. Gum wood 
case, butt walnut top, hand rubbed 
finish, gold plated feet. Silver plated 
metal dial and gold pe hands, 
52” high. Retails $9.95. 


For Marcn, 1948 
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MURAL: SK-135. Sentinel self-starting 


electric Kitchen Clock. Easy to see, 
easy to clean, 52” convex glass, 
handy bottom set. Metal case, glossy 
— baked enamel finish. Retails 


ate ME 3 
ee 


AUTOCRAT: PW-12. This excellent 
Sentinel Pocket Watch is a chromium 
plated winner with outside black 
enamel numeral dial and modern, red, 
dial-ty second indicator. Sturdy 
and reliable. Retails $2.50. 





PRINCESS: 1D-0-13. A tiny, very 
beautiful Sentinel one-day Alarm 
Clock only 314” high. Metal case, 
durable ivory baked enamel finish, 
brass plated dial frame and hands, 
single wind for time and its cheerful 


bell alarm. Retails $3.25. 


Prices exclusive of taxes 
and subject to change. 








CLOCKS AND WATCHES 
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The national advertising of Sen- 
tinel Clocks and Watches in LIFE 
magazine, SATURDAY EVENING 
POST and LOOK is reaching 
some fifty million people every 
month during March, April, May 
and June. Display these fast sell- 
ing, moderately priced, well de- 
signed and well built items. They 
will build your clock and non- 
jeweled watch business soundly 
and profitably for you. Sold 
under Fair Trade Agreements 
in all states where applicable. 


THE E. INGRAHAM COMPANY 


Bristol, Connecticut ° Established 1831 
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“Guard Your Trccious Sime ”9 
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i Manufacturers News 


Service to Retailer Keynotes Frank M. Whiting Sales Meeting 














Ke 


Frank M. Whiting salesmen and executives gather for annual convention. Seated on sofa 
in front row center are (I. to r.): S. Pelz, Vice Pres. and Sales Mgr.; A. Lipman, President; 
S. Rehbock, of Norman A. Mack & Co. advertising agency for Whiting. 


‘¢ Every customer on Frank M. Whiting 
& Company’s books owns a silver and 
goldsmithing plant in Meriden, Conn. 
We run it for them—but our customers 
are its life blood, and they must be happy 
if we are to be happy. 

‘¢You gentlemen are not just selling 
sterling silver—you are the direct repre- 
sentatives of a name in sterling that 
stands for all of the good things in busi- 
ness and industry—good merchandise— 
correctly priced—and energetically pro- 
moted—and above all, honesty, integrity 
and service.’’ 

That was the keynote of the annual 
convention of sales representatives of 
Frank M. Whiting & Co., as set forth by 
President ‘‘Al’’ Lipman at the opening 
session of the meetings, held January 5 to 
9, at the company’s plant in Meriden. 


Plans for the immediate future—par- 
ticularly for the introduction and promo- 








tion of several new items in the Frank M. 
Whiting line—were presented by Mr. 
Lipman, who stressed again that these 
items were being introduced not merely 
for the purpose of enlarging the line—but 
because they would enable Frank M. 
Whiting customers to make more sales 
and, therefore, greater profits. Some of 
the new items are in hollowware and 
several are new patterns being added to 
the flatware line. 

Mr. Lipman closed with these words: 
‘‘In these uncertain times, and in the 
days and years ahead, we shall strain 
every effort—just as we have done in the 
past—to insure that the name Frank M. 
Whiting—and the products bearing this 
name—become synonymous with good 
business, honestly and_ sincerely run. 
In this manner we ean insure the future 
success of all our customers, and ulti- 
mately our own.’’ 














Two Years of "Twenty Questions" 


In celebrating its second anniversary on 
February 7, Ronson’s “Twenty Questions” 
program (8:00 P.M., EST, WOR Mutual) 
prides itself on the laurel wreaths which 
it has gathered as an outstanding radio 
series. It has been awarded for its merits 
by the American College Association, has 
been recommended by the National Parents 
and Teachers Association, and in each of 
its two years has received the blue ribbon 
for excellence from the New Jersey State 
Fair Committee. Dramatics magazine has 
named it the best quiz program on the air. 

Although “Twenty Questions” contestants 
are paid off only in Ronson lighters, the 
program is said to be the heaviest mail 
puller on Mutual, despite offers by other 
quiz shows of prizes ranging from con- 
vertible coupes to the Empire State Build- 
ing and trips to the moon. 

On its second anniversary program, 
“Twenty Questions” featured as its special 
guest, Guy Lombardo, who was on hand 
to commemorate its first birthday, and 
promises to continue the custom through- 
out the years that program seems likely 
to run. 
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Enger-Kress Sales Force 
Enthusiastic over 1948 Line 


Salesmen of the Enger-Kress Co., West 
Bend, Wis., who attended the three re- 
gional meetings where the new line of 
Billfolds, “Jillfolds,” “Swing-it” Secre- 
taries, and Key cases was displayed, pro- 
nounced it the most beautiful ever de- 
veloped in the company’s 60 years of 
leather crafting. 

Salesmen for the Central Region gath- 
ered at West Bend in a meeting directed 
by Lee B. Miller, Sales Manager; Eastern 
representatives met at the Governor Clinton 
Hotel in New York with O. P. Klein, 
President and J. B. Anderson, Assistant 
Sales Manager; and Rocky Mountain and 
Pacific Coast salesmen met at the Biltmore 
Hotel in Los Angeles with Howard A. 
Bauman, Vice-President, and H. H. Klet- 
zien, Advertising and Sales Promotion 
Manager. 


Trade Journal advertising of the new 
items is scheduled in a large number of 
publications and will precede an extensive 
advertising campaign in leading consumer 
magazines, 








Gruen Buys Tract of Land; 
Will Build Factory and Office 


The Gruen Watch Co. has bought q 
63-acre tract in Amberly Village, on the 
outskirts of Cincinnati, on which it plans 
extensive expansions to cost an estimated 
$3,000,000. 

An office building and two factories— 
one for the production of watch cases, and 
the other for movement manufacture, wil] 
be erected as soon as architects’ plans are 
approved, says Benjamin S. Katz, Gruen 
president. 

The proposed buildings will give Gruen 
more than three times the office and fac. 
tory space which it now has in Cincinnati. 
All buildings will be air-conditioned with 
the latest in dust and humidity control, 
lighting, sound-proofing, music systems and 
other facilities to provide the best possible 
working conditions. 


This expansion is part of an overall plan 
which Gruen feels is necessitated by the 
fact that for seven years the company has 
been unable to deliver sufficient watches 
to fill the demand, distribution to jewelers 
having been on a quota basis since 194]. 
The company hopes to complete this pro- 
gam and occupy the buildings during 1949, 
which will be the 75th year of the com. 
pany ’s operation. 





New Style in Wedding Rings 
Introduced by Bristol 





An interesting new type of wedding 
ring has been announced by the Bristol 
Seamless Ring Co., 71 Nassau St., New 
York. The design which Bristol calls the 
“bangle” wedding ring features a wide 
top with a somewhat narrower shank as 
shown in the accompanying illustration. 
The rings are available in a variety of 
designs including both diamond-set and 
plain. The illustration pictures two of the 
styles from the diamond-set line. The 
rings are being offered in_ palladium, 
platinum, white gold and two-tone effects 
with yellow gold. The gold items are 
made in both 14K and 18K quality. 


Johnson Moves Display Room 


Don H. Johnson, manufacturers’ New 
England representative for Frank 
Smith Silver Co. of Gardner, Mass., and 
Rockwell Silver Co. of Meriden, Conn., 
has removed his display room from Parket 
House to nearby 101 Tremont Street, 
Room 1111, Boston. 
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Clelechnon Time Center 


a complete clock department 


Thousands of these handsome, illuminated dis- 
play pieces are already bringing in business for 
Telechron dealers .. . and there aren’t many left. 
Don’t miss this opportunity . . . order yours now, 
with a smart assortment of clocks, from your 
Telechron distributor. 


The Telechron Time Center is an adaptable three- 
way display that adds to the appearance of your 
store ... works for you 24 hours a day. Compact 
and complete, finished in rich mahogany color 


USE IT ON YOUR WALL 
ON YOUR COUNTER 
IN YOUR WINDOW 


THE FIRST AND FAVORITE ELECTRIC CLOCK 


... only 21%” high, 35” wide, and 7” deep. Has 
room enough to display eight different Telechron 
models. If your store space is limited, you can 
hang it on your wall. . . you don’t have to give 


up an inch of counter room. 


You can get this illuminated display with an 
assortment of Telechron clocks, all popularly 
priced, fast selling styles, through your Tele- 
chron distributor. Ask for details. Telechron Inc., 
Ashland, Mass. 


ELECTRIC -CiLleycas 
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NEW WEST COAST SHOWROOMS FOR THEODORE HAVILAND 





Pa NOS al 


The newly-opened West Coast showrooms for Theodore Haviland & Co., Inc., in Suite 302 
of the Brack Shops, Los Angeles, Calif., are designed in simple, modern lines with natural 


oak fixtures and walls painted in dark brown, light blue, and green. 
indirect fixtures give*an even lighting effect for the displays of china. 


Lumiline bulbs in 
E. J. Lawn, until 


recently manager of Haviland's showrooms in the Chicago Merchandise Mart, is head of 
the new Los Angeles offices. 





New "Duo-Temp" Thermometer 
Suggested As Traffic Builder 





Jas. P. Marsh Corporation, manufac- 
turers of precision instruments for more 
than 80 years, who recently moved from 
their former location in Chicago to a large 
modern factory building in Skokie, IIl., are 
announcing to the jewelry trade their 
“Duo-Temp” indoor-outdoor dial thermom- 
eter. This device, through an ingenious 
yet simple arrangement, reads simultane- 
ously on one dial the temperature at any 
given time both outdoors and within the 
room and is stated to be the only fully 
mechanical indoor-outdoor thermometer on 
the market for home use. 

Sturdily constructed, with no glass tubes 
or breaking column of liquid, the dial is 
cased in a housing of baked enamel mea- 
suring 3% inches square which is mounted 
inside the rim. It is simple to install and 
is as easy to read as a clock. The outdoor 
temperature is shown on the dial with 
black figures and markings; the indoor on 
one with red characters. It is to be dis- 
tributed to the retail trade through whole- 


sale jewelers and retails at $6.79, 
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International's Ozzie & Harriet 
Rated One of Six Best Air Shows 
By Leading Radio Editors 


Radio editors of leading newspapers 
and magazines across the country were 
asked last month by Variety, top publi- 
cation of the entertainment world, to list 
the radio programs which in the opinion 
of that radio editor, rated most highly 
from the standpoint of entertainment, 
originality, script, performance, etc. 

High on the resulting list was the Ozzie 
& Harriet series sponsored by the Inter- 
national Silver Co., over the CBS network, 
each Friday evening. Rating sixth out of 
all the network programs on the air, this 
poll of opinion by radio experts placed it 
ahead of even such favorites as ing 
Crosby, Edgar Bergen, Walter Winchell, 
Duffy’s Tavern, Bob Hope, Jimmy Dur- 
ante and Red Skelton. 

Such a showing is indeed noteworthy 
and indicates that these broadcasts by 
International are a potent force in help- 
ing the nation’s retail jewelers to de- 
velop silverware business. 





New Watch Crystal Catalog 
Lists Huge Assortment 


Watch erystals in an enormous variety 
of styles, types and sizes are shown in the 
new catalog just issued by the Fulton 
Watch Crystal Corp., 121 Fulton St., New 
York. Included are eylindricals, fancy 
flat tops, gable tops, round balls and 
round flat tops for all of the leading 
makes of watches and watcheases, and the 
items are numbered under an ingenious 
code system by which the style number 
shows the shape, type, and the length and 
width of the crystal in millimeters and 
tenths. 

All erystals are of molded glass made 
in precision master moulds to insure per- 
fect fit and uniformity. Copies of the 
catalog may be obtained by addressing 
the Fulton Watch Crystal Corp., at the 
address given above, 





Parker Pen's 1948 Ad Campaign 
Biggest in Company's History 


The most ambitious newspaper and 
magazine advertising program in its hi 
tory is scheduled for 1948 by the Parker 
Pen Company. The campaign will] involve 
an expenditure for advertising ‘een 
alone, of more than $2,000,000, according 
to David G. Watrous, advertising nar 
ager, and will run in a dozen of the lar 
est circulation national magazines a 
several Sunday newspaper magazine sup- 
plements. Advertisements will follow the 
1947 format of showing the pen in the 
hands of famous people. 

The company will also run a ; 
schedule of colorful ads for igen 
Parker’s Quick drying, brilliant permap. 
ent ink, in a substantial list of leading 
consumer periodicals. 

J. Walter Thompson (Co. i 
handles the account. : — 





Universal Camera Corp. 
Adds New Items to Line 


Six new models, which will be added 
to Universal Camera Corporation’s line in 
1948, were introduced last month at the 
company’s first post-war sales convention 
in New York. 

Included in the new items are two 
folding cameras—Roamer I and Roamer 
II—which will retail at $29.75 and $48.00, 
respectively, and two reflex models— 
Uniflex I and Uniflex II, which will sel] 
for $48 and $75.00, respectively. 

In the movie projectors, the company 
has a new 16mm.- sound projector—The 
Universal Tonemaster, which will sell at 
$350.00, and the new 8mm. silent pro- 
jector—the Cinematic, to sell at $135.00. 

Other items included in Universal’s 
1948 line will be the Mereury II and the 
Buccaneer in the 35mm. camera elass, 
the Meteor in the low-price group, and 
the Cinemaster II 8mm. movie camera. 
Universal 6x30 prismatie binoculars will 
also be available in 1948. 








Clever Package for the Graduates 





A special graduation gift package has 
been announced by the Evans Case Co., 
North Attleboro, Mass., for use with that 
company’s lighters and compacts as grad- 
uation gifts. 

As shown in the accompanying illustra- 
tion, the paeskage is in the form of a 
graduation mortarboard effect, complete 
with silky tassel and opens up to display 
either a compact or a lighter placed on a 
black velvet pad within the box. 

The package is made of black plastic 
and the velvet pad that holds the lighter 
or compact lifts out leaving an attractive 
box for use as a holder for various small 
articles on the desk or dresser. From the 
jeweler’s point of vew, the package ties 
in admirably with window and store dis- 
plays of graduation gifts. 
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Mr. JEWELER: 


We will prove it. 


> Ponded~o 


Graduate Watchmakers 


We will protect you 
with a $100.00 Bond 


on our graduates 


Today there are entering the trade, graduates of schools 
with various qualities of workmanship. Some jewelers 
have had sad experiences with these poorly trained 
students. 

Due to this existing weakness we want the opportunity 
to prove our superiority in training of good men and 
women who are capable of repairing and rating cus- 
tomers’ watches in all positions to WATCHMASTER 
perfection. 

If, therefore, any graduate of W. P. H. I. that is placed 
with you and recommended by us as capable of meeting 
your requirements does not fulfill your expectations 
after two weeks, we will protect your loss up to $100.00 
with our Cash Bond. 

To date we have not found this necessary as our 
recommended students are capable mechanics. 


Western Pennsylvania 


Horological Institute, inc. 


ACCREDITED BY THE 
NATIONAL COUNCIL 
OF TECHNICAL SCHOOLS 
WASHINGTON, D. C. 


e Nationally accredited by the United Horological Association 
of America. 


e Licensed under the private trade school law of Pennsyl- 
vania by the State Board of Vocational Education. 


© Approved School for Veterans Training under the G.I. Bill 
of Rights. 


The World's Largest Watchmaking School 
William O. Smith, President and Technical Director 





1. Tops in teaching watchmaking 
2. Finest school training 
3. Capable Proficient Graduates 


4. Most completely equipped school in 
the World. (over 48 Watchmasters) 


Our Watchmaster curriculum compiled under the 
supervision of Charles Purdom, Author of Scientific 
Timing. 

For further information wire or write at once. 


Western Pennsylvania Horological {nstitute, Inc. 
Dept. J-2 807 Ridge Avenue Pittsburgh 12, Pennsylvania 
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Brighten 
The Fame 
Of Your Name 


Reputation attracts the many 
but is created by the few. Just 
as the lasting fame of an artist 
depends on the judgment of 
connoisseurs so the renown 
of a store rests on the good 


opinion of those who know 
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Only the unusual impresses 
these leaders of taste. That's 
why so many establishments 
feature Revere Clocks — mas- 
terpieces of craftsmanship 
with traditional Westminster 
Chimes and the accuracy of | 
the Telecron Motor. Send for . 
catalog showing the designs ‘3 
that appeal to the knowing and 
enlarge a store's reputation 
for excellence. 

THE REVERE CLOCK COMPANY 

Cincinnati 6, Ohio 


Despite much costlier manufactur- 
ing there is only 20% difference 
between now and pre-war 
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Revere prices. 





FLOOR CLOCK is the 
CABOT. Honduras 
Mahogany. 80" high. 
oon Dial West- 
minster Chimes. 
Retails for $540. 
plus tax. 
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MANTEL CLOCK is the R-913 Beautifully 


styled, modestly priced. Westminster Chime: 
Retails for $42, plus tax 


NEW YORK OFFICE AND SHOWROOM 
37 West 47th Street 


CHICAGO SHOWROOM 
1422 Merchandise Mart 


SAN FRANCISCO SHOWROOM 
566 Western Merchandise Mart 
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Columbia Diamond Rings Plans Big Promotion for '48 





Columbia Diamond Ring Sales Conference is enthusiastic over company's promotion 
program for 1948. 


Following a successful 12-month period 
that began when Columbia Diamond Rings 
announced its new policy of selling direct 
to the retail jeweler, the company is pro- 
gressing with a 1948 sales program that 
promises to be even more far reaching. 
This was evidenced at the eastern district 
sales meetings held at the plant in Long 
Island City on January 6, 7 and 8, and 
conducted by C. Benjamin Axel, Sales 
Manager of the Columbia Diamond Ring 
Division of Axel Bros., Inc. 

New display material that will be made 
available to Columbia dealers beginning 





February 1, was shown to the salesman 
including the new technicolor film playlets, 
and a presentation was made of the new 
spring campaign of national magazine and 
radio advertising. 

The new program places greatest stress 
on point-of-sale advertising and display 
material to assist the retail jeweler. It 
features new action and color electrical 
units, window and showcase units, window 
cards, four color car card, dual function 
ring trays, a special bridal service, news- 
paper mats and a new series of technicolor 
film playlets for local movie theatres. 





Catamore Moves to New Plant 








Catamore Jewelry Co. is now operating 
its manufacturing facilities in a new mod- 
ern plant at 231 Pine St., Providence, 
R. I., which plant was officially opened on 
January 5. 3 


Of modern brick and concrete construc- 
tion, the new factory, a one-story building, 
has added several thousand square feet of 
space, so that the productive capacity of 
the company will increase correspondingly. 
Every facility for the manufacture and 
packaging of jewelry is provided. 

Christy Catanzaro, owner of the com- 
pany, stated that with this new building 
he will be able to build a larger and more 
representative line and supply it to the 
trade faster. The company now makes a 
complete line of costume and religious 
jewelry in gold, gold filled and sterling, 
which is distributed through wholesalers. 


New Salesman for Kushner & Pines 
Kushner & Pines, Inc., 21 West 46th 


St., manufacturers of ring mountings, an- 
nounces the appointment of Sanford A. 
Teguns, as sales representative in the 
Southwestern territory effective imme- 
diately. 
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New JB National Ad Campaign 
Promotes Retail Jewelry Store 


Jacoby-Bender embarks on a radical 
new theme in watch band advertising this 
Spring when their new ‘‘ Jeweler’s Best’’ 
campaign breaks in four of the nation’s 
leading magazines. In a stepped-up pro- 
motion To invite customers into the jewel- 
ry store, JB promotes their new watch 
band lines as ‘‘ Jewelers Best’’... ‘the 
watch bands America’s jewelers recom- 
mend. ’’ 


The new Jacoby-Bender campaign as- 
sures solid advertising support for the 
jeweler. JB ads will run consistently in 
Life, Collier’s, Ladies’ Home Journal, 
Cosmopolitan, and leading Sunday sup- 
plements. Tie-in promotional material 
will also be made available. Details may 
be had from Jacoby-Bender, Ine., 161 
Avenue of the Americas, New York 13. 


New Ratchet Has High Strength 


Glen Jewelry Co., Inc., manufacturers 
of watch attachments, with offices at 182 
Broadway, New York City, has created 
an improved ratchet which is said to have 
greater tensile strength than that previ- 
ously provided in any other ratchet. The 
new device is streamlined but has no ex- 
tremely narrow inner joints to cause 
breakage, allows csomplete adjustment, 
and operates with either slider or snap 
motion. The new improved ratchet, which 
has been named the ‘‘Glen-Glider,’’ will 
now be used on all models made by this 
firm. 

Mr. Rowen, president of Glen Jewelry 
Co., Inc., says that in his opinion there is 
no other ratchet on the market that has 
so much long wear built into so small a 
unit. 





Longines Chosen Official Watch 
For Timing Olympic Try-Outs 


Executives, sales personnel, and other 
employees of the Longines- Wittnauer 
Watch Co., who gathered at the Ambas. 
sador Hotel in New York on January 15 
for the company’s 82nd annual spring 
banquet, heard the official announcement 
that Longines has won its ‘‘ Most Coveted 
Honor in Sports of 1948.’? 

By unanimous agreement, the United 
States Olympic Committee, through a pol] 
of its 15 separate sports committees, has 
selected Longines as official watch for 
timing all events for the selection of the 
1948 United States Olympic Team. 

A battery of Longines fifth-second and 
tenth-second timing watches, conserva. 
tively valued at $25,000 will be employed 
in timing the U. S. Olympic Game Try- 
outs. 

Teams are selected by open competition 
and every American youth has an oppor: 
tunity to win. Funds for the team are 
provided by publie contribution and the 
total for transporting, housing and feed- 
ing the almost 500 members of the Ameri- 
can team which will go to England for 
the games is nearly half a million dollars. 


Laguna Simulated Pearls 
Now in Dual-Use Package 





An excellent example of jewelry pack- 
aging with re-use value is Duette—the 
package recently developed for Laguna 
simulated pearls and _ pictured above. 
Single, double and triple strand necklaces 
are displayed and sold in the faille covered, 
gold-tone metal framed box. By lifting out 
the tray, the customer can convert the 
package to a handsomely fitted, carry-all 
bag, complete with a 3 by 6% inch mirror, 
cigarette, compact, and lipstick compart- 
ments. The package was developed and is 
being manufactured for Laguna by Braun- 
Crystal Mfg. Co., Inc. 


Forstner Buys New Plant Site 


To keep up with the ever-increasing de- 
mand for their product, the Forstner Chain 
Corporation has purchased an 11 acre 
tract in Union, New Jersey, for the erection 
in 1948 of a new factory building of ap- 
proximately 100,000 sq. feet, William 
Forstner, President, announced. 

The present main plant at 646 Nye 
Avenue, Irvington, New Jersey, which has 
just been considerably enlarged and mod- 
ernized, will also be continued in operation. 

The new building is expected to be ready 


for occupancy by the end of this year. 
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A WESGO PLATING OUTFIT will dress up your mer- 


chandise and put "eye-appeal" in your show cases. 
EFFICIENT—INEXPENSIVE—NOISELESS 


These outfits, the result of twenty years of constant 
improvement, are the finest platers designed es- 
pecially for the jeweler. 


They are available in 5 and 15 ampere capacity and 
are invaluable for all electroplating, stripping, and 
coloring processes. 


For complete details, see your dealer, or write: 


WESTERN GOLD & PLATINUM WORKS 


589 BRYANT STREET e SAN FRANCISCO, CALIF. 
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BED: Hand Scraped, ‘’V’’ Ways For Alignment of 
Rest Made of Cast Iron — Very Rigid. 

REST: Has Hand Knob for Quick Adjustment and 
Locking to Bed. Has Hand Screws for Fine Hori- 
zontal and Vertical Adjustments. Top of Slide To 
Flat for Attaching Fixtures. 

SPINDLE: Operates In Sealed Ball Bearings. 
LATHE SPEEDS APPROX.: 900 — 1400 — 2200 — 
3400 RPM using 1800 RPM Motor. 
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REYNOLDS macuinery co. 


303 EDDY STREET — PROVIDENCE 3, RHODE ISLAND 
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GILBERT am CLOCKS 


manufactured and guaranteed by 


THE WM. L. GILBERT CLOCK CORP. 


CLOCK MAKERS TO THE NATION SINCE 1807 


WINSTED, CONN. 
Laconia, N. H. 
141 W. Jackson Blvd. 
Chicago 4, Il. 











551 Fifth Avenue 
New York 17, N. Y. 
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NEW NORTHWEST BRANCH FOR NATIONAL SILVER 





Pictured above is the new Silver Salon of National Silver Company's new branch office 
in Seattle, which was formally opened in conjunction with the start of the Seattle Gift 
and Art Show on Sunday, February 29. 


On February 29, 1948, in conjunction 
with the opening of the Seattle Gift and 
Art Show, National Silver Co. officially 
opened the doors of its new, luxuriously 
appointed branch office in the heart of 
Seattle’s business center. 

The new display rooms and offices oc- 
eupy the entire fourth floor of the 1417 
Fourth Avenue Building, providing ample 
space in which to present the entire line 
attractively and without crowding. 

George W. Friedman, for the past 11 





years Northwest Division Sales Manager 
for National Silver Co. will be in charge 
of the new office, the company’s fourth on 
the West Coast. In addition to Pacific 
Coast headquarters in Los Angeles, 
branch offices have been established in 
San Francisco and Portland for some 
time. Mr. Friedman will be assisted in 
his new duties by Edgar Polonsky, Dis- 
trict Sales Representative in the State of 
Washington, and Clinton Eastman, Jr., 
formerly connected with the Los Angeles 
office Sales Division. 





Winner in Gemex Window Contest 





This is the window that won first prize 
in the Gemex Company’s recent window 
display contest. Set up by Roy Marquard 
for Ben Cohn Jewelry, Spokane, Wash., 
it was judged the most sales-stimulating 
display of all the many entries from all 
over the country. Other winners in the 
contest are: Farber’s Jewelry Store, Oak- 
land, Calif.; and Cunningham’s Jewelry 
Store, Corydon, Ind. 

Gemex is now announcing another similar 
contest which will close on May 31. As 
with the one just ended, there will be three 
prizes—$50, $25 and $15, and the company 
also will pay $5 for every photograph sub- 
mitted. Display materials and other aids 
are available to retailers. Windows or in- 
teriors must be built around Gemex watch 
bands. For further information, write to 
the Gemex Company, Union, New Jersey. 





Admiration Products Corp. 
Takes On More Lines 


Admirgtion Products Corp., 23 West 
23rd Street, New York, has been appointed 
distributors for Remington Rand shavers, 
the Flint line of cutlery, and the Ekco line 
of pressure cookers, together with the 
Toastwell line of toasters. 
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Appointments to Sales Staff 
Announced by Swank, Inc. 


Swank, Inc., Attleboro, Mass., manufac- 
turers of men’s jewelry, leather goods and 
accessories, announced a number of ap- 
pointments to its sales staff. 


Thomas F. Evans will represent the com- 
pany in Northern Texas, Arkansas and 
Southern Oklahoma, with headquarters in 
Dallas. James E. Crossman becomes the 
representative for the Northwest territory 
with headquarters at Seattle, and William 
Rubin, formerly of the company’s Cleve- 
land office, will be in charge of sales in 
Central Michigan with headquarters in 
Grand Rapids. 

Added to the sales staff in Chicago are 
Harold R. Berger, who will cover the 
North Side territory and Donald D. Reif- 
man, who will repreent Swank in the 
downtown Lopp area. 





Schwab to Represent Aisenstein 
In Southwestern Territory 


Dore N. Schwab, Jr., has been appointed 
sales representative in the Southwest terri- 
tory for Louis Aisenstein & Bros., Inc. 
Previously he was employed in the home 
office as advertising manager. A graduate 
of the University of California at Los 
Angeles, Mr. Schwab was formerly asso- 
ciated with R. H. Macy in New York. 





K. & K. Appoints Sales Reps. 


Mrs. Libbe Vogel and Frank N. Vogel 
of the Libbe-Franc Company have been 
appointed to represent Kotler & Kopit, 
Inc., manufacturers of the K & K line of 
compacts, in the states of West Virginia, 
Virginia, Georgia, Tennessee, Kentucky, 
Mississippi, North Carolina, Florida, Ala- 
bama, and Louisiana. 





Big-Scale Spring Promotion 
For “Dainty Maid" Jewelry 


The Louis Stern Co. is going all-out on 
a Spring campaign for its ** Lustern 
Dainty Maid’’ Kiddies’ Jewelry, Karo- 
lyn Grimes, Hollywood starlet appearin 
in the Paramount Production <: Albu 
querque,’’ starring Randolph Seott Will 
be featured in a series of “Lustern 
Dainty Maid’’ ads schedules for ng. 
tional trade and consumer publications 
Dainty Maid is also being featured oy 
the ‘‘Abbott and Costello Kid Show” 
coast to coast over 247 ABC Network 
Stations, 





Bridal Ring Adds to Sales Force 


Bridal Ring Co., Inc., 87 Nassau St 
New York, announces the addition of two 
salesmen effective January 15, 1948. 

George David will call on jewelers in 
the Midwestern area, while Harold W 
Woeber, who had previously been with 
Bridal and who has now rejoined the 
organization, will cover the Central states. 

The addition of Messrs. David and 
Woeber is part of the Bridal ring 194g 
expansion program which also includes 
increased advertising, promotion and 
dealer aids. 





New Plant for Dunkirk Silver 
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The Gold Recovery & Refining Corp. 
has changed its name to Dunkirk Silver- 
smiths, Inc., in order that the name of the 
company may more accurately reflect its 
present line of business. Formerly this 
concern was engaged in the smelting and 
refining of precious metals but is now 
manufacturing sterling silver hollowware 
under the Dunkirk name. 

New factory space has Leen acquired in 
Meriden, Conn., at 381 East Main St., to 
which address the executive offices have 
also been moved. The factory occupies the 
second floor of the building pictured above. 
The firm will, however, continue to main- 
tain a showroom and sales office in New 
York City which will be located at 366 
Fifth Ave. A branch is also maintained 
in San Francisco, Calif., at 701 Pine St. 





“Flying Salesman" Joins Gothic 


A “flying salesman” is among the recent 
additions to the Gothic Jarproof Watch 
sales organization. 

Bill Schachter who holds both commer- 
cial and private pilot licenses will use his 
privately owned Howard 5 seater ex-navy 
ship to cover his territory—the Southwest 
—and to “commute” between there and 
his home in Red Bank, N. J. 

Other new representatives recently ap- 
pointed by Gothic are Joe Schachter, 
brother of Bill, who will cover the Mid- 
west, and Ralph Rabin who has been 
assigned to the South Atlantic territory. 
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CYLINDRICALS ¢ FANCY FLAT TOPS 
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..e precision crafted, highly polished moulded glass 

watch crystals for all popular makes of men's and 

ladies’ watches... those originally fitted with and 
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Cabinet Assortments or refills. 
Your material jobber will supply you. 









121 FULTON STREET, NEW YORK 7, N.Y * ESTABLISHED 1931 
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WATCH CRYSTAL CORP. 

















Speed up your FACETTING production on rings and 
bracelet parts with our new LAPPING MACHINE. 
@ Using emery paper disk, in 
the center for fast cutting. 





@ One rod only to guide your 
QUADRANT very easy to ad- 
just. 


COLLEGE 
OF 
WATCHMAKING 


Inc. 


ONE OF AMERICA'S 
FINEST AND MOST 


@ Gives your rings or brace- 
a a | let parts a mirror finish, which 
a oe | is unequalled, by using our 
pe a lapping alloy, which is fused 
“>, on the outside rim of the 
“~~ large wheel. 





wm Specialists for the jewelry 
see S industry. Call Flushing 3-6125 
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"Keepsake" Sales Meetings 
Plan For Big Season Ahead 





At Keepsake Sales Meetings — John B. 
Flack, president of the Flack Advertising 
Agency Inc.; Robert A. Pond, president of 
the A. H. Pond Co., Inc., makers of "“Keep- 
sake" rings; and Joe Kelly, M.C. of the 
"Quiz Kids," and now running the "R F D 
America” show, which features Keepsake.’ 


An advertisement every week in at least 
one of “The Big Three” weekly magazines 
—Life, Look and The Saturday Evening 
Post—highlights the greatly expanded ad- 
vertising program for “Keepsake” rings 
announced to the company’s sales force at 
meetings held in Syracuse and Chicago 
the week of January 19. A total of 18 
national magazines will be used with large- 
space insertions—many in full color. 





Both meetings were conducted by Robert 
A. Pond, president of the A. H. Pond Co., 


Inc., makers of “Keepsake” diamond rings. 


“The ‘Keepsake’ dealer receives every 
advertising, sales promotion and merchan- 
dising help he needs for successful opera- 
tion of his diamond department,” said Mr. 
Pond, in his address to territory managers, 
and stressed the fact that business pros- 
pects are excellent for those jewelers who 
are real merchandisers. “But,” he con- 
tinued, “to increase their sales and profits, 
jewelers must create sales.” 


To help them to do this important job, 
the A. H. Pond Co. has developed a mer- 
chandising system which is carefully in- 
tegrated with the national advertising to 
exert the full prestige and power of this 
advertising program as a direct and tan- 
gible sales influence on the jeweler’s store. 
The presentation of this complete mer- 
chandising system was made to the sales 
staff by Robert O. Beadel, sales manager, 
A. W. Doolittle, associate sales manager, 
John B. Flack, president of the Flack 
Advertising Agency, Inc., and William 
P. Conklin, account executive of that 
agency. 

Five newly appointed “Keepsake” terri- 
tory managers attended both the eastern 
and the western meetings and were intro- 
duced to the complete staff. They are: 
H. H. Hughes, in the Oklahoma-Arkansas 
territory; C. W. Hecht, in western Penn- 
sylvania and eastern Ohio; Robert Erick- 
son in northern Ohio; A. Wahlstrom in 
eastern Massachusetts; and C. A. Drake 
in Detroit and northern Michigan. 





New Wholesale Jewelry House 


Nathan Brownstein, who recently with- 
drew from the firm of Brown, Gold Co., 
Philadelphia, has embarked in _busiress 
with his son, Sidney, under the firm name 
of Brown & Son, Wholesale Jewelers. The 
new firm occupies the first floor of the 
building at 723 Chestnut Street. They 
have installed new fixtures and equipment 
and the establishment presents a most at- 
tractive appearance. 


Mr. Brownstein, who started his career 
in the jewelry field as an errand boy, is 
a well known personality in the jewelry 
trade. Sidney Brownstein, who was form- 
erly with the Brown-Gold Co., will continue 
to call on his usual trade. Lester Jaffe 
and Harris Sayer, salesmen who formerly 
represented the Brown-Gold Co., are now 
associated with the new firm and will con- 
tinue to cover their respective territories. 





Freudmann Opens Southern Office 


With an eye to the future, and the 
rapid growth of the South as a market 
for ‘‘loose goods,’’ M. Freudmann Co. of 
545 Fifth Avenue, New York, diamond 
importers, announce the opening of a 
Southern Office at 603 Godchoux uilding, 
527 Canal Street, New Orleans, La. 


Leon R. Bellis, who is well known to 
the trade in the South has been ap- 
pointed to take charge of the new office. 


Mr. Bellis, a native of Philadelphia, at- 
tended the University of Pennsylvania, 
and has been traveling since 1930. He 
has been covering the South since his 
retirement as a First Lieutenant in the 
United States Army in 1945. Mr. Bellis 
will have charge of sales in Oklahoma, 
Texas, Louisiana, Mississippi, Alabama, 
Georgia and Florida. 
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New Display Plaque Features 
Bonded Protection for 
"Princess'’ Diamond Rings 
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The laminated easel display card pic- 
tured above featuring the bond which back- 
up every Princess Bonded diamond ring, 
has recently gone to jewelers carrying the 
Princess line. 

According to Leon J. Engel, Vice-Presi- 
dent of J. Engel & Co., who devised the 
original Princess Bonded diamond ring 
sales program, “jewelers all over the coun- 
try are enthusiastic about the Princess 
plan. The bonded feature, which guaran- 
tees free replacement within one year in 
case of burglary, theft or proven loss, 
gives jewelers a big talking point with 
their customers. And the jeweler who can 
offer a ‘plus’ is the one who gets the sale. 





PM Jewelry Adds to Sales Force 


PM Jewelry Creations, New York, ma 
facturers of watch attachments, men’s om 
ladies’ jewelry, have named Harry Enetel 
and Sam Sloane as district sales managers, 
Mr. Epstein will supervise sales activities 
in the East and Midwest, and Mr. heten 
will cover Denver west. ’ 

Mr. Epstein, formerly with Jacques 
Kreisler, has already assumed his duties 
and will call on the trade in Ohio and 
Michigan. 

PM also announces that they now have 
complete national representation, with the 
additions to their sales force of Ed Berman 
in the Northwestern territory, Herb Lewis 
in Texas and Louisiana (both formerly 
with Kreisler), James Bryan covering the 


Midwest, and Lou Phillips the South. 





Sternberg Heads ''Multifacet" Sales 


Lester Sternberg, who has been with 
the Multi-Facet Diamond Corp., since its 
inception, and has been acting as a dis. 
trict sales manager, has been appointed 
vice president and general sales manager, 

The company plans to broaden and in. 
tensify the distribution of its stones which 
are characterized by a faceted girdle, and 
it is expected that Mr. Sternberg with his 
personal experience in the selling of this 
line will do much to stimulate the activyi- 
ties of the company’s sales force. 

Multi-Facet also announces that since 
the cost of developing its special cutting 
tools and machinery has now been amor: 
tized, the company is now ready to offer 
Multi-Facet diamonds at prices competi- 
tive with conventionally cut stones. 





Regional Service for "Watchmasters" 


American Time Products, Inc., manufac- 
turer of the WatchMaster watch-rate re- 
corder has instituted a nation-wide service 
system enabling all users to obtain quick 
service in their immediate locality. Ap.- 
proximately 20 such centers have already 
been established. They are now tooled up, 
have been thoroughly instructed and main- 
tain adequate stocks of parts. 

“With our new system,” says C. H. 
Fetter, president of the company, “every 
section of the country is close to one of 
our service centers, thus minimizing the 
time during which any WatchMaster need 
be out of use, as well as reducing trans- 
portation charges.” 





Becken Announces Changes 
Effective February 1, L. E. (Rondy) 


Rondenet, who has covered Southern 
Illinois and Indiana for A. C. Becken Co., 
for a number of years, is taking over the 
management of the diamond department. 
Roy Cowdrey, who has been with the com- 
pany since 1936, except for three years 
spent on a destroyer escort, during the 
war, and who has been in charge of the 
diamond department, for the last two 
years, is taking over Mr. Rondonet’s 
former territory. 


Reed Botts Joins Flex-Let 


Reed Botts, formerly with Jacques 
Kreisler Mfg. Corp., is now affiliated with 
the sales force of Flex-Let Expansion 
Products, East Providence, R. I., and will 
represent the Flex-Let Company in Ken- 
tucky, Tennessee, West Virginia, South- 
ern Ohio, and Southern Indiana. 
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New Necklace Clasp Portfolio 
s Helpful Reference Manual 


Doing double duty both as a complete 

working catalogue as well as an effective 
roduct presentation, is a new necklace 
clasp portfolio recently announced by 
Harry C. Schick, Inc. Convenient in size, 
5% by 82 inches, this quick reference 
made up of 18 individual un- 


portfolio is 
bound pages enclosed in an envelope type 


folder. 


As a catalogue, it supplies complete 
specifications and prices on more than 
450 popular single and multiple strand 
“Schicksnaps.” Each clasp is skillfully 
‘Jlustrated in actual size to show every 
detail of design and craftsmanship. An 
important feature is the grouping of clasps, 
according to their material, such as 10 and 
14 karat gold, sterling silver, gold plated, 
etc. Each clasp group is printed in its 
own two distinguishing colors. 

As a presentation, jobbers will appre- 
ciate the flexibility of this portfolio since 
copies may be prepared to include only 
those clasps of interest to their particular 
customers. 

Robert W. Schick, President of Harry 
C. Schick, Inc., said the new combination 
portfolio will speed up service on the ever 
increasing necklace clasp requirements of 
the entire jewelry industry. 

Copies of the new portfolio may be had 
by writing Department C, Harry C. Schick, 
Inc., 105 Chestnut St., Newark 5, N. J. 





New Dealer Service Manager 
For Helbros Watch Co. 


Helbros Watch Company, Inc., announces 
the addition of Ralph M. Somerfield to 
its advertising department. As manager 
of dealer service, he will devote his efforts 
to promotional work among dealers and 
on special events and promotions, in Jine 
with Helbros’ expanded advertising pro- 
gram. 

Mr. Somerfield was formerly with the 
Benrus Watch Company and, prior to that 
with C. I. T. Financial Corporation. 


New "Kingsley Plan" to Aid Sale 
of Personalized Christmas Cards 


A second ‘‘Kingsley Plan’’ for the 
merchandising of personalized Christmas 
ecards has been announced by J. E. Carr- 
ters, Sales Manager for the Kingsley 
Stamping Machine Co., Hollywood, Calif. 
Timed for release just in advance of the 
Spring showing of manufacturers’ new 
1948 Christmas eard lines, the new plan 
explains to retailers how extra profits can 
be made by personalizing cards in their 
Own stores. 

Based on the use of Kingsley equip- 
ment, it instructs in the building of per- 
sonalized card albums for countr displays 
and the effective use of window and 
counter displays and newspaper advertis- 
ing mats that will be available to King- 
sley dealers. 

Also featured by the company is the 
general ‘‘ Kingsley Plan’’ dealing with 
the year-round merchandising of writing 
papers, book matches, paper napkins and 
many other items suitable for mono- 
gramming. 

_ Both plans are now ready for distribu- 

tion and can be had upon request by 
writing to the Kingsley Stamping Ma- 
chine Co., 1606 Cahuenga Blvd., Holly- 
wood 28, Calif, 
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Marshall Executives and Salesmen 
Discuss Sales Plans for 1948 


A sales meeting of an unusual type was 
held by the C. & E. Marshall Co. at its 
general offices on January 3 to 10. Un- 
like most meetings of this nature, where 
salesmen and district managers are mere- 
ly informed by company executives as to 
what has been planned and will be done, 
these sessions proceeded on the prineiple 
of giving the men out on the firing line 
an actual vote in the formulation of 
policies and program. 

The first three days of the meeting were 
confined to district manager and depart- 
ment and top executives, who discussed 
freely and frankly all phases of the com- 
pany ’s operations with a recording being 
made of all of the proceedings in order 
to have an aceurate record of all the 
proceedings for study and consideration 
by top executives. 

The latter part of the week was given 
over to similar meetings with the sales- 
men from every section of the country, 
who likewise entered freely into various 
discussions. 

The reaction on the part of the entire 
force to the manner in which the meet- 
ings were handled was highly fevorable, 
and executives felt that both the company 
and personnel will benefit from this free 
and open interchange of ideas. 





New Salesmen for Feature Rings 


Feature Ring Co., Inc., announces the 
appointment of two new sales representa- 
tives. Edmund A. Cohn will handle the 
line on the East Coast working out of the 
home office in New York City, and Harold 
I. Riley will represent the company on the 
West Coast, with headquarters in the 
Pershing Square Bldg. in Los Angeles. 

Mr. Cohn was formerly manufacturers’ 
representative in the East and prior to his 
military service, managed the jewelry divi- 
sion of the H. A. Wilson Co. of Newark, 
N. J. 

Mr. Riley was for a number of years 
sales representative for the Ostby & Barton 
Co. line, working out of their factory in 
Providence, R. I. For the past two years, 
and up to the time of his resignation, he 
supervised O-B’s West Coast sales offices. 





New Catalog of Salesmen's Cases 


A complete and informative catalog of 
salesmen’s sample cases has been issued 
by the Fibre Products Mfg. Co., 30 West 
13th St., New York, N. Y. 

Cases of all conceivable styles and types 
for carrying all classes of merchandise 
are pictured with detailed information as 
to size, capacity and price, including many 
specially created for jewelers’ merchandise. 

Copies of the book may be obtained 
without charge by addressing the Fibre 
Products Mfg. Co., at the address given 
above. 





Kloville Joins San Giovanni 


San Giovanni & Co., silversmiths, 112 
West 21st St., New York, announce that 
Joseph E. Kloville, formerly of Weil- 
Kloville, has been elected vice-president 
in charge of sales and advertising. 

Mr. Kloville comes to San Giovanni 
with an extensive background in mer- 
chandising, advertising, and retail pro- 
motion, and knows the hollowware field 
intimately, 





Community Plate Inaugurates 
Largest Ad Campaign in History 
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With the addition of three major na- 
tional consumer magazines to the already 
substantial list, Oneida, Ltd.’s 1948 adver- 
tising campaign for Community silverplate, 
will be the largest in the company’s his- 
tory, according to Harley H. Noyes, Vice- 
President in charge of advertising. A 
total of 13 of the leading national maga- 
zines will be included in the schedule for 
the coming year. 

The 1948 campaign will consist of full- 
page ads, both in four-color and in black 
and white. The theme will be, “The 
Happiest Brides Have Community,” and 
will feature a series of bride paintings by 
Jon Whitcomb. The first ad which is re- 
produced in miniature above, and is typical 
of the entire campaign, appeared in Jan- 
uary. Others will follow in close succes- 
sion. 





"Miracle" Diamond Rings 
Announces New Campaign 


Shiman Bros. & Co., 234 West 39th 
St., New York, manufacturers of ‘‘ Mir- 
acle’’? diamond rings have inaugurated a 
new advertising campaign to dramatize 
the ‘‘ Miracle’’ setting which creates the 
illusion of the stones being larger than 
they actually are. 

Theme of the campaign, which will 
run in the jewelry trade magazines, will 
be the contrast of a ‘‘Miracle of To- 
morrow’’—with its science and industry 
—against the ‘‘ Miracle of Today’’—the 
‘* Miracle’? diamond ring. 

The line will also be featured in tie-ups 
with major radio programs and will be 
nationally advertised in leading publi- 
cations. 





Harvel Watch Co. Plans 
Big Ad Campaign for 1948 


The Harvel Watch Company’s adver- 
tising campaign for 1948 will be one of 
the largest in this company’s history. It 
will include consistent consumer adver- 
tising, throughout the entire year, rang- 
ing in size from full-pages to quarter- 
pages in the largest circulation mass and 
class magazines, and a schedule of full- 
pages in the leading trade magazines. 

Attractive ad mats in many different 
sizes covering the whole Harvel line are 
available to Harvel retailers without 
charge, as well as various point-of-sale 
materials, 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 

“Help Wanted’—*‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of 1 dati 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
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Situations Wanted 








FIRST class jewelry jobber, stone setter 
and engraver, long experience ; best ref- 
erences. Address “F., 542,” care J C-K. 





WATCHMAKER, 35 years’ experience 
close timing, desires change ; good refer- 
ences. Address “H., 601,’’ care J C-K. 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 
jeweler; excellent references. Address 
“D., 83,” care J C-K. 





WATCHMAKER, desires position as sec- 
ond mechanic with an A-l watchmaker. 
Sidney Landsberg, 2853 W. 29th St., 
Brooklyn 24, N. Y. 





SALESMAN, 24, would like to connect 
with firm selling direct to retail trade, 
in Metropolitan area. Address ‘“H., 573,” 
care J C-K. 





EXPERIENCED man seeks position with 
watch importer; capable; full knowl- 
edge taking care of accounts and or- 
ders. Address “D., 539,” care J C-K. 





WATCHMAKER, just finished watchmak- 
ing school, desires position; have tools; 
good references; available immediately ; 
ute preferred. Address “O., 399,” 





WATCHMAKER, experienced, single, has 
complete set of tools, desires work in 
jewelry store, in the East. Address “D., 
446,” care J C-K. 





YOUNG man, 27, personable, diversified 
experience in jewelry sales and clerical 
field desires position with promising 
future. Address “E., 447,’’ care J C-K. 





WATCHMAKER, 25 years’ experience, at 
present employed, but desires change; 
best of references; must be permanent. 
Address “J., 574,” care J C-K. 





WATCHMAKER, 35 years’ experience, 
capable of taking charge of department; 
good appearance; references furnished. 
Rex * Gelly, 2009 S. Beacon St., Mun- 
cie, Ind. 


ARTIST in fine jewelry, diamonds and 
platinum exclusively; part time posi- 
tion; can immediately make modern 
models for casting and mounting. Ad- 
dress “A., 627,” care J C-K. 





WATCHMAKER, veteran; finished one 
year of schooling doing work at home; 
desires to improve in mechanical ex- 
perience; expects no salary. Address 
“M., 553,” care J C-K. 





WATCHMAKER, first class, 10 years’ ex- 
perience, work with Watchmaster, com- 
plete set of tools; references. Joe Cappy, 
2246 84th St., Brooklyn, N. Y. Be 2-5449. 





WATCHMAKER, 37 years’ experience on 
all makes of watches; use Watchmas- 
ter; desire position in San Diego or 
Los Angeles, Calif. Address “A., 499,” 
care J C-K. 





A-1 watchmaker, stone setter and en- 
graver, with 25 years’ experience, de- 
sires permanent position in North 
Carolina; salary or commission. Ad- 
dress “L., 215,’’ care J C-K, 





REGISTERED patent agent; two scien- 
tific degrees; extensive patent, trade- 
mark and design patent experience; 
available for part time work. Address 
“E., 563,” care J C-K. 





MAN, fully experienced, desires position 
in factory office of jewelry or watch 
case manufacturer ; complete Knowledge 
of production, accounts, orders. Ad- 
dress “E., 540,” care J C-K. 





ESTIMATOR, experienced, for watch and 
jewelry repair department; assist in 
sales: neat appearance; conscientious ; 
desires position in California. Address 
“T., 470,” care J C-K. 








WATCH and jewelry estimator, capable 
salesman, desires position with pro- 
gressive organization; able take com- 
plete charge; excellent reference. Ad- 
dress “J., 602,’ care J C-K. 





WATCHMAKER, 10 years’ experience, 
‘Watchmaster” experience, doing only 
first quality work, wants position pay- 
ing $100 per week. Address “C., 564,” 
care J C-K. 





YOUNG lady desires to connect with repu- 
table concern; experienced handling dia- 
mond jewelry, also loose goods; familiar 
with office detail work. Address “B., 
411,’’ care J C-K. 





WATCHMAKER, sales manager; 10 
years’ experience; can take complete 
charge of jewelry store; desires posi- 
tion in or near New York City. Address 
“L., 489,” care J C-K. 





YOUNG lady, experienced, desires posi- 
tion with watch importer, in strapping, 
cording, tagging and boxing of watches; 
also some clerical work. Address “M., 
490,’’ care J C-K. 








CAPABLE, experienced watchmaker de- 
sires permanent position as watchmaker, 
estimator, salesman, or manager, in 
New Mexico or Arizona; am a 29-year- 
old married veteran. Box 725, Gooding, 
Idaho. 





BOOKKEEPER, stenographer; capable 
young lady; thoroughly experienced all 
details jewelry manufacturing ; five-day 
week; $45; New York City, vicinity. 
Address “T., 581,’ care J C-K. 


WATCHMAKER, _ experience; 
movements and fine wrist watchea Toad 
to start immediately; state salary. able 
ply to, Charles W. Hizenbaught. 9g: 
Winlock St., Pittsburgh, Pa. » 495 





——————__ 


WATCHMAKING school gradua 
experience from a master 1 Wneeds 
capable; some retail sales experienc.” 
own tools; near New York City res 





dress “‘A., 611,” care J C-K. a 
————_____ 
JEWELRY salesman, would like to join 


reputable concern; New York and vin; 

ity; 10 years’ retail experience; wit 
supply best references. Address “w 
089,” care J C-K. ” 





tt 


WATCHMAKER; young veter 
pleted 60 week course accredited schon 
own tools; available under G.I. Bij): 
travel anywhere. Kenneth Tottenhoff 
305% S. First Ave., Marshalltown, Iowa’ 








IF in need of H.I.A. certified watchmaker 
contact, wire or write, Employment Ser. 
vice, Southern Watchmaking Schoo] 
1008 Ramsay McCormack Bldg., Ens. 
ley, Ala. Phone 8-8934., 








JEWELRY repair man, diamond setter 
over 25 years’ experience, best of ref. 
erence, desires connection with a re. 
liable firm; prefers retail store. Address 
“B., 535,” care J C- 








LOAN office or pawnbrokers; diamond 
jewelry, general merchandise appraiser 
and all around salesman, 20 years’ ex- 
perience, desires position. Address “M.,, 
o18,’’ care J C-K, 





WATCHMAKER, experienced, preferably 
with importer ; college graduate; 
French, German, Spanish; own tools: 
willing to travel; references. Address 
“B., 442,” care J C-K. 





SALESMAN, retail or wholesale, own car, 
two years’ business Indiana University; 
Bradley graduate, Gemological Insti- 
tute; road experience other lines; some 
bench experience; retail jewelry experi- 
ence. Address “J., 390,” care J C-K, 





WATCHMAKER-salesman, single, many 
years’ of experience; excellent refer- 
ences; age 43; neat; with good personal 
habits; desires position Southeastern 
area. S. Krefetz, 619 N. W. 38th St., 
Miami, Fla. 





RETAIL jewelry salesman; utility man; 
34; married; 20 years’ cash, credit ex- 
perience; thorough knowledge jewelry; 
industrious; desires position with op- 
portunities. Address “P., 520,” care 





EXPERIENCED watchmaker, Watchmas- 
ter; five position artist ; best references, 
give wage basis in reply; available in 
30 days. Reply to, W. E. Clark, 6 
Brownell Place, Pittsburgh 6, Pa. 





SALESMAN, retail experience, cash and 
credit, desires connection in New York, 
or New Jersey; ambitious and person- 
able; furnish best references warrant- 
ing responsibilities. Address “D., 567,” 
care J C-K, 








WATCHMAKER, engraver, 20 years’ ex- 
perience, good character, seeks position 
with concern that wants good work; 
R. R. inspection; go anywhere; com- 
mission or salary; married. Address 
“R., 493,” care J C-K. 


———————— 








WATCHMAKER, graduating in March 
from accredited watchmaking school; 
Watchmaster trained; wish to locate In 
Virginia or Maryland under competent 
watchmaker; have own tools. Address 
“S., 494,” care J C-K. 
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SITUATIONS WANTED—Continued 


el 
KER and chronograph techni- 

WATCHM to repair any type chrono- 
cian, #"anywhere in the United States; 
ee available in one month. 


—_ a ilarty Bentzee, 2217 Saranec 


oe Pittsburgh 16, Pa. 











Ee 


7 FIVE years’ experience, loose 
et pick han tno extensive following 
manufacturers, jobbers, and large 
users; desires connection with importer ; 
highest references. J. S. Alexander, 305 
W. 8th St., Los Angeles, Calif. 


to 





__ 


sR, designer and die cutter, age 

Re over 20 years’ experience, de- 

sires position with aggressive firm where 

there is chance for advancement ; can 

furnish best references and samples of 
work. Address “y., 527,” care J C-K. 








AVAILABLE; executive buyer and 
general manager; 20 years’ experi- 
ence in installment, chain store op- 
eration; complete knowledge of 
every phase of business. Address 


“S,, 326,” care J C-K. 








JEWELRY store executive; long experi- 
ence covers every phase of chain store 
operation, buying, merchandising, ad- 
vertising, promotions, displays, person- 
nel; consider only top level connection, 
preferably with final participation basis. 
Address “R., 584,” care J C-K. 





—_—_—_-_ 


WATCHMAKER - salesman; combination 
position desired; Bradley trained, com- 
pleted requirements for registered 
jeweler, Gemological Institute; require 
housing for couple; go anywhere; re- 
tail sales experience; some benchwork. 
Address “K., 391,” care J C-K. 





WATCHMAKER, young, married man, 
honest, reliable, wishes position with A-1l 
watchmaker; experience, year school- 
ing, two and one half years retail store, 
including selling ; own tools; New York, 
Florida or West Coast; salary or per- 
certage basis. John Kaegi, Jr., 1510 
Benson St., Bronx, N. Y. 





DISPLAY manager, 25 years’ experience, 
windows and interiors; capable of tak- 
ing complete charge any size chain, 
backgrounds, units, platforms, cutout 
letter signs, etc.; will travel anywhere; 
have own power tools. Address “E., 
068,” care J C-K. 





AVAILABLE; manager, 25 years’ ex- 
perience installment store opera- 
tions; complete knowledge every 
phase of busines; ability to produce 
volume; doing $500,000 yearly; 
prefer location West Coast. Address 
“K., 458,” care J C-K. 


—— 





YOUNG watchmaker, school trained, de- 
Sires position in first class store, under 
top watchmaker; salary secondary to 
top training; not interested in borax 
houses or credit stores; prefer West or 
Northwest Illinois, or Eastern Iowa. 
Address “E., 448,” care J C-K. 


——— 


MANAGER, conversant with every 
Phase of business, well educated, 
good appearance, enviable record 
to date, at present managing $200,- 
000 unit; available 30 days; present 
employer best recommendation. Ad- 


dress *A., 440,” care J C-K. 





COMPETENT and _ experienced watch- 
maker, with light jewelry repair ability 
and complete Knowledge of buying and 
merchandising, desires position as man- 
ager of store or repair department; 20 
years’ experience; married; age 40; no 
preference as to location. Address “D., 
479,”" care J C-K. 





A highly skilled, all around, consci- 
entious watchmaker with an estab- 
lished reputation, also experienced 
on casing and fittings, desires con- 
nection with a reliable importing 
firm. Address “New York 434,” 
care J C-K. 





WATCHMAKER, horological school train- 
ing, steady, accurate, dependable work- 
man; many years at the bench: a good 
take-in man, with cash and credit store 
experience; age 55, single, sober, no 
floater; I want an all year around job 
in or around St. Petersburg, Florida; 
nz $75. Address “D., 561,” care 





WATCHMAKER;; 12 years’ experience on 
all types watches; age 33; in charge 
two-man RR watch repair department 
with leading jeweler ; quality workman- 
ship, light jewelry repairs, desires per- 
manent position in Beaumont or Port 
Arthur, Texas; salary or commission; 
available 30 days notice. Address “B., 
510,” care J C-K. 





PRODUCTION man, experienced in mak- 
ing full lines of gold and platinum 
mountings, wedding rings, gents’ rings 
for jobbing firms; has connections with 
finest houses, jewelers and setters for 
making merchandise; married; 28; 
seeks permanent position. Address “S., 
023,” care J C-K. 





THOROUGHLY _ experienced diamond 
man, capable executive, accustomed to 
responsibilities; expert of loose dia- 
monds, importing or cutting; experi- 
enced in mounted jewelry; connected 
many years large jewelry firm as buyer 
and other executive capacity ; will con- 
sider advantageous change. Address 
“Y., 593,” care J C-K. 





CAPABLE diamond and jewelry buyer, 
many years connected large wholesale 
jewelry firm, would like to act as New 
York representative or buyer for sev- 
eral responsible firms on commission, 
or Other basis; am considered an ex- 
pert of values and a good business man: 
have fine contacts in the industry. Ad- 
dress “A., 594,” care J C-K. 





WATCHMAKER, 25 years’ experience, 
now employed as watchmaker and man- 
ager of watch repair department of 
large, old established firm, desires 
change; expert on R.R., small and 
chronograph watches; capable of in- 
structing watchmaking; use Watchmas- 
ter, understand all Swiss and American 
material systems; do ring sizing and 
light jewelry repairing; sober, depend- 
able; best of references; will consider 
only connections with good working 
conditions and top salary. Address “P., 
492,” care J C-K. 








Lines Wanted 








SALESMAN seeks a watch case line. Ad- 
dress “L., 550,” care J C-K. 








SALESMAN seeks a metal watch attach- 
ment line; also a leather strap line. 
Address “J., 551,” care J C-K. 


WATCHES; experienced man seeks con- 
nection with a concern where his expe- 
rience in selling and producing can be 
useful. Address “K., 604,’’ care J C-K. 





LINE wanted from manufacturer only, 
for wholesalers New York, Philadelphia, 
Baltimore, Washington; good following. 
Address “T., 524,” care J C-K. 





JEWELRY salesman with best references, 
calling on department stores and re- 
tailers, in the East, wishes to represent 
a competitive firm. Address “L., 605,” 
care J C-K. 





MANUFACTURERS’ agent, covering gift, 
department store, jewelry and drug store 
trade in New England, desires addi- 
tional lines. Details to, Irving Halperin, 
Box 179, Brookline 46, Mass. 





PACIFIC Coast salesman desires a dia- 
mond line; am very well known in 
territory; am financially responsible; 
can offer trustworthy references. Ad- 
dress “J., 174,” care J C-K. 





SALESMAN, with Chicago office and ex- 
cellent following among Middle West 
jobbers and other large outlets, wants 
strong manufacturer’s line. Address 
“Circular 102,” Room 1415, Heyworth 
Bldg., Chicago 2. 





SAN FRANCISCO representative, open 
for manufacturers’ merchandise, for do- 
mestic and export; 250 potential buy- 
ers; sold frade past 20 years. Chas. 
Grellmann, Mutual Building, San Fran- 
cisco, Calif. 





PACIFIC Coast representative calling on 
better grade stores over years ; 
have line, desire another; diamonds, 
platinum or 14K goods; best of refer- 
ences. Address “K., 175,’’ care J C-K., 





ATTENTION silverware manufacturers; 
Fifth Avenue costume jewelry firm with 
attractive showroom and sales organiza- 
tion, desires to represent sterling anc 
plated hollowware lines. Address “A. 
433,” care J C-K. 





DIAMOND wholesaler and broker, 
Central West, interested in addi- 
tional sources for loose diamonds; 
also “‘promotional” mounted dia- 
mond rings. Address “P., 322,” 
care J C-K. 








SALESMAN, with established following 
among better retail jewelers in Chicago 
and vicinity, desires to represent repu- 
table manufacturer of a quality line of 
staple jewelry or kindred items. Ad- 
dress “Circular 101,’ Room 1415, Hey- 
worth Bldg., Chicago 2. 





CALIFORNIA and adjacent States; 
high calibre sales representative 
available April 1; will consider a 
fine line of sterling silver, watches, 
clocks or 14K; the line I accept 
must show earning potentiality of 
at least $10,000 yearly. Address 
“L., 576,” care J C-K. 





(Continued on page 382) 
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Side Lines 











(Continued from page 381) 





SALESMAN wanted to carry side line of 
fine Teather watch straps, sold to jobbers 
only ; territory Midwest; give reference. 
Address “V., 587,” care J C-K. 





SALESMEN, to carry four of the best 
known lines of gold-filled watch at- 
tachments; most territories open. Las- 
ner Jewelry Corp., 65 Nassau St., New 
York 7, N. Y. 





SALESMEN with following in Midwest, 
South and Pacific Coast, retail trade; 
long established line of men’s. and 
ladies’ gold rings; on commission basis. 
Address “C., 533,” care J C-K. 





MAN to represent quality zyl house, 
Southern territory, side line; com- 
mission basis. K. Stenzel & Sons, 
Inc., 21-29 Hudson St., New York, 
N. Y. 





OPPORTUNITY to carry distinctive line 
of plated necklaces, bracelets and ear- 
rings; must have following; good side 
line; commission basis; give territory, 
experience and references. Address “C., 
559,” care J C-K. 





SALESMEN;; all territories, to carry 
tray of unusual hand-wrought gold 
and rhodium-plated cuff bracelets; 
new setup provides high commis- 
sions, bonuses; state territory de- 


sired. Address “P., 467,” care J C-K. 





UNUSUAL line of fine sterling silver 
jewelry for salesmen calling on the bet- 
ter retail jewelers; we have established 
territories in the Middle West and New 
York State; write details and refer- 
ences. Address “J., 621,” care J C-K,. 





SALESMAN, for Middle West, with estab- 
lished trade, wanted to handle extensive 
ladies’ platinum ring mounting line; no 
objection to other non-conflicting lines ; 
give full details in first letter; replies 
— Address “S., 469,’ care 





SALESMEN, all territories, with follow- 
ing among jobbers and material houses, 
to sell an established line of leather 
watch straps; drawing against commis- 
sions; give full details of lines now car- 
rying and territory desired. -Address 
“L., 486,” care J C-K. 





EXECUTIVE-TYPE salesman, with 
following, to handle superior side 
line of strong boxes and wall safes; 
protected territory, good commis- 
sions; excellent profit-opportunity. 
Write, Trezur Trove Products, 662 
Hanna Bldg., Cleveland, Ohio. 





SALESMEN for Middle West and West 
Coast, with jobber following, to carry 
line of gold neck chains, key chains, 
Waldemars, cuff links, tie clips, etc., in 
all qualities; commission basis; state 
lines carried and territories covered. 
Address “B., 556,’”’ care J C-K 





MANUFACTURER of fine diamond plati- 
num watches, attachments and mount- 
ings, wishes salesman with non-con- 
flicting line for Southern territory ; only 
those with following amongst the best 
retail trade need apply; give full par- 
ticulars in first letter ; commission basis. 
Address “E., 562,’’ care J C-K. 


SALESMEN wanted by manufacturer of 
unusual line of sterling silver table and 
smokers’ accessories, nationally adver- 
tised and accepted by leading jewelers 
and department stores throughout the 
country ; must have established follow- 
ing; good territories available; com- 
yom basis. Address “‘N., 1253,” care 
J C-K, 





WANTED; side line salesmen with sales 
background, to sell one of America’s 
largest lines of gold-filled and sterling 
rings; two established territories avail- 
able; New England, New York State, 
Pennsylvania and Virginia, West Vir- 
ginia, Maryland, Delaware and District 
of Columbia ; reply held in strictest con- 
fidence. Address “E., 599,” care J C-K. 





MANUFACTURER wants experienced 
salesmen with large _ following 
among retailers, credit stores and 
chains, to sell an outstanding line 
of gold-filled watch bands; this line 
is designed for volume business, and 
pays very high commissions; write 
us fully about your past experience, 
and let us know what lines you now 





carry. Address “M., 178,” care 
J C-K. 
SALESMEN; nationally known con- 


cern offers profitable complete side 
lines of popular priced diamond 
rings and engraved wedding rings to 
men with established retail follow- 
ing; some territories still open; 
your inquiries treated with utmost 
confidence; give full particulars in 
first letter; our salesmen know of 
this ad. Address “*M., 127,” care 
J C-K. 





REPUTABLE manufacturers of top 
line ladies’ and men’s stone rings, 
smartly styled, priced right, need 
men with experience and contacts 
with retail credit and chain stores; 
to such men we offer a permanent 
and profitable connection; territor- 
ies open Pacific Coast, South-east 
and Mid-west; give details, experi- 
ence and particulars; reply held in 
strictest confidence. Address “J., 


623,” care J C-K. 





WATCH salesman experienced, with 


following, to represent long estab- 
lished watch importer with complete 
line of well-known Swiss watches 
in the territory of Louisiana, Arkan- 
sas, Texas and surrounding terri- 
tories; we have the right line for a 
capable man; no objection to non- 
conflicting side lines; references 
and other particulars in first letter. 


Address “F., 618," care J C-K. 








WATCH salesman, experienced, to rep- 


resent old established Swiss watch 
importer with complete, up-to-date 
and well known watch line in the 
territory of California, Oregon, 
Washington and surrounding areas ; 
good opportunity for the right man 
with established following; no ob- 
jections to non-conflicting side lines; 
references and full particulars in 
first letter. Address “D., 617,”’ care 
J C-K. 
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WANTED: A-1 jeweler, who 
and set stones. 
care J C-K, 





can repai 
Address “V,, ane 





tts. 


WATCHMAKER, young, single man; goog 
opportunity in pleasant, _progressiy 
store. Olson Jewelry, Fort Dodge, loon 





Le 


WANTED; two A-1 watchmakers: per 
centage basis only. Address “T., 1469” 
care J C-K. 





Sass 


JEWELERS, three, on special order work 
and stock work ; good wages and bonus: 
a very fine opportunity. Address “j’ 
015,” care J C-K, ? 





Le 


POSITION for a licensed ophthalmic dis. 
penser and jewelry store worker; West- 
yx a County. Address “F., 452,” care 








WANTED; A-1 jeweler, middle aged, who 
can repair and set stones, also take 
charge of an old established shop. <Ad- 
dress “C., 501,’’ care J C-K. 








WANTED; one jeweler and one engraver: 
$90 per week ; must be good trade shop- 
men. Lowell G. Hays, 801 Three Sisters 
Bldg., Memphis, Tenn. 








DIAMOND setter; steady employment 
with top salary; state salary desired 
and references in letter. Address “G. 
453,” care J C-K. 





CUTTERS wanted for precious and semi- 
precious stones, to cut from rough; pre- 
ferably from New York and vicinity, 
Address “G., 570,” care J C-K., 





WANTED; first class engraver and stone 
setter; permanent position with first 
class concern to right man. Address 
P.O. Box 144, Jacksonville, Fla. 





SALESMAN, experienced, wanted by 
wholesaler of many nationally known 
lines, to travel in Pennsylvania, Dela- 
ware, Maryland and Virginia. Address 
“E., 364,” care J C-K. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care J C-K. 





SALESMEN wanted, to cover New En- 
gland and Middle West, with a complete 
line of Indian jewelry; commission 
basis; give full details. Address “P., 
580,’’ care J C-K. 





YOUNG LADY, experienced in watch 
import line, capable of handling all de- 
tails regarding movements, dials and 
cases, must have good references. Ad- 
dress “P., 372,” care J C-K. 


a 





SALESMAN, experienced, wanted by 
wholesaler of many nationally Known 
lines to travel in Pennsylvania, West 
Virginia, Virginia and North Carolina. 
Address “G., 363,” care J C-K. 


rr, 








JEWELRY engraver and chaser, practical 


man, one who has had five years or 
more experience; holds a future; write 
in detail, married or single, ete. Ad- 
dress “V., 517,” care J C-K. 


mmm 
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watchmaker wanted; prefer 

FIRST eo can do plain engraving, to fill 

permanent position in leading jewelry 

ore: small city New York State. <Ad- 
dress a = 366,” care J C-K, 














Ss 


. first class jeweler and diamond 

WANT ith trade shop experience; state 
calary, age and experience in first let- 
an EK. M. Davis, 207% W. Sycamore 


St., Greensboro, N. C 








MAN, experienced, wanted by 

BAL lesaler of nationally known jewelry 

lines to cover by car, Ohio and adjJoin- 

ing territory ; commission. Earl Sculler 
Co., 51 N. High St., Columbus, Ohio. 








A-1 watchmaker, to take charge of re- 
pair department in modern, air-condi- 
tioned store ; salary or percentage basis ; 
state age and references. Gainesville 
Jewelers, Gainesville, Ga. 








JEWELER; experienced, combination re- 
pairman and setter; excellent, perma- 
nent proposition offered by old estab- 
lished Baltimore, Maryland, firm. <Ad- 
dress “R., 468,” care J C-K. 





JEWELER on special order work, plati- 
num and gold, for work in Boston shop; 
excellent opportunity; creative ability 
necessary. Address “B., 477,” care 





SALESMAN, assistant, to take charge of 
jewelry department located in St. Peters- 
burg or Tampa, Fla.; excellent oppor- 
tunity for right man. Address “Y., 
475,” care J C-K. 





WANTED, first class watchmaker; per- 
manent position; wanted immedi- 
ately; $100 weekly. Wire, Phillip’s 
Bros., Lynchburg, Va. Send ref- 
erences. 





WANTED; all around jewelry repairman ; 
Southern city, old established retail 
store ; excellent working conditions; give 
full particulars of your experience in 
ek letter. Address “K., 485,” care 





JEWELER, practical man to assist fore- 
man; this position holds a promising 
future for a man of 30 to 40; give in- 
formation in detail, experience and 
where in the past employed. Address 
“Z., 516,” care J Ce-K. 





SALESMEN; manufacturing company de- 
veloping sales on national basis; terri- 
tories open; better grade lucite dresser 
sets and sundry items; commission 
basis. Address “‘N., 519,’ care J C-K. 








COSTUME jewelry salesman, with follow- 
ing, wanted to carry high style, gold 
filed and brass line; experience; give 
reference; state territorial rights. Ad- 
dress “C., 443,” care J C-K. 








RELIABLE company wanted to do watch 
case repairing; volume runs approxi- 
mately 75 cases per month; prices must 
be reasonable and_= service prompt. 
Meyer Jewelry Co., 1105 Grand, Kansas 
City, Mo. 








BUYER to have full charge of sterling 
Silver flatware and hollowware depart- 
ment; must have experience in selling: 
good opportunity for good salary. Rost 
Jewelry Co., 25 N. Illinois St., Indian- 
apolis, Ind. 


SALESMAN wanted, with established fol- 
lowing, for New Jersey and Pennsyl- 
vania territory, to carry handmade ster- 
ling silver jewelry; commission basis. 
— Artcraft, P.O. Box 138, Milford, 

onn. 





JEWELERS, two, on special order work; 
$2.35 per hour and bonus; excellent po- 
sition, for the right people; give in- 
formation in detail, where in the past 
employed and experience. Address “V., 
591,” care J C-K. 





SALESLADY, experienced, take complete 
charge gift department, for largest 
jeweler in Texas; thorough knowledge 
of silverware and finer china essential ; 
top salary; give full particulars in let- 
ter. Address “W., 497,” care J C-K. 





AGGRESSIVE distributor of national 
brands, _alarm clocks, watches, other 
staple lines, has opening for salesmen 
calling on gift and jewelry stores, etc.; 
excellent earning possibilities; advise 
territory. Address “N., 579,” care J C-K. 





SALESMAN wanted to carry outstanding 
line of costume jewelry featuring $1 
retailers ; other allied lines permissible ; 
advise in letter territory now being 
covered and type of lines carried. Ad- 
dress “M., 603,” care J C-K. 





DIAMOND wholesaler to carry dia- 
mond line from manufacturers, 
cutting from quarters to carat sizes; 
only rated firms or with high class 
references. Address “C., 113,” care 


J C-K. 





SALESMAN-manager; to operate cash- 
credit jewelry unit, Alabama chain; 
knowledge credit, collections, window 
display; exceptional opportunities for 
live wires ; furnish complete background, 
salary desired. Box 491, Mobile, Ala. 








WATCH salesmen; nationally known 
watch importer; complete popular 
priced line; have openings in sev- 
eral territories; no objection to non- 
conflicting lines. Address “G., 572,” 
care J C-K. 





SALESMAN, with better retail store fol- 
lowing, in Middle West, manufacturer’s 
complete line of diamond platinum and 
gold jewelry; old established concern; 
excellent opportunity; write details; 
— Address “J., 566,’’ care 





MATERIAL man wanted for house 
established 26 years; must have 
complete knowledge of all lines of 
material, plus tools and supplies; 
give full details in first letter. 
Bernard Italie Co., Box 710, Port- 
land 7, Ore. 





JEWELRY wholesaler wants traveling 
salesman to carry excellent line; 
straight 10% commission paid; gives 
man chance to make excellent money; 
all right for man to also carry side line 
of his own or other firms. Address “L., 
5148,” care J C-K. 


SALESMEN ; two needed by leading man- 
ufacturer of mountings and wedding 
rings; one New England, one South- 
west; only top notch men with follow- 
ing need apply; car essential; drawing 
against commission. White Rose Jewel- 
ry Mfg. Co., 45 Rose St., New York, 
N. ¥Y. Rector 2-0923. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, 617 Wyandotte, 
Dept. C, Kansas City 6, Mo. 





JEWELRY chaser and engraver who has 


knowledge of cutting dies, and capable 
of taking charge of this department; 
$2.25 per hour to start and bonus; give 
information in detail in your first letter ; 
state married or single, experience and 
where in the past employed. Address 
“X., 607,” care J C-K. 





MANAGER-salesman, for high type credit 
store; must be experienced top sales- 
man and have thorough knowledge of 
every phase of operation; excellent per- 
manent opportunity ; good salary, bonus, 
paid vacation. Send all particulars to, 
Jack Gerson, 200 E. Washington St., 
New Castle, Pa. 





SALESMEN wanted; wholesale jeweler 
has opening for two experienced 
salesmen with established follow- 
ing among retail jewelers in the 
South and Southwest; give complete 
information; all replies treated con- 
fidential. Addres “G., 620,” care 
J C-K. 





SALESMAN wanted on wedding rings, 
mountings and also diamond rings; a 
very fast selling line and a good re- 
peating business; give information in 
detail as to your territory, experience 
and the lines you have carried; strictly 
commission basis. Address “V., 541,” 
care J C-K. 





SALESMAN, experienced, wanted for 
States of Texas and Louisiana by 
wholesaler of many nationally 
known lines and powerful low and 
medium priced jewelry; numerous 
established accounts; replies con- 
fidential. Address “K., 624,” care 
J C-K., 





INSTRUCTOR: jewelry making and re- 
pairing ; must have practical shop expe- 
rience; stimulating group of students; 
schedule can be arranged to provide 
time for outside activities; some of our 
instructors get their regular income by 
teaching and in addition run their own 
shop on the side. Address “G., 543,” 
care J C-K., 








ROAD salesman; we have some excel- 
lent established territory open for 
an aggressive salesman; splendid 
future with a progressive factory 
ring and mounting line. Goodman 
& Co., 42 W. Washington St., In- 
dianapolis 4, Ind. 





SALESMAN wanted by large jewelers’ 
tool and supply concern; good oppor- 
tunity for the right man and steady 
employment; reply stating age, refer- 
ences and complete information as to 
your knowledge of the jewelers’ tool 
business and selling experience; advise 
if willing to travel. Address “H., 547,” 
care J C-K. 





SALESMEN wanted, to fit into new terri- 
tory breakdown; three representatives 
wanted to carry line established for 30 
years; manufacturer selling to the bet- 
ter retail trade; territories on West 
Coast, part of Midwest, and Metropoli- 
tan New York. For further information 
write, “E., 619,” care J C-K. 


a — 





(Continued on page 384) 
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MANUFACTURERS for 50 years, in New 
York of wedding rings, ring mountings, 
diamond rings and bridal sets, are look- 
ing for energetic commission salesman 
to cover territory in the Mid Western 
States, New York and New _England; 
also another man for New York City 
and a Address “C., 613,’’ care 
J C-K. 





SALESMAN, experienced, for West Coast ; 
must have following with jobbers and 
wholesalers; carry a popular line of 
ladies’ and gent’s gold filled watch at- 
tachments; line very well accepted 
amongst jewelry trade and consumers; 
commission; references. Address “M., 
463,”’ care J C-K. 





EXPERT watchmakers to work for New 
Orleans’ leading jewelers; permanent 
positions in air-conditioned, modern 
workshop; our watchmakers earn from 
$100 to $150 per week. Write, wire or 
phone, Adler’s, 722 Canal St., New Or- 
leans, 





JEWELRY salesman; must be thoroughly 
familiar with high quality diamonds 
and watches, fully capable of handling 
watch and diamond customers; position 
pays well and good opportunity to ener- 
getic salesman. Rost Jewelry Co., 25 N. 
Illinois St., Indianapolis, Ind. 





LEADING nationally advertised line of 
popular priced watches, seeks West 
Coast representation, with several sales- 
men, calling on the trade; exclusive 
and profitable franchise to the right 
party; highest references to be_ ex- 
changed in strictest confidence. Address 
“N., 464,” care J C-K. 





WANTED; a combination watchmaker- 
engraver who can do light jewelry jobs; 
one who wants a permanent position ; 
must have good references; for a well 
established, refined jewelry store in 
Columbus, Georgia; only the best qual- 
ity work accepted ; air-conditioned store, 
pleasing working conditions; salary or 
ee Address “C., 37,” care 





MATERIAL salesman, to cover Wash- 
ington and Northern Idaho, also 
Montana if desired; will pay salary, 
expenses and small commission, or 
straight commission on all business 
from territory; firm established 26 
years. Bernard Italie Co., Box 710, 
Portland 7, Ore. 





A-1 WATCHMAKER wanted; must be 
capable of taking complete charge of 
repair department in fine modern store 
where good workmanship is appre- 
ciated; European trained or gradu- 
ate of fine American school preferred ; 
state salary and references in first 
letter. Desjardins, Manchester, N. H. 





EXPERIENCED traveling salesmen 
with good following and jobbers, to 
handle a very fine line of custom 
made watch straps; recognized 
product; guaranteed _ territorial 
rights; state territories covered. 
Jack Kreuter Co., 516 Fifth Ave., 
New York 18, N. Y. 





SALESMEN: good opportunity to carry 
clean line of 14K gold die-struck wed- 
ding rings, priced right, to sell to retail 
jewelry stores on commission basis; we 
run about 150 different numbers; Chi- 
cago, New England and Texas areas 
open; send references with letter. Ber- 
son Jewelry Mfg. Corp., 34 Mamaroneck 
Ave., White Plains, N. Y. 


SALESMAN wanted; nationally adver- 


tised watch importer of quality 
watches has opening for salesman 
in territory covering Pennsylvania, 
Maryland, Washington, D. C., Dela- 
ware, Virginia, West Virginia, and 
North Carolina; write, stating past 
experience, qualifications. Address 


“B., 612,” care J C-K. 





A-1 watchmaker wanted; must be capa- 


ble of taking complete charge of re- 
pair department in fine, modern store, 
where good workmanship is appreci- 
ated; should have at least five years 
or more experience; state salary and 
references in first letter; this position 
is near Reading, Pa. Address “B., 70,” 
care J C-K. 





SALESMEN wanted; leading whole- 


saler, Hamilton watches, nationally 
advertised jewelry lines, has open- 
ing Metropolitan New York, New 
York State; must be acquainted with 
jewelers in territories; car neces- 
sary; write particulars, age, experi- 
ence, etc.; reply confidential. Ad- 


dress “S., 610,” care J C-K. 





SALESMAN with following among retail 


jewelers covering Minnesota, Nebraska, 
Kansas, Missouri, Iowa. North Dakota, 
South Dakota, Wisconsin, Michigan; 
had representation in territory for 15 
years; delivery line diamond rings and 
mountings; car necessary ; non-conflict- 
ing side line not objectionable ; commis- 
sions and drawings; give full particu- 
lars in letter. Joseph Schulman, Inc., 
04 Eldridge St., New York 2, N. Y. 





WE’RE looking for a salesman with 


whom to consult; we are gold and 
platinum ring manufacturers; we 
have in the past year experienced a 
drop in the volume of business; you 
suggest the type of ring that sells 
best and is in demand; our model 
maker will create it for you; replies 
confidential. Address ‘“H., 622,” 
care J C-K. 





MANAGER to take complete respon- 


sibility; large chain organization 
with unlimited opportunity to pro- 
gress; permanent position; liberal 
salary and share of profits; give 
complete details in _ first letter; 
replies confidential. Address “D., 


73,”’ care J C-K. 





SALESMEN, for our established nation- 


ally advertised Gotham watch line, to 
call on retail jewelers and department 
stores; three territories open; Midwest- 
ern, covering Indiana, Southern Illinois, 
Iowa, Kansas, Nebraska, Missouri; Mid- 
eastern, covering Eastern Pennsylvania, 
Delaware, Southern New Jersey; and 
far Western covering Rocky Mountain 
and Pacific Coast. Write all details, 
Ollendorff Watch Co., Inc., 20 W. 47th 
St., New York 19, N. Y. 








WATCH and jewelry salesman, travel- 


ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jewelry; 
must have retail jewelers and de- 
partment store following in well 
established Southern territory. Ad- 
dress “B., 595,” care J C-K. 


SILVER plated hollowware: 


s 
wanted by manufacturer of mm 


priced quality line, must be 

with following among department sce 
jewelers, gift shops, etc.; highest sy 
missions; wonderful opportunity = 
producers, productive territories, Write 
oy AP gr, Moe yar ae Addreas 

. O. Box Oy urc t. 8, 
City. New York 





——————________ 


SHOP foreman; must have ability to 


supervise and instruct in addition t 
meeting customers, and must be ex. 
perienced in casting, capable of takin 
complete charge of shop; position per 
manent, in Cleveland; send ful] particy- 
lars as to ability and experience in first 
letter; state salary expected. Addres 
“C., 430,” care J C-K. , 








SALESMAN wanted with following, 


calling on retail jewelers and de. 
partment stores, to carry fine line 
of leather watch straps and metal 
watch attachments, with unusual 
merchandising features; side line 
or full time; South, Southwest, and 
Middle West; liberal commission, 


Address “E., 481,”’ care J C-K. 





MANUFACTURER of gold filled, sterling 


and marcasite jewelry of a finer grade 
established 30 years, would like to make 
connections with men selling jewelry 
trade, as well as the better department 
stores and gift shops; territories open: 
Middle West, South and Pacific Coast: 
excellent opportunity with assurance of 
real co-operation ; commission basis; no 
objections to non-competitive lines: 
write details. Address “R., 609,” care 





SALESMAN to handle manufacturer’s 


complete line of fine gold jewelry 
and diamond rings for Pacific 
Coast and Rocky Mountain States; 
excellent opportunity for experi- 
enced man who has traveled this 
territory; firm has an established 
distribution in better stores; give 
details in first letter; replies con- 
fidential. Address “P., 608,” care 
J C-K. 





WANTED, experienced die sinker or steel 


engraver, to cut hobs and clean up dies 
after dies have been cut on Gorton Pan- 
tograph Engraving machine; we can 
also use one more apprentice steel en- 
graver, with one or more years’ experi- 
ence; plenty of work and a steady 
job for the right man. The D. L. Auld 
oni Fifth Ave. and Fifth St., Columbus, 
oO. 





SALESMEN, calling on retail jewelers 


and department stores in South and 
Middle West, to sell an exception- 
ally atiractive line of watches; only 
men with following among jewelers 
and having real selling ability need 
apply; all details, including past 
experience in first letter. Charlin 
Watch Co., Empire State Building, 
350 Fifth Ave., New York, N. Y. 


—————— 








SALESMAN wanted, all territories, by 


manufacturing, wholesale jeweler, es- 
tablished over 25 years, selling to first 
and second rated jewelers; the man we 
are looking for must travel by automo- 
bile and have some experience in sell- 
ing a line of ladies’ and gent’s 10 and 
14K solid gold stone rings, signet rings, 
mountings, crosses, pendants, cameo 
brooches, and baby rings; straight com- 
mission ; no objection to carrying a non- 
conflicting line. F. F. Le Boyer & Co., 
P. O. Box 2066, Paterson, N. J 


me 
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EN wanted with following in 

Ae land, District of Columbia, Vir- 
ginia, North and South Carolina, to 
represent leading firm distributing 
complete lines of jewelry, clocks, 
rings, sterling hollowware and flat- 
electric appliances and im- 


ware 
ported merchandise; will consider 
men who understand the business 


thoroughly. Address “C., 511,” 
care J C-K. 





o_O 


MAKER, who can estimate and 
anita repair department, we offer 
permanent job in Southern Montana, 
close to Yellowstone Park, hunting and 
fishing country; good salary; college 
town; excellent working conditions and 
well equipped shop; two stores in same 
town; we want a conscientious and re- 
liable man, one whose work will create 
good will and steady customers ; please 
state salary and qualifications in first 
letter. Harry Miller, Bozeman, Mont. 





a 


WANTED salesman to carry an out- 
standing and extensive line of rings, 
general jewelry, including nation- 
ally advertised lines; calling on our 
established retail jewelry accounts 
in Ohio, Indiana, West Virginia, 
Kentucky and Michigan. Commu- 
nicate immediately with Joseph 
Sculler & Co., 33 N. High St., 
Columbus 15, Ohio. 





REPRESENTATIVE with good following, 
among jobbers, to represent manufac- 
turer of outstanding new and entirely 
different combination cigarette case and 
automatic lighter; proven best seller, 
resulting in regular reorders from es- 
tablished distributors; excellent earn- 
ings assured right man; state territory 
covered; give references in first letter. 
Address “‘A., 409,” care J C-K. 





SALESMEN: experienced watch sales- 
men to represent well established 
watch concern with a complete up- 
to-date medium priced Swiss watch 
line; South and Midwest territories 
open; important: only men with a 
good retail store following may 
apply; good opportunity for right 
men; no objections to non-conflict- 
ing side lines. Address “W., 472,” 
care J C-K. 





MANAGER, Dayton, Ohio, largest pawn- 
broking establishment in city ; two large 
combined stores in 100% location, con- 
sisting of jewelry store and sporting 
goods, clothing store; owner must be 
in New York and seeks aggressive ex- 
perienced operator who can take com- 
plete charge and do a bang-up job of 
promotion ; salary, bonus, share of prof- 
its; life time opportunity for right man. 
Address “C., 413,” care J C-K. - 





SALESMAN, South and Southwest ter- 
ritories, to represent established 
New York wholesaler carrying the 
most popular and nationally adver- 
tised brands of attachments, brace- 
lets, chokers, pearls, pins and nov- 
elty watches; splendid opportunity 
for top notch man; give complete 
background and experience in first 
a Address “R., 522,” care J 


SALESMAN, to represent manufacturer 


of high grade tailored diamond rings 
and mountings, and special order crea- 
tions in gold and platinum; the line is 
complete and_ distinctive; may . be 
carried exclusively or as a side line on 
straight high commission basis; cata- 
logue coverage and credit given; sales- 
man must have following amongst bet- 
ter retailers; territory except Ohio, 
open. Address “A., 429,” care J C-K. 





FUTURE managers: are you now a 


salesman or assistant manager and 
feel you can take complete charge 
of an installment jewelry store; we 
want several men who would be 
willing to prove to us they have the 
necessary ability; large chain organ- 
ization with real opportunities; tell 
us in your first letter all about your- 
self; replies confidential. Address 
“E., 72,” care J C-K. 





FEINSTEIN Bros., 5 S. Wabash Ave., 


Chicago, Ill., Los Angeles office, 220 W. 
Fifth St.; salesmen wanted with estab- 
lished following among retail jewelers 
and department stores, to represent out- 
standing watch material and supply 
house in business for 23 years; com- 
plete lines of watches, diamonds, solid 
gold rings, clocks, tools, better jewelry, 
J-B bracelets; distributors of watch 
cases and other nationally advertised 
merchandise; excellent opportunity for 
the right man; open territories Mid- 
west, West, South and Central States. 





WATCH salesmen; experienced, with 


good following in the Midwest, 
Southeast and North; to represent 
well-established importer with a 
complete up-to-date popular priced 
Swiss watch line, including novelty 
watches; no objection to non-con- 
flicting line; state all particulars 
and references in first letter. Ad- 


dress “D., 597,” care J C-K. 





SALESMAN, jewelry; nationally adver- 


tised manufacturer, quality better 
class tailored costume jewelry, 
known nationally, established ac- 
counts; exceptional opportunity for 
top notch man with following in de- 
partment and better jewelry stores; 
Pennsylvania, New York, Mid-west, 
and Northwest territories exclusive; 
drawing against commission; reply 
confidential. Address “H., 5302,°° 
eare J C-K. 





SALESMEN wanted to represent a well 


established line of ladies’ 14K gold 
jewelry, rings, bracelets, pendants, 
earrings, mounted with precious 
and semi-precious stones; for Mid- 
dle West, Pacific Coast, New Eng- 
land States; excellent opportunity 
for men with experience and suc- 
cessful background; state full par- 
ticulars as to age, experience, refer- 
ences, etc. Address “‘N., 606,”’ care 


J C-K. 











IF you are a top-notch salesman, with 


following among retail jewelers 
throughout the Middle West, a long 
established manufacturer of ladies’ 
finer made popular priced fancy 
rings, with and without diamonds, 
is prepared to offer a most liberal 
arrangement; no objections to non- 
conflicting additional line; any re- 
plying information held confiden- 
tial. Address J. & R. Koch Co., 
Inc., 42 W. 48th St., New York, N.Y. 


SALESMEN wanted by large manu- 


facturer, to carry an entirely new 
line of gold-filled watch bands; 
styled and packaged beautifully and 
backed by national advertising and 
complete sales promotion plan; only 
experienced, aggressive men_ with 
established following in the retail 
jewelry trade need apply; unusually 
high commission ; drawing account 
and bonus arrangement to high pro- 
ducers; reply in full detail to “N., 
179,” care J C-K. 





TEXAS, Oklahoma, Arkansas, Louisi- 


ana, Tennessee, Mississippi, Ala- 
bama, sales representative wanted 
jointly by one, high grade Swiss 
watch factory, with own U.S.A. 
branch in New York; from $71.50, 
F.T.I., retail; and two, one of 
Switzerland’s top clock manufactur- 
ers, with own U.S.A. branch in New 
York, to cover regularly and thor- 
oughly above mentioned States with 
both lines; only qualified gentle- 
man able to call on finer jewelry 
retail stores need apply; references 
and particulars, Address “A., 555,” 
eare J C-K. 





SALES executive wanted; established 


manufacturer of watch bands seeks 
the services of a progressive watch 
band executive for their sales divi- 
sion; this man should be acquainted 
with modern trends in design; he 
should have a personal acquaintance 
with American watch manufacturers 
and Swiss watch importers; this is 
a splendid opportunity, and _re- 
muneration will be based on your 
qualifications; all replies will be 
held in strictest confidence. Address 


“P., 180,” care J C-K. 





WANTED, by nationally known fine 


dinnerware factory, representative 
not over 40, living on West Coast, 
to travel West Coast territory for 
them exclusively; someone with 
buying experience or with experi- 
ence in selling a luxury product to 
selected department, jewelry and 
specialty stores preferred; also, 
wanted a young man, college gradu- 
ate, to be trained at factory and 
Eastern sales office for road selling; 
excellent opportunities for right 
applicants; state previous experi- 
ence and full particulars; all re- 
plies will be treated strictly confi- 
dential. Address “W., 592,” care 
J C-K. 





CAPABLE retail salesman is offered 


excellent position; old established 
retail jewelry firm in the heart of 
downtown Portland, Oregon, is de- 
sirous of locating a capable, high 
class salesman for diamonds and 
watches, and high grade popular 
priced jewelry; we are offering a 
permanent position with possibili- 
ties surrounding it that should ap- 
peal to anyone interested in future 
security; we want a man who is 
conscientious, and whose initiative 
is better than average; there will 
be no issue over salary for the right 
party, but he must be capable of 
earning it; applications will be held 
in strictest confidence; reply stat- 
ing age, marital status, giving com- 
plete history of your experience. 


Address “B., 301,” care J C-K. 








(Continued on page 386) 





For Marcu, 1948 


385 








For Sale 


Stores, Stocks and Businesses 

















(Continued from page 385) 





THREE, well located jewelry stores for 
sale, doing good business; terms if 
necessary; will sell separately or to- 
gether. Write or phone, C. C. Sargent, 
Paris, Texas. 


JEWELRY stock valued at $9,700, fixtures 
valued at $3,000, and shop equipment 
and material valued at $1,800. For 
further information write, “W., 526,” 
care J C-K. 








FOR SALE; profitable jewelry store, es- 
tablished since 1910 in Syracuse, N. Y.; 
fine clientele; wonderful opportunity ; 
owner wishes to retire. Address “T., 
495,” care J C-K. 





JEWELRY store in heart of Beverly Hills, 
California; modern exclusive fixtures; 
new clean stock; long lease, no percen- 
tage; price $15,000. Address ‘“M., 625,” 
care J C-K. 





JEWELRY store, California; excellent 
for watchmaker; low rent; modern fix- 
tures, up-to-date stock; $6,000; this is 
not just another store. Address “N., 
554,” care J C-K. 





JEWELRY store with large appliance de- 
partment; South central city 450,000 
population; good lease, 100% location ; 
rent reasonable; making family read- 
justment. Address “‘N., 491,’ care J C-K. 





JEWELRY store in small town of 6000, 
with drawing population of 8000; going 
business; health requires owner to quit 
the business; write for further infor- 
mation. Address ‘“‘V., 525,” care J C-K. 





GOOD paying jewelry store, clean stock, 
reasonable rent, long lease; excellent 
for credit store, in the fastest growing 
section of Philadelphia ; located in mov- 
ing picture theatre building. Address 
“V., 496,” care J C-K. 





FOR SALE; jewelry store in city of 30,- 
000 in Florida; established 17 years; 
good opportunity for the right man; 
owner wishes to retire; $20,000 cash; 
tes rated. Address “L., 462,’ care 





BEAUTIFUL modern jewelry store in 
heart of New York City; only name 
brand watches; wonderful for two 
people; about $15,000 cash _ will 
handle complete; low rent and 


lease. Address “R., 325,” care J C-h. 





FOR SALE; beautiful jewelry store in 
good business town in North Mississippi ; 
clean stock and fixtures inventory, $27,- 
000; long lease; 100% location; good 
lines merchandise; excellent watch re- 
pair _——— Address “D., 503,” care 
J C-K. 





RETIRING; 35 years same location, S.W. 
Los Angeles; 1947 gross, $23,000; cash 
only ; terms would greatly increase vol- 
ume; leading national lines merchan- 
dise; good lease, also apartment avail- 
able; price $20,000. Address “S., 376,” 
care J C-K. 





FOR SALE; jewelry store with a first 
class watch repairing department and 
gift shop combined, located in Eastern 
Massachusetts ; population of city, 27,- 
000; price $35,000 for complete watch 
repairing equipment, stock and _ store 
fixtures. Address “V., 473,” care J C-K. 





ESTABLISHED, modern, 100% loca- 
tion; good lease; clean stock ; credit; 
only two other jewelry stores, neither 
one chain; industrial city 25,000, 
Western Pennsylvania, 25 miles 
from Pittsburgh; approximaie 
price, $35,000. Address “F., 483,” 
care J C-K. 





WILL sacrifice 29 year old cash and credit 
Store located in heart of Philadelphia 
business section; John Wanamaker, N. 
Snellenburg, Adam Hats, Sun Ray 
Drugs, Hanover Shoes; Pennsylvania 
and Reading R.R. Stations, Public Ser- 
vice Bus Station in this area; inventory 
$28,000; accounts receivable, $15.000; 
good lease; owner ill, retiring; make 
offer. Address “D., 504,” care J C-K. 





BEST located, modern established 
store in wealthy suburban Los An- 
geles with finest congenial clientele; 
selling due to health; new, clean 
stock of best lines; low rental, long 
term lease; good volume with un- 
limited potentiality; must see to ap- 
preciate. Address “A., 508,” care 
J C-K. 





TWO jewelry stores; prosperous com- 
munity, western Michigan, each 
credit operation; all new fixtures, 
fronts, and improvements; one air- 
ecnditioned; both have watch repair 
department, excellent stock, all fran- 
chised lines; here is an excellent 
opportunity for one who under- 
stands the jewelry business to do a 
terrific volume; not sold through a 
broker. Address “M., 577,” care 
J C-K. 





JEWELRY shop for sale; suitable for 
a practical man; doing business of 
about $100,000 per year; could be 
easily quadrupled within a_ very 
short time; manufacturing a very 
fine product; would require $65.- 
000; fine opportunity for a man 
with mechanical ability and vision; 
only those financially responsible 
will be considered; give informa- 
tion in detail. Address “R., 514,”’ 
care J C-K. 





JEWELRY and loan business, in the 
largest and best business city in the 
State of Texas; population of over 
700,000; well established, a great 
opportunity for the right party; old 
age and sickness compels present 
owner to retire; price $45,000 to 
$50,000; no brokers or dealers need 
answer; only those who wish to buy 
a good paying business; this is a 
chance of a lifetime. Address “H., 


456,” care J C-K. 





FOR SALE; well established wholesale 
jewelry business located in large 
city in Eastern State; nationally 
known lines carried; up-to-date 
stock; reasonable rent; long lease 
ean be had; our books will reveal 
that this business has consistently 
been profitable; not interested in 
brokers or promotors; only reason 
for selling, strictly personal; all re- 
plies will be kept in utmost confi- 
dence. Address “S., 585,” care J 
C-K. 


a 
For Sale 


Tools, Equipments, Merchandise 
7 ———=== 
AUTO ENGRAVER, for sale; price $175 


Dan Stambler & Son, 118 La , 
Ave., Olyphant, Pa. ckawanna 











—————_______ 


FOR SALE; used, four, floor cases: tw 
SS and roll top desk: suitable 
or jewelry store. Shakopee , 
Shakopee, Minn. pee Jewelers, 





ttt rrr. 


FOR SALE; small, four number comp; 
tion safe, jeweler’s bench, L. & Ree 
ing machine, L. & R. lathe motor. The 
ee Shop, 319 E. Congress, Tucson 

riz. 





tLe, 


ARCH CROWN celluloid and _parch. 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St. 
Newark 2, N. J. 








FOR SALE; well made, complete jewelry 
store fixtures ; wall cases, windows, show 
cases, panels, and safe; priced very 
reasonable. For information address 
O. W. Barnhill, 1416 N. W. 22nd st’ 
Oklahoma City, Okla. 








WANT more profit; easier work: send 
for our new catalogue of special tools 
for jewelers, diamond _ setters, engray- 
ers, diamond cutters. The Jewelers Too} 
& Supply Co., 654 E. 3rd St., Dept. JC1, 
Brooklyn, N. Y. 





ee 


BURGLAR alarm systems, completely 
installed, protecting all openings 
including display windows. For de- 
scriptive literature write, Jewelers 
Protection, Box 525, Shively, Ky.; 
Box 1724, Knoxville, Tenn., Box 
293, Shawnee, Okla. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies of every description. Write for 
samples. Dauer Printing Company, 
Manufacturers, Printing, Engravers, 31 
‘East 22nd St., New York 10, N. Y. 
Algonquin 4-2174. We ship open ac- 
count, parcel post or express to any 
part of the United States. 








HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarists; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing laps for precious stones 554” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 14% and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object) $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in faster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
cago 10, Ill. 


eee 
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Business Opportunities 








aI —_—————— 

EVERY EFFORT is made by The Jewel- 
‘ers’ Circular-Keystone to keep its. ad- 
vertising columns clean. Advertisers 
under Business Opportunies, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers 
Circular-Keystone. 











—_— 


\ o buy jewelry store in Idaho, 
Wr biagton oe California ; town of 3000 
or more. D. F. Miller, Box 606, Enter- 


prise, Ore. 








GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our adver- 


tisement page 35. 








ESTABLISHED New York manufacturer 
of platinum fancy cases and_ special 
order work, seeks partner as salesman ; 
will require investment of $10,000. Ad- 
dress “K., 575,” care J C-K. 








WANTED to buy, established jewelry 
store in town of 8,000 population or 
larger; Will pay cash ; all information 
confidential. Walter MacDonald, 117 S. 
Anderson St., Elwood, Ind. 





—_——— 


AUCTIONS successfully and ethically 
conducted anywhere in the country; 
12 successful sales in 1947. Write 
or wire, Maynard Levy, 5200 Black- 
stone Ave., Chicago 15. 





WANTED to buy: established cash or 
credit jewelry store, New York State 
or Connecticut, within 200 mile radius 
of New York City: will pay cash; all 
information confidential. Address “C., 
478,” care J C-K. 





AUCTION with profits; auction sales 
conducted anywhere in the country; the 
finest bank and jewelers’ references 
furnished; stocks bought. Herman 
Schwadron, 11 Midwood St., Brooklyn, 


N. 





JEWELRY store wanted in East or 
Middle West, well established with 
good reputation; will pay cash; pre- 
fer city not under 20,000; any re- 
plies strictly confidential. Address 


“Bes 457,” care J C-K. 





SEEKING partner; have shop completely 
equipped and ready to operate in the 
casting of gold and platinum rings; 
selection of rubber molds on hand; es- 
sential to be a good mold maker and 
caster. Address “A., 531,’ care J C-K. 


GEE 





JEWELRY store wanted; must have 
good repair following; will buy 
clean stock up to $15,000; prefer 
store in Illinois or nearby States; 
strictly confidential. Address “B., 


200,” care J C-K. 





UNUSUAL opportunity to obtain exclu- 
Sive Swiss watch agency U.S.A., plus 
direct representation; American, resid- 
ing Switzerland; reliable firm possessing 
Symbol, sound financial background : 
reply references. Address “C., 598,” 
care J C-K., 


COLMES BROS., cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write, 15-17 Maiden 
Lane, New York. Telephone, Rector 


2-592 . 





AUCTIONEER; 12 successful sales 
conducted in 1947; firm names 
furnished on request; all corre- 
spondence strictly confidential. 
Anthony J. Gregory, 6956 N. Ash- 
land Ave., Chicago 26. 





AUCTIONEERS with 30 years of leader- 
ship for jewelers who care; sold for 
Feagans, Los Angeles; Ben Tipp, 
Seattle, Bunde & Upmeyer, Milwaukee; 
Pfeifer Bros., Little Rock; Haltom’s, 
Kt. Worth; two group auctions for St. 
Louis leading jewelers; 10 autcions, 
two million dollars. America’s Foremost 
Jewelry Auctioneer, Thomas J. Faus- 
sett, Howell, Mich. 





LONDON, England; largest, oldest 
established electroplating factory, 
imposing site and name, wishes 
undertake agency or market, under 
license, suitable branded or pat- 
ented article requiring utilization 
of plating, spinning and small press- 
ing facilities, for English and British 
Empire trade; only offer of well- 
known successful U.S.A. commodity 
will be considered. Address “G., 


600,” care J C-K. 





AUCTIONEERS: V. C. Kelley & Gordon 
Cobb, America’s most successful jewelry 
auctioneers of today; we have proven 
our ability by conducting the most sales, 
and the outstanding sale of the last 
year; best of references and you will 
be pleased with our cordial and digni- 
fied method of selling; our 20 years’ 
experience assures you of a profitable 
and successful sale. Write or wire to- 
day, Kelley & Cobb, 1831 Fourth Ave., 
N., Birmingham 3, Ala. 








ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 
fll. Dearborn 1684. 





JEWELRY stores wanted; large chain, 
now operating 24 units, looking to pur- 
chase additional stores; will buy for 
cash, desirable individual or groups of 
stores doing volume of $75,000, or more 
per year, anywhere in the United 
States; we will pay a good price for 
your inventory, accounts’ receivable, 
good will, fixtures and lease, to con- 
tinue as a going business; we are a 
AAA-1 rated concern; all correspon- 
dence and inquiries will be held in 
strictest confidence. Write, wire or 
phone, M. J. Fisher, Markson Bros., 100 
Summer St., Boston, Mass. Hubbard 


2758. 





MR. JEWELER; if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less today, 
let me show you how it can be done, 
with one of my dignified auctions; 
I guarantee that there will be no 
loss and that your prestige will even 
be enhanced in your community; 
or if you want to sell your stock out- 
right, I will buy it at the highest 
price; write or wire for details; all 
correspondence strictly confidential ; 
bank and trade references on re- 
quest. M. C. Maxwell, 1429 Board- 
walk, Atlantic City, N. J. 





WOULD you like to retire from busi- 
ness; if you were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold for 
more than the wholesale cost; our 
service will secure a cash buyer for 
your store as it stands today as a go- 
ing concern; your good-will and 
lease will sell for cash the same as 
your stock ; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business; un- 
questioned bank references, also 
references from clients who have 
used our services recently; no 
store too large or small to use 
this service; write for competent 
appraisals and complete details 
without obligation. McRae & Shaw, 
168 N. Michigan Ave., Federal Life 
Insurance Bldg., Chicago, Ill, 








Wanted ‘to Purchase 


° 
o---__-- — 


WANTED to buy; used Peerless watch 
cleaning machines and baskets. Mutual 
Watch Co., 27 E. Monroe St., Room 
1305, Chicago 2. 





7 
— 








WANTED: “Hardinge” pivot polisher, 
with screw slide, also reamer, three 
slided slide rest, in good condition. 


Clark Goodart, care Shreve and Com- 
4 200 Post St., San Francisco 8, 
alif. 





SILVERWARE, sterling or plated; we 
are in urgent need of old patterns in 
1847 and Community plate, not en- 
graved, also inactive or active sterling, 
engraved or not; have a waiting list 
for hundreds of patterns and am will- 
ing to pay for as merchandise and not 
as scrap. Vroman’s Silver Shop, 520 
W. 7th St., Los Angeles 14, Calif. 








Watch Work, etc., for 
the Trade 





— 





y 


WATCH repairing for the trade; price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





QUALITY watch repairing to the trade 
since 1920. Joseph J. Post & Co., Mem- 
ber of Jewelers’ Board of Trade, 55 E. 
Washington St., Chicago 2, Il. 





(Continued on page 388) 








For Marcin, 1948 


387 














WATCH WORK, ETC., FOR THE 
TRADE—Continued 











(Continued from page 387) 





ONE week’s service; all watches timed 
on Watchmaster; reference and price 
list upon request. Gerace Jewelers, 
4243 Frankford Ave., Philadelphia, Pa. 





WATCH repairing for the trade; expert, 
prompt service; reasonable prices; list 
and references on request. The Watch 
Shop, Box 711, Sheridan, Wyo. 





DON’T take my word, ask my custom- 
ers; references, and prices on request; 
30 years’ experience. A. B. Tammen, 
Watchmaker, Room 814, 93-99 Nas- 
sau St., New York 7. 





CHRONOMETERS, complicated watches 
and clocks our specialty; mail orders 
and estimates solicited ; pick-up service 
on Long Island. H. Simon, Box 116-C, 
Central Islip, N. Y. 





QUALITY watch repairing for the trade; 
timing by Watchmaster; your watches 
insured while in my possession. Robert 
F. Jackson, 32 N. State St., Chicago 2, 
Ill. 





RELIABLE repairs reasonable, on Swiss 
and American watches, crystals, clean- 
ing, staffs, mainsprings; complete or 
partial repairs. Milton Wagner, P. O. 
Box 332, Reading, Pa. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice, Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





EXCEPTIONALLY fine watch repair- 
ing by our staff of competent watch- 
makers; moderate prices; quality, 
efficiency, dependability. Harr Watch 
Repair Co., 2 E. 45th St., New York. 





BOSTON, MASS.; reliable watch repair- 
ing for the trade; timed on Western 
Electric Watchmaster ; five-day service ; 
prices and references upon request. 
Lucerne Watch Repair Co., 333 Wash- 
ington St., Room 321. 





FIRST class watch repairing done by ex- 
pert watchmakers; Watchmaster tested 
and timed; prompt service for city 
or out-of-town; excellent references. 
Arthur Blatt, 19 W. 44th St., New 
York 18. 





WATCH repairing, for the discrimi- 
nating jeweler only, one week’s ser- 
vice; specializing in mail orders. 
Max Kinberg & Sons, 1910 Arthur 
Ave., New York, N. Y. Lu 3-5865. 





WATCH repairing of the better kind; all 
work guaranteed and tested on our 
Watchmaster ; moderate prices, fast ser- 
vice; price list and reference upon re- 
quest. L. I. Watch & Clock Service, 5309 
Broadway, Woodside, L. I., N. Y. 





ACCURATE watch repairs for the 
trade; reliable and prompt service; 
moderate prices; every watch tested 
electronically on our Watchmaster. 
Allen Yager, 71 Nassau St., New 
York 7, N. Y. Cortlandt 7-2272. 





EXPERT watch repairing for the trade; 
one week’s service on all work, with 
full guarantee; chronographs and split 
seconds our specialty; price list and 
references on request. State Watch 
Repair, 2040 Edmondson Ave., Balti- 
more 23, Md. 





WATCHMAKER;; doing only excellent 
work for the trade; 28 years’ expe- 
rience; reliable; prompt; wishes to 
contact responsible firm; finest ref- 
erences; full insurance coverage. T. 
Miersch, 8438 Crenshaw  Blvd., 
Inglewood, Calif. 





EXPERT watch repairing: we specialize 
in mail order; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster ; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 





DEPENDABLE watchwork for dis- 
criminating jewelers; prompt ser- 
vice; all work timed by Watchmas- 
ter; reference, Jewelers Board of 
Trade; write for our complete price 
list. Supreme Watch Repair Co., 39 
S. State St., Chicago 3, IIl. 





HAIRSPRING vibrating: same day ser- 
vice; flat $1.75, Breguet $2.50; pinning 
point; send job for estimate fitted to 
bridge; no leveling necessary; check 
poise to avoid position error; write 
today for heavy mailing envelopes. 
Charles Thomas & Co.. P. O. Box 330, 
Union City, N. J., formerly in charge 
of hairspring department for Bulova 
Watch Co. 





WATCH repairing for the trade; quick 
service guaranteed; years of ex- 
perience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Il. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W., 
Canton, Ohio. 








Special Order Work and 
Repairs for the Trade 





—_ 
a 





HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Virtanen, 
45 Park Place, Morristown, N. J. 





DIAMOND setting a specialty; all work 
guaranteed ; mail orders accepted. D. J. 
Forbes Co., 530 Walnut St., Cincinnati, 
Ohio. 





BEADS of all kinds restrun 
perts for the trade; reasonable”. hoa 
and prompt service; bonded. en 
Pearl House, Box 1384, Beaumont Tex 


rar 

JEWELRY repairing and con 
for the trade; all work “ae 
mediate service. Stanley Schechter 1650 
Broadway, New York 19, N. y. ’ y 








nse 

BEADS restrung; all style be 
Strung, plain or knotted; eeament Pn 
vice; can furnish references, \y,. 
Helen E. Stump, 202 State St. Shill 
ington, Pa., near Reading. , 


tl arate 

DIAMOND and semi-precious stone 
in all its branches; fine expert gee 
manship ; prompt service for out-of-town 
Scceuns; Senta references supplied 
clmac Setters, . 47th St., N ' 
19, N. Y. ” 











PEARLS restrung either plain or knotted : 
crystal beads on chain; can furnish 
clasps; quick service; careful work- 
manship; reasonable prices. Wood- 
man’s, 55 Eddy St., Providence, R. I, 








DIAMOND and stone setting of any type 
and quantity; setting and diamonds 
guaranteed; out-of-town work invited 
Mondil Co., 1650 Broadway, New York 
19, N. Y. Circle 7-6589. Member New 
York Outside Setters’ Guild. 








DEPENDABLE; skilled engraving ser- 
vice of quality workmanship; out- 
of-town business handled _ with 
speed and utmost reliability, Kaz] 
Albrecht, Engraver, 1411 Walnut 
St., Philadelphia 2, Pa. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





DIAMOND setting; 25 years’ experi- 
ence; established many years; 
handle diamonds, baguettes, fan- 
cies and colored stones in platinum 
and gold; finest workmanship; 
prompt service; work guaranteed; 
New York and out-of-town; refer- 
ences furnished. I. Altman & Bro., 


48 W. 48th St., New York City. 








Wanted to Rent 





| 





OFFICE wanted for precious stone dealer 
in uptown New York jewelry district; 
will share or sublet office if mecessary. 
Address “F., 569,’ care J C-K. 





Lost 








LOST, lot of low priced, sharp cornered 


emeralds: reward. Address “H., 459, 
care J C-K. 








Miscellaneous 





| 








| 


WATCHMAKERS; read our Watch- 
makers’ Journal; contains helpful hints 
on watch repairing; send 15¢ for copy. 
Dean Watch Co., 116 Nassau St., New 
York 7, N. Y. 








—_—_— 
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HAVE YOU READ THESE BOOKS? 








and address, attach your check, and send 
it to us. We will send them postage pre- 
paid anywhere in the United States. Re- 
mittance must accompany all orders. No 
books sent on approval. Prices subject to 
change without notice. 


These authoritative and interestingly 
written books an a wide range of subjects 
about your business will be a great help 
to you. : 


Just put a circle around the books you want 
on the coupon below, write in your name 











16. SIX QUAKER CLOCKMAKERS $10.00 
Gem Expert, Connoisseur and Student Sawerd B. Chandtes 
For_ the mcd 17. TIME AND TIMEKEEPERS $2.49 
of Gemology W. 1. Milbam 
— 18. MODERN METHODS IN HOROLOGY $2.50 
1. GEMS AND GEM MATERIALS $4.00 ed sca 
Mee. Keane © Cowen 19. PRACTICAL BALANCE AND HAIRSPRING WORK $3.50 
1A. KEY TO PRECIOUS STONES $3.25 W. J. Kleinlein 
od tigg pti 20. RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 
2. GETTING ACQUAINTED WITH MINERALS $2.50 W. J. Kleinlein 
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SORRY, BUT IT WAS UNAVOIDABLE 


THIS ISSUE OF THE JEWELERS’ CrRCULAR-KE&YSTONE 
has been delayed. 

Circumstances beyond the publisher’s control have 
brought about these delays. While there was not, and 
is not, any specific or general controversy between 
Chilton Co. (publishers of JC-K) and the personnel of 
our printing division’s composing room, that partic- 
ular printing department was finally included in the 
widespread printing compositors| strike under the 
auspices of the International Typographical Union 
(ITU). About 28 other Philadelphia printing estab- 
lishments were included in this action, thus handi- 
capping practically all printing plants of any size in 
the area. 

As a result, production of this issue has been ac- 
complished with some difficulty in plants not entirely 
accustomed to our requirements. Hence the delay. 

We ask your indulgence during this emergency. 


JOIN THE PARADE 


FoR THE FIRST TIME in history, jewelers across the 
nation are joining in an industry-wide promotion of 
jewelry store merchandise — “‘the 1948 Silver Parade’, 
originated and sponsored by the Jewelry Industry 
Council, and backed by all the important silversmiths, 
the National Wholesale Jewelers’ Assn., and both 
national associations of retail jewelers. 

From April 19 to May 1, jewelry stores in every city 
and town will be simultaneously featuring silverware in 
advertising, in publicity, in displays, and the impact 
of this mass promotion upon the public is bound 
to be enormous. 

But to get your share of the business and the traffic 
that will be created, you of course must join in the 
effort. To do so is being made easy with the wealth of 
ideas and suggestions for every type of promotional 
effort which the Jewelry Industry Council is providing, 
and the special material for the various individual lines 
which is being prepared and will be available from the 
silverware manufacturers. 

Experience in other fields has proved beyond the 
shadow of a doubt that when a large number of dealers 
all promote the same merchandise at the same time, the 
sales of all of them take a tremendous upward surge 
and not at the expense of future business. It’s additional 
volume that has been added by selling people who 
otherwise would not have bought. 

We can do the same thing in our silver departments. 
Let’s all join the Silver Parade. 





LINK UP WITH THE STYLE 


ACCORDING TO a gentleman to whom we were talking 
the other day, and who is in close contact with the 
manufacturers of men’s shirts, a larger percentage of 
those shirts are now being made with French cuffs 
than at any time in the past 30 years. 
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Following World War I, the trend was strongly to 
the round cuff fastened with a shirt button, which, of 
course, meant that there was no market for the sale of 
cuff links among the great numbers of men who wore 
such shirts. 

Now the fashion tide seems to have turned, and 
again the French cuff, which requires a link, is coming 
back into popularity. This means that there should be 
a much larger and growing demand for the sale of cuff 
links from now on—an opportunity for new sales 
where there were none before. 

The situation suggests that it would probably be a 
good idea to feature cuff links so as to pick up these 
extra sales. 

The individual unit of sale may be small on the ay- 
erage, but it is just that much extra business, as well as 
being good store policy by demonstrating to your ‘cus- 
tomers that you are prepared to fill their every jewelry 
need, be it large or small. 


THE GREAT UNKNOWN 


TAXES, AND PARTICULARLY the jewelry excise tax, 
still remain the great unknown question for 1948. 
Probably there is no other subject of so much im- 
portance to the retail jeweler about which it is so im- 
possible to foresee the future. 

Nearly every day sees some report or other coming 
out of Washington about what may or may not be 
done on the whole tax matter—many of them contra- 
dictory. The plain fact is that not even Congress 
itself knows today how much taxes can or will be cut 
or what form the reductions may take. The cost of the 
Marshall Plan, the problem of inflation, the matter of 
reducing the national debt, and last but not least, 
politics, all enter into the question and what is pro- 
posed today may have no resemblance whatever to 
the measure that is finally enacted. 

There is, however, some faint glimmer of hope in the 
fact that more and more members of Congress in their 
public statements are at least coming to recognize that 
the present excise tax structure is unfair and discrim- 
inatory, and that as a matter of simple justice some 
readjustment of the present set-up should be made. 
However, it would be foolish optimism to pin too much 
reliance on these rather vague and sweeping gestures. 

The only sensible attitude to take today is to forget 
it and go ahead with the conduct of our businesses on 
the basis of today’s situation and leave the wrestling 
with this problem to the capable representatives who 
have been delegated by the industry to deal with 
the question. 


Tred. Gb. 


Editor 
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The “FLINT” 


ne: “GAIL” 





EVERY ITEM IN HADLEY’S BIG NEW 1948 LINE OF WATCH 
ATTACHMENTS is right in design — right in styling — THE “FLINT” — The finest and most dis- 


right in price. You'll find every one of the eight new tinctive in a new Hadley weave. Beauti- 
. fully styled ratchet center and gripping 
men’s watch bands, the sixteen new women’s watch diate ’ 
boxes, easily adjusted to size. — Hadley 


bracelets, displays well. sells well, makes customers out Quality. Yellow only. Retail $12.50* 


of “‘lookers”’. r" 
THE “GAIL” — Dainty and dignified, this 
Sold as always through authorized Hadley wholesalers is a simple box-style expansion bracelet 
: ] ] will grace the beauty of any watch. 
Oo Jew ° 
lo jewelers on y Each link expands, all links are removable. 
Yellow only. Retail $6.00* 


*Plus Tax. 
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